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The headquarters of the Japanese multinational automaker Toyota are located in Toyota City, Typically takes (Wada, 2020). With 364,445 employees around the globe in 2017, Toyota's company governance was the sixth-largest by earnings as of September 2018. Toyota is currently the second- largest automaker in the entire globe. Till 2012, when this announced the manufacturing capacity of its 200 millionth motor, Toyota has been the only automaker in the universe to keep producing more than ten million automobiles annually (Wada, 2020). Kiichiro Toyoda established the business in 1937 as a division of his family's Toyoda Automatic loom works to produce cars. It produced its first item, the Category A engine, just three years earlier, in 1934, while still being a division of Sakichi Toyoda, and its first commercial vehicle, the Toyota AA, one year later, in 1936. Toyota Motor Corporation manufactures automobiles under the Automobile brand as well as Hino, Lexus, Interchangeably, and Hyundai. It also owns 5.9 percent of Automobiles and 16.66 percent of Subaru Corporate entity, as well as strategic partnerships with two Chinese companies (Granular activated carbon Toyota and Tianjin FAW Toyota Drivetrain) and one Indian company (Wada, 2020).
The international business of Toyota is the business conducted by the Toyota Motor Corporation outside of Japan. The company engages in a variety of businesses in countries around the world, including the manufacture and sale of automobiles, engines, and other automotive parts and components; the design and development of vehicles; financial services; and the provision of mobility services. The international business of Toyota can be divided into three main areas: production, sales, and marketing (Profiroiu et al., 2020). Toyota produces vehicles in 27 countries around the world and has assembly and manufacturing plants in 14 countries. The company also has joint ventures and joint production agreements with companies in numerous other countries. Toyota sells its vehicles in more than 170 countries and regions. The company has a network of over 1,400 dealerships and distributors around the world. Toyota’s global marketing activities are coordinated out of its headquarters in Toyota City, Japan. The company’s advertising expenditure is one of the largest of any company in the world (Profiroiu et al., 2020). 
Toyota has been expanding its geographic reach in recent years, with a particular focus on Asia. The company now has production facilities in countries such as China, India, and Thailand, and it is looking to further increase its presence in emerging markets. It has been diversifying its product range in recent years, with a particular focus on alternative fuel vehicles. The company now offers a range of hybrid and electric vehicles, and it is looking to further increase its offerings in this area. The company has been investing heavily in research and development in recent years, with a particular focus on robotics and artificial intelligence (Agustina, Dalimunthe and Sinulingga, 2019). The company is looking to develop new technologies that will enable it to further increase its market share. On the other hand, in Japan, Toyota follows the principle of "kaizen," which means "continuous improvement." This principle is evident in all aspects of the company's operations, from the way it designs and builds its cars to the way it manages its employees. Toyota has a highly decentralized management structure, which allows for quick decision-making and flexibility in the face of change. The company is organized into several divisions, each of which is responsible for a different aspect of the business. Toyota is also known for its strong culture of teamwork and collaboration. This is evident in the way that employees are encouraged to work together to solve problems and improve processes. In general, Toyota's management style is characterized by a focus on quality, efficiency, and continuous improvement (Agustina, Dalimunthe and Sinulingga, 2019). 
In the international context, Toyota operates its business according to the principles of the Toyota Way. The Toyota Way is a set of operating principles that Toyota has used since the company was founded. The principles are based on the Japanese values of respect for people and continuous improvement. In the international context, these values are applied to the way Toyota conducts business with its suppliers, customers, and employees. The company has long been one of the world’s leading automakers, known for quality, reliability, and efficiency (Li, 2018). But in recent years, the company has also become a global powerhouse, with operations in more than 170 countries and a stated goal of becoming the world’s most respected company. To achieve this, it has had to adapt its approach to business, tailoring its products and manufacturing processes to local markets while also developing a deep understanding of customer needs and preferences around the world. The company has also worked to build a global supply chain and develop a local presence in key markets. Today, the company is the world’s second-largest automaker, with more than 10 million vehicles sold each year. It has factories on every continent except Antarctica, and its cars are sold in more than 190 countries (Li, 2018). 
