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[bookmark: _Toc142842660][bookmark: _Toc143436072] Introduction
This report examines Toyota's marketing strategies in both the United Kingdom and Japan. This study compares the two markets using situational analysis models and marketing strategies (STP plus 7P’s and directed development). Determining the similarities and differences between the marketing strategy and the organization's responses. This report will also provide specific recommendations for Toyota in expanding its business in both countries based on these findings (Foss and Pedersen, 2019).
[bookmark: _Toc142842661][bookmark: _Toc143436073]Toyota Company Background
Toyota Motor Corporation was founded in 1937 with its headquarters in Japan and is now a significant global automaker. The company employs approximately 350,000 employees from approximately 150 countries, demonstrating its immense global influence (Lane and Maznevski, 2019). Due to its solid financial position, Toyota can offer a vast selection of high-quality automobiles in multiple regions.
[bookmark: _Toc142842662][bookmark: _Toc143436074]The Macro Environment - PESTLE Analysis
This Photo by Unknown Author is licensed under CC BY-SA


[bookmark: _Toc142842664][bookmark: _Toc143436075]Political: (Favourable)
Toyota is comfortable and secure in conducting its businesses in the United Kingdom. The United Kingdom is characterised by a strong commitment to the rule of law, a defined legal system, and openness concerning its political norms. The government provides incentives to the automotive industry for research and development (R&D, the development of new products, and the adoption of environmentally responsible practices (Paurova and Gregova, 2020). The participation of the United Kingdom in international trade agreements that facilitate access to new markets is advantageous to Toyota's export-driven business strategy. Conversely, Japan's political climate is generally favourable to the auto industry, and the government strives to maintain a stable environment for its growth. Government initiatives that increase exports and domestic production benefit corporations like Toyota. Because of Japan's favourable diplomatic ties and commercial agreements internationally, Toyota can increase its global presence (Debnath et al., 2021).

[bookmark: _Toc142842665][bookmark: _Toc143436076]Environmental: (Unfavourable)
The automotive industry in the United Kingdom is significantly affected by environmental factors. Toyota's market-leading position in electric and hybrid vehicles is consistent with the current trend toward environmentally beneficial and sustainable practices. To comply with strict pollution regulations, the British government is pressuring manufacturers to produce greener, more fuel-efficient vehicles. Toyota's dedication to reducing carbon emissions and their range of hybrid vehicles make it ideally suited to meet the needs of the UK's environmentally conscious consumers (Siddiqui, 2021). However, Japan places a significant emphasis on eco-friendly automobiles. There has been a significant drive for carbon emission reduction legislation. Toyota's development of hybrid and electric vehicles reflects Japan's increasing interest in environmentally friendly goods. This company's commitment to developing environmentally favourable transportation solutions has made it popular among environmentally conscious Japanese clients (Stanislavscaia, 2021).

[bookmark: _Toc142842666][bookmark: _Toc143436077]Social: (Unfavourable)
The diverse population of the United Kingdom displays a wide range of personal preferences and ways of life. Due to urbanisation and traffic, larger communities require more efficient, space-saving vehicles. Additionally, there is a growing interest in the sharing economies and alternative modes of transportation. Toyota offers an extensive selection of vehicles, ranging from compacts to hybrids, to fit in with the preferences of British customers (Matsumura et al., 2022). As a result of altering social norms, more and more people in Japan are opting for compact, fuel-efficient vehicles that are suitable for urban environments. Because of their practicality and affordability, small vehicles and hybrids are very popular. Toyota's immense selection of compact, fuel-efficient vehicles and cutting-edge hybrid technology are the primary reasons for the company's popularity in Japan (Shafiq et al., 2022).

[image: ]
Figure 1‑1Hofstede Insights, 2023
[bookmark: _Toc142842667][bookmark: _Toc143436078]Power distance
[bookmark: _Toc142842668]United Kingdom (35 LOW)
The United Kingdom is ranked at 35 on the PDI scale, which is low, and of the opinion that inequalities within society should be curtailed. Surprisingly, the research also shows the PDI is less within the upper class in the UK compared to the working classes. On first impressions, the scores don’t look consistent with the renowned established British class culture and reveals some entrenched conflicts within the British class system – the differences and fundamentals of birth rank versus the strong belief that your family background shouldn’t determine your pathway in life. Everyone should be treated fairly and as equally as possible (Hofstede Insights, 2023a)
Japan (54 MEDIUM)
[bookmark: _Toc142842670]Japan fared better than the UK with a score of 54 (Medium), due to it mixed hierarchical society. Most Japanese are aware of their hierarchical standard in every social environment and behave accordingly. Furthermore, this position is slightly different from other Asian cultures. Many foreigners view Japan as too hierarchical because of their meticulous ways in conducting business dealings and their laidback ways in arriving to conclusions in the business process. There is a methodological process which entails all hierarchical tier, this progresses on to the higher management in Tokyo. Conversely, this slow decision process highlights that the Japanese society doesn’t have one exclusive person in the decision-making process unlike in many other hierarchical societies. Japan has a meritocratic society. In the educational system in Japan, there’s a firm belief that everyone is equal and can become successful if they work hard enough. That is the Japanese mantra (Hofstede Insights,2023b).
Individualism
UNITED KINGDOM (89 HIGH)
The UK is at the topmost of countries ranked as individualist with a score of 89. In the British society, from a very young age, children are educated to think independently and construct ways of identifying their distinctive ideologies on ways to contributing to their society, finding ways to contentment through self-fulfilment. British society is very individualist and private. In societies with individualistic ideologies, people tend to cater for their immediate family and themselves alone, this has giving rise to the “ME” culture (Hofstede Insights,2023c).




