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[bookmark: _Toc211865451]INTRODUCTION
Toyota’s operations in the UK began in 1965 with the company importing cars into the country. Toyota (GB) PLC was founded in 1989 as the company’s national sales and marketing organisation. In 1992, Toyota opened its manufacturing plant in Burnaston, Derbyshire and an engine plant in Deeside, North Wales. Toyota’s commitment to the UK as a long-term investment has continued for decades.
Toyota currently employs around 3,000 people in the UK directly across its manufacturing plants and sales operations. The company supports thousands more jobs in the UK indirectly through its supply chain and dealership network. Toyota UK focuses on hybrid vehicles, such as Corolla and Yaris, which are produced locally.
Innovation has always been a critical part of Toyota’s success in the UK and beyond. Innovation in hybrid technology and lean manufacturing has allowed the company to improve quality, efficiency, and environmental performance. Toyota UK has also focused on enhancing the customer experience through digital innovation as well as its traditional Japanese hospitality, and customer care. Features such as its online showroom, virtual test drives, and bespoke finance solutions support the customer throughout their journey, helping Toyota to achieve a seamless experience for the customer. Dealerships have concentrated on personalised customer care, particularly for its hybrid and electric vehicles, with initiatives such as ‘Toyota Relax’ and a digitised aftercare service to enhance the experience.
[bookmark: _Toc211865452]2024 ANNUAL REPORT SUMMARY: TOYOTA UK 
In the 2024 financial year, Toyota UK has reached several important milestones, reflecting its strong performance, innovation, and commitment to sustainability. Sales have grown by 8% compared to the prior year due to high demand for hybrid and electric vehicle models, such as the Toyota bZ4X and Yaris Cross Hybrid. The company’s ongoing investment in digital transformation and innovation, including its enhanced online sales portal and virtual customer support tools, has seen a 15% increase in digital engagement and improved customer satisfaction scores.
Toyota UK expanded its nationwide EV charging infrastructure partnership, further increasing the accessibility of electric mobility for its customers. The successful implementation of “Toyota Relax”, a new warranty program, has increased aftersales loyalty, with service retention now at 72%. (Toyota Motor Manufacturing UK, 2024) 
Sustainability has been another area of focus for the organisation, as it continues to decrease its fleet’s CO2 emissions. In 2024, the company achieved a 5% reduction in its overall fleet CO2 emissions and introduced further initiatives to drive recycling and responsible resource management. Employee engagement and community outreach initiatives have also seen impressive growth, with several events and initiatives supporting employee and local community growth, inclusion, and social responsibility. (Toyota UK, 2024) 
[bookmark: _Toc211865453]2024 ANNUAL REPORT SUMMARY: TOYOTA UK (BASED ON EUROMONITOR DATA) 
Euromonitor’s latest industry analysis shows that Toyota UK was able to further strengthen its market position during the 2024 period, achieving top three rankings among passenger car brands by new vehicle registrations. The organisation has benefited from the strong shift in consumer demand away from internal combustion engine vehicles, and towards hybrid and electric vehicles. Toyota’s Yaris Hybrid and bZ4X were particularly strong performers, according to Euromonitor Automotive Dashboard data. (Euromonitor, 2025) 
Euromonitor’s consumer insights highlight that Toyota’s investment in enhanced online sales experience, with a user-friendly virtual showroom and online financing tools, have driven a 15% increase in digital customer engagement. Toyota UK reduced its average CO2 emissions by 4% during the 2024 period, in a strong continuation of the trend toward lower emissions from Toyota’s fleet. This has been a result of both the further uptake of low emission models and more general sustainability initiatives. Euromonitor notes that despite some industry-wide challenges with the supply chain, including issues such as semiconductor shortages and ongoing logistics problems, Toyota’s agile planning and strong collaboration with its dealers have enabled it to better maintain sufficient stock levels to meet customer demand. Toyota UK has continued to deliver good customer satisfaction levels, even amidst ongoing changes in the market.