First and foremost, it maintains a very strong commitment to quality. This is evident in everything from the design and engineering of Toyota vehicles to the manufacturing process and the way Toyota treats its customers and employees. This commitment to quality has helped Toyota achieve a global reputation for dependability and reliability. Another key ingredient in Toyota’s global success is its focus on continuous improvement (Aini et al., 2020). The company is constantly seeking ways to improve its products, processes, and services. This culture of continuous improvement extends to all aspects of the business, from the design of vehicles to the way they are manufactured and sold. Finally, Toyota has a very strong corporate culture. The company places a great emphasis on teamwork and collaboration. This helps to ensure that all employees are working towards the same goals and that everyone is aware of the company’s objectives. This strong corporate culture has been a major contributing factor to Toyota’s long-term (Aini et al., 2020). 
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[bookmark: _Toc122543595]2.1 Internationalization strategy of Toyota 
Toyota's internationalization strategy has been to "go global" by setting up joint ventures with local partners in order to gain a foothold in new markets. This has allowed Toyota to enter into new markets quickly and efficiently, while also sharing the risk and costs associated with setting up new production facilities (Mahdy and Author, 2020). Toyota has also been aggressive in its marketing and advertising campaigns in new markets, which has helped to build the brand's awareness and reputation. Toyota's internationalization strategy has been to establish a presence in as many countries as possible, in order to gain a foothold in the global automotive market. The company has achieved this by setting up joint ventures with local firms, and by investing in research and development (R&D) centers around the world. Toyota has also established production facilities in a number of countries, in order to better serve the local market. The company has also worked to build a strong brand image, through marketing campaigns that emphasize quality, durability, and reliability (Mahdy and Author, 2020).
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Figure 1. Internationalization Strategy of Toyota 
Source: (Mahdy and Author, 2020)
1. Market Entry Strategy 
There are a number of reasons why Toyota decided to enter the international market. First, Toyota was seeking to expand its customer base and reach new markets. Additionally, Toyota wanted to increase its sales and profits, and saw international expansion as a way to achieve this goal. Finally, Toyota was looking to improve its competitive position by gaining a foothold in markets outside of Japan. To achieve its international expansion goals, Toyota employed a number of different market entry strategies. First, Toyota formed joint ventures with a number of different companies, including General Motors and Daihatsu. Additionally, Toyota acquired a number of smaller companies, including Hino Motors and Lexus. Finally, Toyota set up assembly plants and dealerships in a number of different countries (Orero-Blat, Palacios-Marqués and Garzón, 2020).
2. Target Market Strategy 
There are a few different aspects to Toyota's target market strategy for internationalization. First, the company has a global strategy of targeting emerging markets, which has helped it to become the largest automaker in the world. Second, Toyota has a focus on quality and durability, which has helped it to gain a loyal following among consumers. Finally, Toyota has a strong focus on customer service, which has helped it to build a strong reputation in the automotive industry. The target market strategy of Toyota for internationalization is to focus on developed countries with high incomes and well-established infrastructure. In these countries, Toyota can sell its products at a higher price and can rely on existing transportation and communication networks. Additionally, Toyota can take advantage of economies of scale by producing large quantities of vehicles in these countries (Orero-Blat, Palacios-Marqués and Garzón, 2020).
3. Timing Strategy 
The timing strategy of Toyota for the internationalization of its business can be explained in detail. First, Toyota chooses to enter into new markets when the demand for its products is high. This allows the company to maximize its profits and establish a strong presence in new markets. Second, Toyota timing its entry into new markets carefully in order to avoid clashes with its competitors (Cao, Zhang and Antony, 2018). This allows the company to avoid costly marketing wars and to establish a foothold in new markets before its competitors can do so. Third, Toyota uses a phased approach to internationalization, first entering into markets where it has a strong competitive advantage and then gradually expanding into other markets. This allows the company to minimize risks and to strategically position itself in new markets. Fourth, Toyota uses a variety of entry modes to enter into new markets, including licensing, franchising, and joint ventures. This allows the company to tailor its approach to each new market and to adapt to the local business environment (Cao, Zhang and Antony, 2018). 
Fifth, Toyota invests heavily in research and development in order to maintain its competitive advantage. This allows the company to continually innovate and to introduce new products and technologies to new markets. Overall, Toyota's timing strategy for the internationalization its business is well-thought-out and carefully executed (Cao, Zhang and Antony, 2018).