JAPAN (46 MEDIUM)

The Japanese society exhibit traits of a collectivistic society, with concepts of a harmonious group over the individual expressive opinion with people having a deep sense of shame for losing face. The closest explanation to the collectivistic Japanese society is the lack of extended family system which is the bedrock of a collectivistic society with China and Korea a prime example.
Japan has always been a paternalistic society; paradoxically, the Japanese are famously loyal to their companies which is a personal trait of an individual. The Japanese are a more reserved and private society than most other Asian countries (Hofstede Insights,2023d).

[bookmark: _Toc143436079]Masculinity 

United Kingdom (66 HIGH)

The UK is ranked at 66 making it a masculine country with success its main target. There is a misconception that Britain isn’t a success driven country due to the British culture of understatement and modesty. This perception is at odds with the work ethics and performance ambition of the British which is work-driven compared with the feminine cultures of Scandinavian countries (Hofstede Insights,2023e).

Japan (95 HIGH)
Japan is regarded as one of the masculine countries in the world. Their mild collectivism does not exhibit assertive and competitive individual behaviours which are synonymous with masculine cultures. Competition amongst groups is fierce and rampant. Children learn to be competitive from a very young age in group sports (mainly red teams vs white teams). The Japanese show more competitive spirit in a winning team against rivals. The term (Monodukuri) a drive for excellence and perfection is an expression of masculinity in the Japanese cultural services like (hotels and restaurants, food presentation and gift wrapping) and in their everyday lives. Workaholism is another Japanese trait of masculinity (Hofstede Insights,2023f).




[bookmark: _Toc143436080]Uncertainty Avoidance
UNITED KINGDOM (35 LOW)
The UK is a country that is content of living one day at a time going with the flow, making changing as they present themselves along the way. The British are relaxed with uncertainty. There are not many rules in the British society, but adherence to the ones available are typical of the British (queuing and fair play). when it comes to work planning, the results are not detailed oriented – the details can be ambiguous, but the final process may be light, and the main target can be flexible to upcoming alternate environment (Hofstede Insights,2023g). 
JAPAN (92 HIGH)
Uncertainty is associated with Japan due to the constant threats of natural disasters seen in Japan. Earthquakes, Tsunamis, Typhoons and Volcanic eruptions. Therefore, the Japanese have cultivated an art of preparing for any uncertainty. There is a saying in Japan that everything you do is planned for with high predictability because of the uncertainty in the society in general. From birth to death, there’s a ritual with a lot of ceremonies. During weddings, funerals and other prominent social events, everything is planned with great details, from what to wear and how to behave are all detailed in etiquette books. The pressing need for uncertainty avoidance is a vital component why changes are hard to implement in Japan (Hofstede Insights,2023h). 
[bookmark: _Toc143436081]Long Term Orientation
UNITED KINGDOM (51 MEDIUM)
With a median score of 51 in this element, there are no overriding preference in British cultural society (Hofstede Insights,2023i).
Japan (88 HIGH)
Japan’s score of 88 puts it at the forefront of the most long-term orientation-oriented societies. The Japanese views their life as a short period in a long history of mankind. The Japanese do not follow the doctrine of the one and only almighty God, they live their lives by virtues and pragmatic useful examples. They follow a mantra called Matuhista (Hofstede Insights,2023j).





[bookmark: _Toc143436082]Indulgence
UNITED KINGDOM (69 HIGH) 
The UK is classified as an indulgent society. This indicates a high level of indulgence with a propensity to display a willingness follow their desires and impulses, by having fun and enjoying life. They are generally optimistic with a positive outlook of life, and carefree personality (Hofstede Insights,2023k).
JAPAN (42 LOW)
The Japanese culture is one of restraint with a high perception of cynicism and pessimism. Societies with an indulgent ideology tends perceive their actions as restrained by the societal norms and think that indulging themselves is not a good idea (Hofstede Insights,2023l)
Limitation of Hofstede: does not consider cultural diversity, women empowerment, cultural diversity. Hofstede attributes culture to geographical place of residence. This notion is outdated today (Gewinner, Irina. (2020). 
Hofstede model approach is geared towards a top-down concept, cultural dimensions are fixed and pre-defined. Nevertheless, subcultures exist within cultures, where some people have mixed-cultural identities, etc. this model should have a robust and contextual outlook of a culture (Nizamani, Sehrish. (2022). 
[bookmark: _Toc143436083]Advantages of Hofsted model:
The Hofstede model defined culture and ways of how culture can be measured:
· it gives managers with multi-cultural relations mechanisms to aid with the understanding of diverse behaviours and values (ILP,2023a). 
· The model nullifies the idea that a set of principles is always essential by agreeing that there are a myriad of ways of formulating institutions and organisations (ILP,2023b) 
[bookmark: _Toc143436084]Technical: (Favourable)
Modern technology is crucial to the success of the British auto industry. Modern automobile purchasers desire the most advanced amenities, security, and communication systems. Toyota's commitment to (R&D) has enabled the company to produce vehicles with innovative connectivity and safety features. The company's commitment to developing electric vehicles and autonomous driving technology may appeal to tech-savvy clients in the United Kingdom. In Japan, however, superior products and cutting-edge technology are valued more highly. Due to its stellar reputation for dependability, safety, and cutting-edge technology, Toyota has dominated the Japanese automobile industry. The company's investment in (R&D) has yielded products that appeal to Japan's discerning consumers (Mihajlovna, 2023).