Euromonitor data shows that Toyota achieved a record 10% year-on-year increase in the hybrid/electric segment, which substantially outperformed the UK market’s average growth rate for this category. The launch of its new digital retailing capability, including virtual showroom and online financing tools, contributed to a 17% increase in digital customer engagement during the period. Online-to-offline sales conversions have been substantially improved. Euromonitor also reports that Toyota’s aftersales customer retention was one of the highest in the UK automotive industry, which has been driven by the effective introduction of innovative initiatives such as the “Toyota Relax” programme.
Sustainability remains a key area of focus for Toyota, with fleet emissions and charging infrastructure both improved as of 2024. The company’s performance on other benchmarks has also been strong, customer satisfaction, and as a result it has been able to retain strong market share levels. (Katajamäki, 2024)
[bookmark: _Toc211865454]TOYOTA KEY EXTERNAL FACTORS THAT AFFECT ITS OPERATION IN THE UK
[bookmark: _Toc211865455]KEY CONSUMER:
The following are some of the Key Consumer factors that have the potential to affect the company’s performance in the UK market. (Chulvanij, 2006)
1. The changing consumer preferences towards environmentally friendly vehicles in the UK, motivated by environmental awareness and government incentives, are leading to higher demand for greener cars. Toyota’s hybrid technology advancements, evident in its Prius and Corolla Hybrid models, respond well to this market trend, resulting in improved sales and market share gains.
2. UK consumers have become more price-sensitive and value-driven due to economic fluctuations and cost-of-living concerns. This results in a preference for cars that are known for their value, reliability, and low running costs. Toyota’s reputation for durability and low maintenance expenses makes it a popular choice among budget-conscious customers. The evolving urban lifestyles are also seen to affect consumer demand, with a growing preference for compact cars and SUVs that are practical and fuel-efficient for city driving.
3. UK consumers are placing an emphasis on the digital customer journey, so the importance of a seamless online experience for consumers at every stage of the purchase process is undeniable. Toyota is responding to this consumer expectation by investing heavily in its online presence, virtual showrooms, and digital services like service booking.
4. UK consumers are highly interested in after-sales service and brand trust. Toyota’s comprehensive warranty coverage and efficient and responsive customer service strengthen customer loyalty. Toyota’s UK business is directly influenced by the growing environmental consciousness among UK consumers, their increasing price-sensitivity, and their rising digital expectations and service-oriented focus.
[bookmark: _Toc211865456]KEY INDUSTRY TRENDS:
The following are the Key Industry trends that have the potential to affect the company’s performance in the UK market. (Cooper, Doody and Allwood, 2017)
1. The electrification and sustainable mobility shift are one of the major trends in the UK automotive industry. Driven by the government’s new ban on new petrol and diesel car sales by 2035, manufacturers are being forced to shift their emphasis to the creation of EV and hybrid vehicles. Toyota is also expanding its hybrid and plug-in hybrid vehicle range in the UK to reflect rising customer demand.
2. Digital transformation is another key trend in the UK automotive business. The traditional retail model is being changed by online car sales and digital interaction with brands, including virtual showrooms and service bookings. Toyota UK has adjusted to this shift by enhancing its digital platforms, providing consumers with a smooth browsing, car configuration, and service booking experiences.
3. Advancements in connected and autonomous vehicle technology are also an essential trend to watch. UK consumers’ anticipations for safety, convenience, and in-car digital services are being altered. Toyota is investing in connected services and autonomous driving research to prepare for this trend and future-proof its technology.
4. The UK and global automotive industries are presently facing several challenges and hurdles because of the worldwide supply chain issues and semiconductor shortages. Businesses, such as Toyota, are being forced to rethink their production strategies, carefully manage inventories, and keep an open and honest line of communication with customers about delivery times. To remain profitable and resilient, manufacturers must also deal with increased regulatory pressure on emissions, recycling, and safety standards.
[bookmark: _Toc211865457]KEY DATA:
The following are some of the key data that affect the company’s performance in the UK market, and Toyota has addressed and therefore made sure to also include these in the decision-making and performance measurement of their UK operations as they offer critical insights and actionable information to guide strategic and operational choices. (Minh, 2023)