[bookmark: _Toc142842671][bookmark: _Toc143436085]Legal: (Unfavourable)
The British legal system presents Toyota with both challenges and opportunities. Strict emission regulations and safety standards necessitate ongoing efforts in innovation and compliance. The Brexit uncertainties has affected the automotive industry's supply chain and trade connections. In the United Kingdom, Toyota must navigate a complex set of regulations to ensure that its products are secure for consumers. Toyota must comply with Japan's stringent regulations to be successful there. Manufacturers are required to adhere to Japan's stringent safety and pollution standards. Patent and intellectual property laws in Japan protect Toyota's proprietary information and technological advancements (Mitsuyo, 2023).

[bookmark: _Toc142842672][bookmark: _Toc143436086]Economic: (Favourable)
Due to the United Kingdom's robust economy, purchasing a vehicle in the UK is a prudent choice. The economy continues to expand incrementally, and consequently, consumer confidence and quality of life increases. However, the amount individuals spend on luxuries such as automobiles may depend on broader economic conditions. Toyota's pricing and advertising strategies in the United Kingdom must adapt as the nation's economy (Mihajlovna, 2023). The typically robust and developed state of the Japanese economy is both a positive and a minus for Toyota. Advertisers in the auto industry are optimistic about the country's prosperous population and thriving consumer market. However, the country's aging population and falling birth rate pose a threat to the long-term growth of the automobile market. Toyota will need to expand internationally and diversify its product offerings to endure the current economic crisis in Japan (Guno et al., 2021).

[bookmark: _Toc142842673][bookmark: _Toc143436087]Porter's 5 Forces Analysis for Toyota Cars in the UK and Japan:
[bookmark: _Toc142842674][bookmark: _Toc143436088]1. Supplier Power:
Suppliers have a moderate effect on the British automobile industry. Owning to its global presence, Toyota can negotiate favourable pricing and terms with a wide variety of suppliers. Considering how heavily the automotive industry relies on specialised components and materials, some suppliers wield more influence than others. Due to its extensive expertise in global procurement and its close relationships with its suppliers, Toyota is still able to effectively manage supply chain risks (Linehan, 2019). In contrast, suppliers have less influence on the Japanese auto industry. Toyota is large enough to enjoy economies of scale and preferential treatment from its suppliers. The need for significant and specialised components, even though there are numerous competitors in this industry, some car manufacturers have more influence than others. In contrast, Toyota can negotiate favourable terms with its suppliers due to its extensive knowledge and global sourcing capabilities (Panwar et al., 2019).

[bookmark: _Toc142842675][bookmark: _Toc143436089]2. Buyer Power:
The high purchasing power of British consumers makes the country an attractive market for manufacturers. Most importantly, because of the availability of different brands, the automobile industry is highly competitive. As a result of the democratisation of information and the accessibility of comparison tools on the Internet, consumers now possess a greater autonomy. This demonstrates that consumers have the right to demand reasonably priced, high-quality products (Tien, 2019). Toyota relies significantly on the strength of its brand to maintain its competitiveness in the modern market and its consumer loyalty. However, Japan's low purchasing power is a result of its large and diverse clientele as well as its strong brand loyalty. Toyota is fortunate that Japanese consumers are renowned for their loyalty to domestic brands. As a result of Japan's intense market competition, consumers now have a vast selection of automobiles to choose from. To maintain Toyota's present market dominance and consumer loyalty in Japan, the brand's target market will require ongoing innovation and adaptation (Williams and Moser, 2019).

[bookmark: _Toc142842676][bookmark: _Toc143436090]3. Competitive Rivalry:
Britain has one of the most competitive automobile markets in the globe. Customers may choose from a vast selection of domestic and foreign automobile brands. In the intermediate and high-end markets, where Toyota competes, competition is severe. If a company wishes to flourish in today's market, it must be at the pinnacle of innovation, provide the highest quality products, and implement innovative advertising strategies (Yung and Root, 2019). In the Japanese automobile market, there is intense competition between several reputable domestic manufacturers. Two other Japanese manufacturers, Honda, and Nissan, pose substantial threats to Toyota's market position in the United States. Due to the age and sluggish growth of the industry, competition for a larger market share is intensifying. Toyota remains one of Japan's prominent manufacturers despite a challenging market, thanks to its commitment to innovative ideas, technological leadership, and a diverse production line (Bai et al., 2020).

[bookmark: _Toc142842677][bookmark: _Toc143436091]4. Threat of Substitutes:
Due to the expansion of alternative modes of transportation, the automobile industry in the United Kingdom is in dire danger of being supplanted. Increasingly popular alternatives to car ownership include ridesharing, public transportation, electric vehicles, and bicycles. As urban transport options evolve, the number of vehicle-owning individuals may decrease. Toyota must continue investing in environmentally favourable transportation technologies, such as electric and hydrogen vehicles, to mitigate the effects of competitive alternatives (Elias et al., 2020). However, since Japan's public transport options are so convenient and broadly available, the danger of alternatives is greatly diminished. Despite this, because of the country's infrastructure and cultural preferences, many Japanese people own vehicles. Japanese consumers place a premium on eco-friendly transportation options, which explains the success of Toyota's extensive array of green vehicles. Toyota’s dedication to researching and developing autonomous vehicles and other transportation technologies, this has given the company a significant competitive advantage over its adversaries (Falahat et al., 2020).