1. Sales volume and market share are the primary types of data that are subject to analysis. By consistently examining registration statistics, market share by segment, and competitor rankings, Toyota can assess its market position and identify growth prospects in the UK’s competitive automotive market.
2. Data on customer demographics and behaviour, including age groups, geographic distribution, income levels, and driving habits and preferences, are useful in enabling Toyota to tailor its products and marketing to the needs of the UK market. Toyota has seen a spike in urban and environmentally aware drivers in the UK, which has spurred the introduction of more hybrids and smaller car options.
3. UK’s tight CO₂ regulations and EU emissions regulations make environmental and emissions data a very relevant factor for Toyota. Monitoring and keeping an eye on its fleet’s average CO₂ emissions, Toyota is working on developing more eco-friendly technologies and production practices that can have an impact on everything from product development to brand reputation.
4. After-sales and service data, including warranty claims, service appointments, and customer satisfaction ratings like Net Promoter Score (NPS), are valuable to Toyota. This kind of data has been used by Toyota to determine where there are gaps in the company’s products and services and has therefore, been able to work on them. Digital engagement statistics, including website visits, mobile app activity, and marketing campaign results, are also being used to optimise the overall customer journey and experiences.
5. Supply chain and inventory data are used by Toyota UK to guarantee a consistent vehicle supply, meet consumer demand, and increase competitiveness by lowering risks and increasing efficiency.
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[bookmark: _Toc211865459]WHAT IS DESIGN THINKING AND INNOVATION?
Design thinking is a human-centered and iterative approach to problem-solving that focuses on understanding users' needs and generating creative solutions that can address complex problems.
Innovation, on the other hand, is the process of turning ideas into new and valuable products, services, or processes that can bring about change. When combined, design thinking and innovation can help organisations to solve problems in more effective and creative ways, by focusing on finding solutions rather than just identifying problems. (Rösch, Tiberius and Kraus, 2023)
[bookmark: _Toc211865460]WHAT ARE THE CURRENT DESIGN THINKING AND INNOVATIONS THAT THE TOYOTA ORGANISATION IN THE UK IS ENGAGED IN?
Toyota UK has been embracing human-centered design and has been known for its innovation. The firm’s ongoing evolution in the motor industry has revolved around these fundamental concepts: (Hibino, Noguchi and Plenert 2017)
1. Toyota UK is applying design thinking through the inclusion of its customers in the co-creation process of its products and services. It uses their feedback and user research to cater to its rapidly changing mobility needs, demonstrated by its hybrid models such as Yaris Hybrid and Corolla Hybrid in response to the rising demand for low emission, fuel-efficient cars.
2. Innovating through its meaningful and significant investment in digital products and services, Toyota has introduced online digital showrooms and configurators that offer UK customers an improved remote purchase process, as well as ‘Toyota Relax’, a no-cost warranty extension provided with every service.
3. The company is also using “KINTO”, a service that will offer its customers a car-sharing and flexible mobility program. In the pursuit of leading the industry to address rapidly evolving urban mobility needs, Toyota UK is driving change through core values of sustainability, advanced technology, and customer-centric designs.
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1. [bookmark: _Toc211865462]INNOVATION AMBITION MATRIX
The Innovation Ambition Matrix is a strategic framework that helps organisations balance and prioritise their innovation efforts. The matrix visualises how resources and projects are allocated across these ambition levels. By using the Innovation Ambition Matrix, companies can ensure a healthy mix of incremental, adjacent, and disruptive innovations to drive sustainable growth and competitiveness across three main categories (Nagji and Tuff, 2012)
1. Core innovations which are improving existing products or services for current customers. 
2. Adjacent innovations which are expanding into new markets or developing related products.
3. Transformational innovations which are creating entirely new markets. 