[bookmark: _Toc142842678][bookmark: _Toc143436092]5. Threats to New Entrants:
The automotive industry faces significant entry barriers in the United Kingdom. The establishment of a plant and a dependable distribution system requires an up-front financial investment and capital. Another factor contributing to the difficulties of new manufacturers entering the market is the fact that well-known brands, such as Toyota, already enjoy substantial brand recognition and consumer loyalty. The requirement for rigorous examination and adherence to stringent standards also significantly increases the admissions bar (Knein et al., 2019). However, the Japanese and British auto markets have significant entry barriers. Long-established manufacturers such as Toyota may reap the benefits of economies of scale, superior (R&D) capabilities, and a vast network of authorised dealerships. New entrants may find it difficult to establish their trademarks, obtain distribution, and navigate the complex Japanese regulatory environment. Due to its extensive history, legendary brand awareness, and sterling repute, Toyota has a distinct advantage over its competitors (Miles and Shipway, 2020).

[bookmark: _Toc142842679][bookmark: _Toc143436093]Similarities
Using Porter's Five Forces, we can identify some compelling parallels and differences between the competitive environments for Toyota Cars in the United Kingdom and Japan. Despite the country's limited supplier power because of its reliance on specific components, Toyota can negotiate favourable terms with suppliers due to its extensive global network and procurement expertise. Toyota confronts intense competition from other leading companies, comparable to other significant competitors in both disciplines. In contrast to Japan, where public transport is widely available and easy to access, replacements are more likely in the United Kingdom due to the larger availability of alternative mobility options (Picciotto, 2020).

[bookmark: _Toc142842680][bookmark: _Toc143436094]Differences
There are, however, differences in financial resources and admission requirements. The internet has afforded British consumers more options, better choices, and greater purchasing power. On the other hand, Japan's extreme brand loyalty may contribute to the country's relatively feeble consumer power. Toyota's enduring presence and reputation are formidable obstacles in both nations, but they are especially formidable in Japan, where local preference plays a role (Qureshi et al., 2020).
[bookmark: _Toc142842681][bookmark: _Toc143436095]SWOT Analysis: Toyota Cars in the UK and Japan
[image: ]
 

[bookmark: _Toc142842682][bookmark: _Toc143436096]STRENGTHS

	[bookmark: _Toc142842683]UK
	[bookmark: _Toc142842684]JAPAN

	[bookmark: _Toc142842685]Toyota’s enduring commitments to producing dependable automobiles has endeared its devoted fans in the UK. Its extensive vendor network and proven track records has given the company a competitive edge over its rivals.
	[bookmark: _Toc142842686]Toyota has a large and loyal customer base in Japan, making the company’s name almost synonymous with the nation. 

	[bookmark: _Toc142842687]Toyota’s early implementation of the hybrid technology has made it the market champion in the environmentally responsible automobile market. 
	[bookmark: _Toc142842688]The company is well known in Japan due to its extensive history.

	[bookmark: _Toc142842689]When a business offers a wider selection of automobiles, it will attract more consumers (Ito, 2019).
	[bookmark: _Toc142842690]The scope and complexity of Toyota’s distribution network and its after sale may contribute to the company’s success

	[bookmark: _Toc142842691]Toyota’s commitment to innovative research and development (R&D) has made it a reputable automaker.
	[bookmark: _Toc142842692]The company has made substantial investments in (R&D) and technological innovations in Japan, resulting in secure, cutting-edge products (Madoh et al., 2019)



[bookmark: _Toc142842693]
[bookmark: _Toc143436097]WEAKNESSES
	[bookmark: _Toc142842694]UK
	[bookmark: _Toc142842695]JAPAN

	[bookmark: _Toc142842696]Toyota’s prices are usually higher than those of some of its competitors, which can be problematic for the company’s bottom line.
	[bookmark: _Toc142842697]Toyota is experiencing difficulties as the market dominance in Japan erodes.

	[bookmark: _Toc142842698]Due to broad price range, the company may struggle to attract price-conscious customers in a highly competitive market
	[bookmark: _Toc142842699]Sales has decreased due to an oversaturated market and severe competition from both domestic and foreign companies. 

	[bookmark: _Toc142842700]Toyota's current market share is below average, there’s room for development in the prestige car sector (Nkomo, 2019).
	[bookmark: _Toc142842701]Toyota has been slow to respond to recent market changes, consumers may develop a negative opinion of its business model 

	[bookmark: _Toc142842702]Due to the company over reliance on the European market, it is susceptible to shifts in consumer sentiments and regional economic development in the UK
	[bookmark: _Toc142842703]Devising solutions to these problems will require accurate advertising, new services, and a rapid response to the everchanging consumer desires (Siddiqui et al., 2019)




[bookmark: _Toc142842704][bookmark: _Toc143436098]OPPORTUNITIES
	UK
	JAPAN

	Toyota believes the automobile industry in the UK has enormous potential. The company can attempt to provide more EV and hybrid vehicles to satisfy the growing demand in the UK.
	Given Japan’s expanding interest in environmentally responsible transportation, Toyota may find success in the Japanese market if it promotes its hybrid and electric vehicles. 

	Claim that the automobile industry is at the forefront of environmental sustainability can persuade consumers who value such considerations.
	With the increasing demand for autonomous vehicles in Japan, Toyota may decide to allocate more resources to this sector.

	Toyota may decide to enhance its digital marketing and consumer engagement strategies because of the increasing prevalence of online communication and commerce (Akhtar et al., 2020)
	Toyota can circumvent the difficulties of competing in a congested local market by diversifying its operations.

	Toyota can monetise on the increasing consumer and public interest in environmental preservation and conservation by developing innovation solutions and establishing itself as the foremost provider of sustainable mobility.
	Toyota's well-established dependability and technological expertise may entice potential business partners and investors (Beduschi, 2021).




[bookmark: _Toc142842705][bookmark: _Toc143436099]THREATS
	UK
	JAPAN

	Other significant manufacturers market share poses a huge challenge to Toyota. Toyota's market dominance is threatened by competitor’s constant introduction of new models and technologies.
	The robust competition in the Japanese automobile industry poses a significant challenge to Toyota’s market dominance.

	Changes to consumer preferences and behaviour, such a shift towards shared mobility and autonomous vehicles may pose a threat to the current economic structure of the automotive industry.
	Sales and profit margins are in jeopardy because of the intense competition from both domestic and foreign companies. 

	After Brexit, trade agreements and currency volatility were two economic concerns that impacted consumer expenditure in the automotive industry (de Souza et al., 2022). To surmount these obstacles, inventive scientific research and adaptable advertising techniques are necessary.
	Consumer preferences may change depending on the availability of alternative options such as public transportation and car-sharing programs. Current economic conditions, shifting consumer preferences, and ever-changing government regulations all contribute all contribute to an especially hazardous business environment.

	
	Toyota must differentiate itself from competitors, prioritise consumer needs, and invest significantly in (R&D) if it wishes to succeed in the current marketplace (Olabi et al., 2023)



[bookmark: _Toc142842706][bookmark: _Toc143436100]STP Analysis 
[bookmark: _Toc142842707][bookmark: _Toc143436101]Segmentation:
Toyota has a multi-pronged segmentation strategy to provide superior customer service in the UK. Depending on their age, financial level, and purchasing preferences, customers are divided into several categories by the company. Toyota also produces the compact Yaris for city drivers and the roomy Prius+ for families living in the suburbs. Toyota offers a wide range of hybrid and electric vehicles to appeal to consumers who are environmentally conscious (Bussola, 2019). The Corolla appeals to tech-savvy clients with its internet-connectivity benefits while the RAV4 is designed for rugged terrain. The segmentation strategy used by the firm may be directly responsible for its success in targeting certain demographics. Toyota adopts a more sophisticated strategy to market segmentation in Japan to better serve its consumers. The company divided the market into segments based on variables including geography, income, and age (Toyota and Takada, 2019). The target market for the Toyota Alphard, Corolla, and Crown includes everyone from retirees to recent college grads. The Vitz, which is designed for urban driving, and the Land Cruiser, which is designed for off-roading, are both attractive to two distinct sets of buyers. Toyota's marketing strategy produces a variety of automobile lines for farmers and city people, catering to customers in various markets. If the company does a comprehensive examination of the market and all its different categories, it may be better able to meet the needs of Japanese customers (Toyota and Shinohara, 2019).

[bookmark: _Toc142842708][bookmark: _Toc143436102]Targeting:
Toyota focuses its advertising on the UK residents who are most likely to be interested in its products. The Prius and Corolla Hybrid from Toyota is designed for environmentally aware buyers that desire low fuel consumption and small carbon footprints. The dependable and adaptable Toyota C-HR and RAV4 SUVs are advertised to families and young professionals. The poor gas consumption and simple agility of the Yaris and Aygo make them both ideal for urban commuters (Ziegler et al., 2020). Toyota aims to increase customer loyalty by appealing to their customer’s emotions. However, Toyota's strategy in Japan considers the dizzying array of customer preferences in the nation. For example, the Harrier and the Noah both offer spacious cabins and useful accessories that make them perfect for carrying a big family. The Aqua and the Prius C are two examples of the tiny, high-tech vehicles that automakers advertise to young urban professionals. Toyota markets its upscale models as the Lexus LS and Crown Majesta. The company offers a variety of hybrid and electric vehicles to appeal to environmentally aware clients. Toyota produces goods for a variety of consumers to maintain and grow its market share (Callefi and Crubellate, 2020).

[bookmark: _Toc142842709][bookmark: _Toc143436103]Positioning:
Toyota promotes its vehicles in the UK as the most reliable and environmentally friendly options available. Beyond the fact that it invented hybrid technology, the company's main selling point is its support for environmentally friendly means of transportation. Toyota has made efforts to reduce its environmental impact, as seen by the "Built for a Better World" advertising campaign (Senores Toyota, 2023). The company has prioritized safety and positioned itself as a technologically cutting-edge automaker with a stellar reputation for crashworthiness. Many Toyota automobiles are marketed toward families because of their spacious interiors and flexible seating layouts. Toyota is highlighting its pioneering spirit, concerns for the environment, and commitment to quality in the UK to differentiate itself from the competition and expand its loyal customer base. In Japan, Toyota markets itself as a trusted and well-known company (Islam et al., 2020). The company's guiding principles are greatly inspired by Japan's rich cultural history and "monozukuri" (handcraft) tradition. Toyota seeks to present itself as a representation of the technical and industrial strength of Japan. Toyota wants to represent Japan's rising eco-awareness by promoting its hybrid technology to solve environmental issues. When it comes to evaluations for safety, the company is often the market leader. Toyota's positioning is an effort to maintain the company's position as the industry leader in terms of innovation and dependability as well as to strengthen the brand's relationship with Japanese consumers (Toyota, 2023).

[bookmark: _Toc142842710][bookmark: _Toc143436104]Similarities:
Toyota has a thorough segmentation strategy to target various clientele in the UK and Japan based on variables like age, income, and occupation. Toyota offers a broad variety of hybrid and electric vehicles in both areas to cater to the demands of the growing market of environmentally conscious customers. With plenty of passenger and baggage capacity, Toyota produces models in both markets that are perfect for young professionals and large families (LIRA, 2019).