TOYOTA’S ORGANISATIONAL APPROACH TO INNOVATION AMBITION MATRIX

The innovation ambition matrix: current (core: existing products/processes); adjacent (incremental/modification); transformational (new products/markets). Toyota has used all 3 levels of the matrix to create an overall diversified innovation strategy:
1. CORE INNOVATIONS: Toyota has a “core” innovation level called “Kaizen,” which means continuous improvement of current products and processes. Toyota has perfected its existing processes and products by driving the Toyota Production System to higher levels of quality and efficiency, which has helped Toyota retain its place as the leading manufacturer of reliable vehicles (like the Corolla). Toyota also fosters a culture of kaizen, or small, continuous improvements by its employees with each car having “Kaizen” written on it by staff as it comes off the production line and daily suggestions boxes that have led to small updates to their current vehicles like improved gas mileage or added safety features.
2. ADJACENT INNOVATIONS: Toyota has been focused on incremental (adjacent) innovation, including the addition of hybrid drivetrains, safety technology, and comfort/ease of use to many of its models. A small step innovation was the Prius, which used existing electric motors and internal combustion engines. Toyota has expanded the hybrid systems to their SUV, truck, and luxury models and are using a proven concept across product categories instead of developing an entirely new one from scratch. Toyota is also innovating on the use of existing technologies or product applications as it pursues incremental products to find new markets or uses for those current technologies.
3. TRANSFORMATIONAL INNOVATIONS: Toyota is working on transformational (breakthrough) innovations to try and position itself to influence and define the future of mobility. Toyota is also focused on the transformation of mobility by leading in the research and development of autonomous driving and hydrogen fuel cell vehicles like the Mirai, as well as mobility services like robotics and vehicle-to-everything (V2X) communications. Toyota is not just focused on improving what is in its showrooms today but is trying to position itself to help decide what mobility will be like in the future by investing in new and disruptive technologies like autonomous driving and hydrogen fuel cell cars.
By balancing its focus across all three innovation horizons, Toyota can reduce risk while positioning itself to take advantage of new opportunities. This helps them to capture a competitive advantage today while also preparing for the future.
2. [bookmark: _Toc211865463]CUSTOMER JOURNEY MAPPING
Customer Journey Mapping outlines the complete customer experience with a brand, from the first point of contact or awareness through all touchpoints, interactions, channels, and post-purchase support. It provides a holistic view of the customer's journey, revealing the emotions, needs, and pain points they experience at each stage. Mapping the customer journey helps organisations understand customer behaviour, expectations, and motivations, allowing them to identify areas for improvement, optimise touchpoints, and personalise experiences. By aligning offerings and communication strategies with customer needs, businesses can enhance customer satisfaction, loyalty, and competitive advantage. (Stanowska, 2018) 
[bookmark: _Toc211865464]CUSTOMER JOURNEY MAPPING OF CUSTOMER AWARENESS BEFORE BUYING AN ELECTRIC VEHICLE
This scenario illustrates how Mr Rotimi progresses from awareness to gathering information and becoming engaged by Toyota’s targeted opportunities, thereby increasing the likelihood that he will consider and choose a Toyota EV. (Xu et al., 2024)
CUSTOMER JOURNEY MAPPING
	TOUCHPOINTS
	ACTIONS
	THOUGHTS & FEELINGS
	PAIN POINTS
	DIGITAL INNOVATION & OPPORTUNITIES

	Social media ads
	He clicks for more details
	He was curious and excited
	He had too much information and unclear incentives
	Toyota is integrating data analytics, artificial intelligence, and online platforms. 

	Billboards
	He Searches Google
	He was unsure who to trust
	He had biased reviews and charging questions
	There were educational content, calculators, and clear comparisons

	Word of mouth
	He subscribes to YouTube
	He seeks environmental impact
	He had range anxiety and infrastructure doubt
	There was a highlight, a charging network and support



1. Touchpoints
1. He sees a Toyota electric vehicle advert on social media.
2. He notices a Toyota bZ4X billboard during daily commute.
3. He hears friends discussing the benefits of EVs and government incentives.
4. He reads an online news article about new EV launches and environmental benefits.
2. Actions
1. He clicks on the Toyota advert for more details.
2. He searches Google for “best electric cars in the UK 2025.”
3. He subscribes to automotive YouTube channels for EV reviews.
4. He joins a local online forum about electric vehicles.
3. Thoughts & Feelings
1. He was curious about the cost savings and environmental impact.
2. He had a slight apprehension about range, charging infrastructure, and total cost.
3. He was excited about new technology and an eco-friendly lifestyle.
4. Pain Points
1. He was overwhelmed by the amount of information available.
2. He was unsure who to trust and was concerned about biased reviews.
3. He has questions about government incentives and charging convenience.
5. Digital Innovation & Opportunities
1. Toyota UK leverages digital innovation by integrating data analytics, artificial intelligence, and online platforms. This approach personalises the car-buying experience, identifies customer touchpoints, and streamlines processes from research to after-sales, enhancing satisfaction and engagement throughout the entire ownership cycle.
2. He was provided with clear, user-friendly educational content on EV benefits, and virtual EV Events to offer webinars or Q&A sessions with Toyota experts and highlight the charging network and support.
3. He provided an online tool for comparing running costs between electric and petrol cars to calculate cost savings and emissions reduction, using interactive calculators.
4. He also had personalised offers using exclusive email test drive invitations or incentives for first-time EV buyers.
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[bookmark: _Toc211865466]IMPLEMENTATION OF NEW DIGITAL TRANSFORMATION INITIATIVE
Toyota UK is implementing a digital transformation initiative that introduces an integrated online sales and aftersales platform. This initiative aims to enhance customer experience and improve operational efficiency by allowing customers to research, configure, purchase, and service vehicles online, utilising tools such as virtual showrooms, real-time chat assistants, and automated service booking systems. (Candelo, 2019)
ENHANCED CUSTOMER JOURNEY MAP: MR ROTIMI’S PATH TO A TOYOTA EV
	STAGE
	PAIN POINTS
	TOYOTA ACTIONS (OPPORTUNITIES)
	GAIN POINTS (CUSTOMER BENEFITS)

	1. Awareness
	He was unsure about the benefits of EVs, overwhelmed by options, and had limited knowledge.
	Toyota targeted social media campaigns, engaging EV explainer videos tailored to UK drivers
	He has become aware of Toyota EVs’ reliability, range, and cost benefits.

	2. Research
	He was confused by technical jargon, unclear about incentives, and the charging infrastructure.
	An interactive online EV comparison tool, personalised chat support for questions, and easy guides.
	His confidence grows easily, compares models and learns about government incentives.

	3. Consideration
	He was concerned about price, total cost of ownership, and charging availability.
	The virtual showroom tours, transparent TCO calculator, local charging map, and testimonials from UK owners
	He sees real-life savings and convenience, and he feels reassured by UK-based success stories.

	4. Engagement
	He had limited test drive availability and complex purchase processes.
	He had online booked for at-home or dealership EV test drives; a seamless digital purchase journey.
	He enjoys flexible, hassle-free test drive scheduling and a streamlined online buying process.

	5. Decision
		
	He was having uncertainty about after-sales support and EV reliability.



	The dedicated online EV support hub, proactive after-sales service scheduling, and personalised offers.
	He trusts in Toyota’s long-term support and receives an exclusive deal on home charger installation.

	6. Supporting
	Lack of post-purchase follow-up and feeling disconnected from the brand.
	The loyalty rewards program, EV community events, refer-a-friend incentives, and ongoing updates.
	He feels valued, shares positive experiences, and has an increased likelihood of recommending Toyota EVs.



Toyota UK enhances the probability of Mr Rotimi selecting a Toyota EV by identifying and addressing his pain points at each stage of the decision-making process. This is achieved using digital tools, personalised experiences, and targeted engagement, which significantly boosts Mr Rotimi's advantage in choosing a Toyota EV.
POSITIVE ORGANISATIONAL IMPACTS:
The new digital platform improves customer accessibility and convenience, catering to remote purchasing preferences. It reduces dependency on physical dealerships, expands Toyota's market reach, and enables 24/7 engagement. Automating processes enhance workflows, lessens paperwork, and minimises manual errors. Online interactions yield valuable data for targeted marketing and personalised offers, increasing competitiveness and appealing to younger digital consumers. (Schumacher, Bildstein and Bauernhansl, 2020)
MEASURING IMPACT AND SUCCESS:
To measure the impact and success of this initiative, Toyota can track several key performance indicators (KPIs): (Mojumder, 2025)
1. Customer Engagement Metrics: Website traffic, average session duration, click-through rates, and the number of virtual test drives or online configurations completed.
2. Sales Conversion Rates: Percentage of online leads converted to purchases, and overall changes in monthly and annual sales figures.
3. Customer Satisfaction & Feedback: Net Promoter Scores (NPS), customer reviews, and feedback collected through post-purchase surveys.
4. Operational Efficiency: Reduction in manual processing time, paperwork, and cost-to-serve per customer.
5. Aftersales Engagement: Uptake rates of online service bookings and digital aftercare tools.
Regularly monitoring these metrics ensures the initiative’s effectiveness and enables Toyota to refine its digital offerings, securing sustained growth, customer loyalty, and a strong competitive advantage in the UK market.
GANTT CHART: IMPLEMENTATION OF NEW DIGITAL TRANSFORMATION INITIATIVE IN TOYOTA UK
	TASK/DAY
	D1
	D2
	D3
	D4
	D5
	D6
	D7
	D8
	D9
	D10
	D11
	D12
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	After Sales Support & Loyalty Programs
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	Task