[bookmark: _Toc142842711][bookmark: _Toc143436105]Differences:
The biggest distinction may be seen in the segmentation of more precise areas. Toyota prioritizes lifestyle when segmenting the market in the UK, with models catered to geeks and adrenaline addicts. On the other hand, market segmentation in Japan considers the distinctive qualities of both metropolitan and rural residents. Toyota's strategy in the UK is more narrowly focused on a small number of consumer categories that fits well with the company's product offerings, but Toyota's strategy in Japan is broader to satisfy the wide range of market needs in Japan. Toyota touts its revolutionary hybrid technology and commitment to environmental preservation as reasons why it is a market leader in the UK. Toyota's remarkable success in Japan may be directly attributed to its commitment to excellence, innovative design, and respect for the country's artisanal traditions (Billig et al., 2023).

[bookmark: _Toc142842712][bookmark: _Toc143436106]Marketing mix elements (7Ps)
[bookmark: _Toc142842713][bookmark: _Toc143436107]1. Product Pictures of the varieties and branding strategies
Toyota's extensive product offering in the United Kingdom serves multiple purposes. Toyota offers the Prius and C-HR Hybrid in addition to the Yaris and Highlander, two compact and midsize SUVs. (Timmis & Brüssow, 2020) Toyota's intention to promote EVs and hybrids coincides with the United Kingdom's growing demand for more environmentally responsible transportation options. The reliability and uniqueness of the company's products have contributed to its success in the United Kingdom. Toyota is readily available throughout Japan. Toyota manufactures a variety of vehicles, including the upscale Lexus LS, the more affordable Vitz, and the Alphard and Voxy, which are larger. Toyota aims for hybrids and fuel-efficient vehicles for the Japanese middle class, which is environmentally conscious. Enhanced safety procedures and a reputable brand name provide a competitive advantage for the company's products on the domestic market (Debellis et al., 2021).

[bookmark: _Toc142842714][bookmark: _Toc143436108]2. Price
Toyota maintains its product’s competitiveness in the UK market with low prices and high-profit margins. The term "value-based pricing" refers to the method of determining a product or service-based price and the amount that consumers are prepared to pay. Toyota offers a variety of trim levels and options, allowing customers to customize their vehicles to suit their requirements. Price reductions and readily available financing options have made automobiles more accessible and affordable (Singh et al., 2021). When determining pricing, Toyota considers supply and demand as well as the value that Japanese consumers place on specific commodities. The organization can attract a large audience by providing a range of priced products and services. Toyota's efforts to reduce costs and prioritize quality over quantity may have contributed to the company's success in Japan (Magee et al., 2022).

[bookmark: _Toc142842715][bookmark: _Toc143436109]3. Promotion
Toyota has made significant marketing efforts in the United Kingdom to expand its market share and develop brand recognition. The company uses a variety of advertising strategies, including social media campaigns, web ads, and television commercials. Toyota's marketing strategy includes sponsorship of athletic events and payment for celebrity endorsements (Orlando et al., 2022). Prospective consumers are provided with test drives and other interactive opportunities as part of the company's marketing strategy. Toyota employs a variety of marketing strategies to maintain its market dominance in Japan. Incorporated into the business's strategy are newspaper and television advertisements. Toyota promotes its products by establishing relationships with influential individuals and sponsoring significant events. Internet and social media marketing must be prominent and utilised more to connect with today's tech-savvy consumers (Ferraris et al., 2020).

[bookmark: _Toc142842716][bookmark: _Toc143436110]4. Place
There is an extensive and well-established network of Toyota-authorized dealerships and service centres in the United Kingdom. Dealerships are strategically located throughout the country to serve customers from all regions. Toyota has a strong online presence with a user-friendly website that includes model research, customization, and even online ordering (Foss and Pedersen, 2019). With Toyota's "Omni-channel" strategy, consumers can research, analyse, and purchase automobiles through multiple channels. Toyota, on the other hand, has a vast and well-established distribution network in Japan, in addition to several dealerships and service centres. Multiple strategically located dealerships in Japan are readily able to meet local demand. Toyota's extensive online presence accommodates consumers' changing purchasing preferences (Maznevski and Lane 2019).
[bookmark: _Toc142842717][bookmark: _Toc143436111]5. People
Toyota's main objectives include providing extraordinary staff training and superior customer service. Employees who interact with consumers, such as those in sales and customer service, receive extensive training to improve these interactions. Toyota's commitment to its consumers has resulted in increased customer loyalty and positive word-of-mouth endorsements. In Japan, Toyota places a premium on its customers and invests in employee training. Employees in sales and support receive extensive training to help them comprehend client needs and provide personalized service. Respect and courtesy are the cornerstones of Toyota's success and the unwavering loyalty of its customers (Paurova and Gregova, 2020).
[bookmark: _Toc142842718][bookmark: _Toc143436112]6. Physical Evidence/Packaging
Toyotas logo is a symbol of the brands identity. The logo is universally recognised globally, which differentiate the brand from any competitive rivals and solidifies the brand physical evidence. This denotes the openness of the brand with the technological innovations it represents, also emphasising a strong message of unity between its customers and the brand (Harry,2019).
Furthermore, Toyota's packaging in the United Kingdom seeks to demonstrate the company's commitment to innovation, sustainability, and excellence. The company's packaging strategy highlights the distinctive qualities of the brand while assuring the safety of automobiles. Toyota promotes its hybrid and electric vehicle models to attract environmentally conscious consumers. The meticulousness with which Toyota packages its product in Japan reflects the company's dependability, innovation, and durability. Thanks to the packaging, which also bears the brand's logo and other identifiers, vehicles are transported securely. The packaging of Toyota's products demonstrates the company's dedication to cutting-edge technology and safety measures (Debnath et al., 2021).
[bookmark: _Toc142842719][bookmark: _Toc143436113]7. Process Customer compliant process
Toyota places a premium on ethical business practices to enhance the purchasing experiences of its customers. The company's website and online configurators makes it simple for consumers to modify vehicles and obtain pricing information. The showrooms of Toyota, which feature the most recent models and cutting-edge technology, are carefully designed to demonstrate the company's commitment to excellence (Stanislavscaia, 2021). Toyota's dedication to its customers is evident in the significance it places on dependability and safety. In Japan, Toyota's commitment to refining operations ensures consumer satisfaction. Through the Internet and virtual showrooms, consumers can rapidly learn about and customize the company's automobiles. The physical showrooms of Toyota feature the newest models, new technologies, and safety features, demonstrating the company's commitment to innovation (Matsumura et al., 2022).

[bookmark: _Toc142842720][bookmark: _Toc143436114]Strengths
Several elements of Toyota's marketing blend are especially effective in the British and Japanese markets. The company's capacity to offer a variety of products enables it to serve a large consumer base. Toyota's hybrid and electric vehicles are popular with consumers because they satiate their growing demand for environmentally responsible transportation. The company's pricing strategy and financing options make the products more accessible. Due to its extensive distribution network and online presence, Toyota is highly convenient and accessible to customers worldwide. The company has developed an excellent reputation by investing heavily in customer services and employee training schemes (Zuberbier et al., 2021).
[bookmark: _Toc142842721][bookmark: _Toc143436115]Limitations
There are advantages to Toyota's marketing strategy, but there are also significant disadvantages. With its pricing and marketing strategies in the UK automobile market, the company confronts challenges posed by the sector's intense level of competition. Toyota must frequently introduce new products to distinguish itself from rivals. In Japan, Toyota faces intense competition from other local manufacturers, but the country's strong preference for domestic brands makes it difficult for the company to increase its market share. Due to the diverse preferences of customers in both markets, continuous monitoring of consumer trends and product line enhancements are also required. Despite the benefits of focusing on hybrid and electric vehicles, Toyota must act swiftly to keep up with sustainable technology advancements to meet changing consumer expectations. Toyota must be cautious and adaptable in its approach to the marketing equilibrium if it wishes to stay ahead of the competition and appeal to a broad range of UK and Japanese consumers (Pereira et al., 2021).

1. [bookmark: _Toc142842722][bookmark: _Toc143436116]Directional Development Strategy (BCG Matrix) for Toyota Cars in the UK and Japan
[bookmark: _Toc142842723]Definition of Directional Development Strategy:
A directional development plan is a management strategy that can be used to allocate resources, analyse a company's portfolio, and identify untapped growth opportunities. This strategy will include an analysis of the growth rate and market share of each division or product. Business entities may be categorized as Stars, Question Marks, Cash Cows, or Dogs using the BCG matrix, which is frequently used for analysing directed development. Since distinct divisions correspond to varying phases of a product's life cycle, they require diverse development and resource allocation strategies (Braun, 2019).

[bookmark: _Toc142842724][bookmark: _Toc143436117]1.1 Relating BCG Matrix to Toyota Cars in the UK and Japan:
Toyota Car’s current market position and growth prospects in Japan and the United Kingdom may be evaluated using the BCG matrix (Taras et al., 2019).

[image: What Is a BCG Matrix? (With Definition, Tips and Examples) | Indeed.com]

[bookmark: _Toc142842725][bookmark: _Toc143436118]1.2 Stars:
The BCG matrix identifies outstanding products or divisions in a market undergoing rapid development. Toyota's hybrid and electric vehicles are referred to as Stars in Japan and the United Kingdom. The product's market share has increased considerably because of increasing consumer demand for environmentally responsible transportation options and rising consumer awareness of their environmental impact. Toyota's hybrid and electric vehicles have significant expansion potential in the market for eco-friendly automobiles. To maintain its market dominance and capitalize on the expanding demand for environmentally responsible vehicles, the company would need to continue to invest significantly in (R&D), marketing, and distribution (Al-Shamsi et al., 2020).

[bookmark: _Toc142842726][bookmark: _Toc143436119]1.3. Question Marks (Problem Child):
An asterisk denotes any products or divisions that appeals to developing markets. Lexus is Toyota's relatively undetected entry into the specialized luxury vehicle markets of the United Kingdom and Japan. Lexus faces severe competition from other reputable luxury vehicle manufacturers despite its positive reputation and high-quality products. To maximize its resources, Toyota must conduct an objective analysis of the luxury automobile industry in each market. If the product's market is growing and profitable, Toyota must increase its market share by marketing and developing new products. If the division's performance continues to deteriorate, the company may consider selling the division or forming partnerships with other businesses (Finegan et al., 2020).
[bookmark: _Toc142842727][bookmark: _Toc143436120]1.4. Cash Cows:
Cash cows are products or companies with a substantial but declining market share. The BCG matrix for Japan and the United Kingdom highlights gasoline-powered Toyota vehicles as Cash Cows. Given the model’s already substantial market share, further expansion is anticipated to be modest. However, they still have a significant impact on the company's bottom line. To protect its Cash Cows, Toyota should adopt a defensive stance and do everything in its power to maintain its current level of market dominance. To maximize cash flow and profit, operations and management efficiency are prioritized (Kasper et al., 2020).
[bookmark: _Toc142842728][bookmark: _Toc143436121]1.5. Dogs:
Dogs represent a small portion of the market in a sector that is expanding incrementally. The BCG matrix may classify as Dogs a few specific or extinct Toyota vehicles. These strategies would not help the company achieve its long-term objectives and would only appeal to a small portion of consumers. Toyota must evaluate the utility of these automobiles and how they integrate into the company's overall business strategy. Products deemed unnecessary for the long-term profitability and reputation of Toyota may be sold or discontinued (Beduschi, 2020).