A summary for 12 Days Gantt Chart focusing on the digital transformation initiative of marketing timeline for Mr Rotimi's customer journey toward choosing a Toyota EV 
(1) Awareness Campaign Launch (Day 1 to 2): Targeted Awareness Campaigns Launch, focusing on data-driven social media outreach and digital ads that highlight the unique value Toyota EVs offer to UK drivers.
(2) Interactive Information Platforms (Day 3 to 4): Start Interactive Information Hub development and deployment, featuring user-friendly EV comparison tools, government incentive calculators, and simplified guides.
(3) Personalised Engagement Tools (Day 5 to 6): The Chatbots and virtual showrooms, rollout of personal engagement Tools such as AI-powered chatbots, tailored email communication, and virtual reality showroom experiences that empower Mr Rotimi to actively explore Toyota EVs based on his preferences.
(4) Seamless Test Drive Scheduling (Day 7 to 8): Seamless Test Drive Experience enhancements, including the ability to schedule online for in-person or virtual test drives.
(5) Digital Purchase Journey Optimisation (Day 9 to 10): The company transitions to Streamlined Digital Purchase Pathways, emphasising secure online financing, transparent pricing, and digital documentation.
(6) After Sales Support & Loyalty Programs (Day 11 to 12): Focus on Customer Loyalty and Support, establishing robust after-sales digital platforms, loyalty programmes, and community-building events.
Overlapping tasks are included to make sure that Mr Rotimi’s journey is constant and fascinating as he progresses from knowledge to committed Toyota EV owner. Overlapping phases are significant in this digital approach because they help maintain participation, boost confidence, and improve Mr Rotimi’s chances of being a satisfied Toyota EV owner. The following phase quickly begins when the preceding stage is still active and under construction. Here is how the planning is structured. 
[bookmark: _Toc211865467]CONCLUSION 
Toyota in the UK, has led to a revolution in the experience of the customer journey. Toyota revolutionised the automobile customer experience by giving individuals like Mr Rotimi an engaging and enjoyable ride across all stages, from awareness to after-sales contact. Toyota’s inventive hybrid and user-friendly cars in the UK combined with digital adoption to services like expanded warranties and virtual showrooms that satisfied Mr Rotimi’s emerging expectations make the company customer-centric in today’s growing market. (Kokins, Straujuma and Lapiņa, 2021)
Implementing a new digital transformation at Toyota in the UK designed to secure a future for the company in the ever-changing automotive industry. The process of adopting an integrated digital platform seeks to improve the client’s experience, efficiency, and growth by successfully satisfying the digital demands and changing anticipations of transparency and comfort. Customer centrality and operational resilience were highlighted as the primary objectives. (Bowonder et al., 2010)
Investing in user experience and distinguishing itself as a progressive player, Toyota can improve brand perception, especially among younger customers. The success and impact of the digital change will be gauged using KPIs such as website engagement, customer retention, sales conversion, and operational efficiency. These KPIs will assist the organisation in ensuring continuous improvement, optimisation, and efficient relationship building with consumers and strong operations.
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Core Innovation (Existing Products)



Adjacent Innovation (Incremental Products)


Toyota introduces hybrid and alternative fuel models, such as Prius Hybrid and RAV4 Hybrid, and introduces connected car technology and mobility solutions to existing product lines.


The company continuously enhances the reliability, efficiency, and quality of its vehicles, utilizing the Toyota Production System to optimize manufacturing and minimize waste.



Transformational Innovation (New Products)


Toyota invests in hydrogen fuel cell and fully electric vehicles, and engages in autonomous driving research and partnerships to redefine mobility beyond traditional vehicles.
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