[bookmark: _Toc142842729][bookmark: _Toc143436122]Critical Analysis:
Toyota may use the BCG matrix, which provides an excellent framework for doing so, to evaluate its product portfolio in the United Kingdom and Japan. Nevertheless, product categories may change over time due to market dynamics, technological advances, and alterations in consumer preferences (Evans et al., 2021). Toyota must be prompted to act when making strategic decisions to keep up with the lightning-fast evolution of the industry. Without continuous monitoring of market trends and consumer information, it is difficult to identify new growth opportunities or alter the strategic direction. It is essential to supplement the BCG matrix with other strategic tools and market research to establish a well-rounded approach to making business decisions, despite the matrix's usefulness in determining a company's current position and future potential (Northrup et al., 2021).
[bookmark: _Toc142842730][bookmark: _Toc143436123]Recommendations
Toyota should implement acceptable product strategies considering the Product Life Cycle to maintain its market share and capitalize on growth opportunities in the United Kingdom and Japan. When new products are first introduced to the market, Toyota must devote a substantial quantity of time and effort to its advertising and promotion. By accentuating the distinctive features and cutting-edge technology of their vehicles, automakers can gain a competitive advantage and attract early adopters. If attractive financing options and warranty packages are made available, it is possible to convince first-time purchasers to purchase. Toyota, which is currently expanding, must continue to invest heavily in (R&D) and introduce new products to its lineup to meet customer demand. Utilizing market research and consumer feedback, the company may be able to identify new product opportunities and preserve its competitive edge. Toyota must now place a larger emphasis on customized service and customer engagement to maintain customer satisfaction. To maintain its market share and prolong the life of its commodities, Toyota must consider diversification strategies for its products. By decreasing production cycles, incorporating new features, and improving performance, sales can be increased, and new customers can be attracted. If the company wishes to grow, it must continue investing in enhancements and reducing costs. To prevent obsolescence, Toyota must carefully consider whether to discontinue products or redesign them. The company would be better off concentrating on developing novel products or pursuing untapped markets. Offering attractive trade-in opportunities and incentives for upgrading to newer models is yet another method the business may employ to manage customer relationships and retain loyal customers.

[bookmark: _Toc143436124]TOWS Matrix: Diagram and Explanation
TOWS Matrix is a SWOT analytical tool that scrutinises the macro and microenvironment of any organisation and gathers the information into one entity. Essentially, the TOWS Matrix is the concept of utilising the strengths or information to build a marketing strategy and implement it versus any marketing competition. It is important to understand the SWOT analytical process before using the TOWS Matrix (thechetter, 2022a)
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[bookmark: _Toc143436125]TOWS Matrix Analysis
The TOWS analysis implements strengths, weaknesses, opportunities, and obstacles gained from the macro and micro environmental analytical processes of an organisation or SWOT and combines them together. There are four stages to this formula detailed below.

· Proactive Strategy (SO)
Proactive strategy (SO) is a strategy that emanates by combining the microenvironment – the strength, and the macro environment – the opportunity (SWOT) where the two strength and advantage in our business are blended or tally. This strategy is to create profit or market value efficiently. 
· Corrective Strategy (WO)
A corrective strategy (WO) is a strategy that develops from matching the weaknesses of the microenvironment and the opportunities of the macro environment leveraging the good opportunities to tally with the weaknesses of the organisation or assist in finding solutions to problems to minimising the weaknesses of the organisation. 
· Reactive Strategy (ST)
A reactive strategy (ST) combines the internal environment which is the strength and the external environment which is problem.
· Defensive Strategy (WT)
Defensive strategy (WT) is the consequence of combining the internal environment that is a weakness with the external environment that is an organisational obstacle. The TOWS Matrix analysis in this part is to minimise weaknesses and circumvent threats, the main aim is to ensure that the organisation situation remains stable or even (thechetters, 2022b).

[bookmark: _Toc143436126]Conclusion
In conclusion, this report examined Toyota's Japanese and UK advertising using situational analysis methods and marketing tactics. Toyota's UK ads praise the country's commitment to the rule of law, its legal system, and its citizen’s compliance. Toyota's UK and Japanese export strategy may be politically favourable. Toyota's supremacy in electric and hybrid cars complements the current trend toward sustainable operations. Toyota prefers the UK and Japan due to their diversified populations and rising interest in sharing economies and alternative mobility. (R&D) led to Toyota's innovative car connection and security solutions. Japan values quality and uniqueness. Toyota struggles with British law, while the Japanese economic system has pros and cons. Toyota must innovate and adapt to preserve its Japanese market dominance and devoted client base. Toyota's long history in the UK and well-known brands provide them an edge over entrants in the sector. Toyota must distinguish, prioritize customer demands, and spend in (R&D) to sustain its dominance in the Japanese and British markets. The company's sophisticated segmentation strategy may help it maintain its innovation and dependability leadership while strengthening its relationship with Japanese customers by appealing to a wider range of demographics and attitudes, such as safety, dependability, and environmental friendliness.
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