4. Allocation Strategy 
The allocation strategy of Toyota for the internationalization its business is to first focus on the development of its domestic market in Japan. After establishing a strong presence in Japan, Toyota then expanded its operations to other Asian countries such as Thailand and Indonesia. In the late 1990s, Toyota began to expand its operations into Europe and North America. Today, Toyota has a Global Presence in over 170 countries across the world (Iwata, 2020). The allocation strategy of Toyota for internationalization is to focus on developing countries with high potential for growth. The company has been particularly successful in Brazil, China, and India. There is no one-size-fits-all answer to this question, as Toyota's allocation strategy for internationalizing its business will vary depending on the specific countries and markets involved. However, some key factors that Toyota will likely consider include the relative size and growth potential of each market, the company's competitive position in each market, and the infrastructure and regulatory environment in each market (Iwata, 2020).
5. Coordination Strategy 
The Toyota Motor Corporation coordinates its internationalization strategy around a "global matrix" organization. This structure consists of a global headquarters, regional headquarters, and country offices (Iwata, 2020). The global headquarters is responsible for setting the overall direction for the company, while the regional headquarters are responsible for managing Toyota's operations in specific geographical areas. The country offices are responsible for Toyota's business in specific countries. There is no one-size-fits-all answer to this question, as the coordination strategy of Toyota for internationalization will vary from country to country depending on the local market conditions and the company's overall business strategy. However, some general themes that may be relevant include developing a deep understanding of the local market, building strong relationships with local partners, and tailoring the company's products and services to meet the specific needs of the local market (Iwata, 2020).
Management Specific-factors
Management Specific-factors has identified several key factors that it believes are important to its success in international markets. First, the company has a strong focus on product quality and customer service. Second, it has established a reputation for delivering high-value products and services. Third, it has a deep understanding of local markets and cultures. Finally, it has a commitment to innovation and continuous improvement (Mihov and Naranjo, 2019).
Industry-Specific Factors 
Industry-specific factors can play a significant role in a company's internationalization strategy. For example, if a company's products are highly specialized or require a high degree of customization, it may be more difficult for that company to enter foreign markets. Additionally, companies in certain industries may be more likely to face barriers to entry in certain countries due to regulations or other factors (Mihov and Naranjo, 2019).
Country-Specific Factors 
Country-Specific Factors refer to the internal and external conditions that affect a company's ability to conduct business in a particular country. This can include things like the political and economic stability of the country, the availability of resources, the level of infrastructure development, and the legal and regulatory environment. When considering international expansion, a company must weigh the potential risks and opportunities associated with each market. Country-Specific Factors can help identify which markets offer the most promise and which ones may pose more challenges. By understanding the unique conditions of each market, a company can develop a more customized approach to doing business in that country. This can increase the chances of success and help avoid potential pitfalls (Mihov and Naranjo, 2019).
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Marketing
Toyota has organized its resources and capabilities in marketing in an international context by focusing on regional needs and wants. The company has also established a global marketing organization that is responsible for developing and executing marketing plans and programs in each region. Additionally, Toyota has created regional marketing hubs that are responsible for planning and executing marketing activities in their respective regions (Bağış et al., 2022).
Toyota has a vast global marketing network that consists of numerous regional marketing subsidiaries. Each of these subsidiaries is responsible for marketing Toyota's vehicles in their respective regions. The subsidiaries are connected to Toyota's global headquarters via a dedicated intranet. This allows for quick and efficient communication between the various marketing teams. In terms of resources and capabilities, Toyota is extremely well-funded and has a large marketing budget. The company also has a large amount of data and information on its customers, which it uses to target its marketing efforts. Additionally, Toyota has a large number of dealerships and service centers around the world, which gives it a significant presence in many markets. Finally, Toyota has a strong reputation for quality, which gives it a competitive advantage in the marketplace (Bağış et al., 2022).
Operations
 In order to operate internationally, Toyota organizes its resources and capabilities in a few key ways. First, the company has a central headquarters that oversees all international operations. From this central location, Toyota is able to control and coordinate its international activities. Additionally, Toyota has a number of regional offices around the world that are responsible for specific geographical areas. These regional offices are responsible for managing local operations and ensuring that they are in compliance with Toyota’s global standards. Finally, Toyota has a network of suppliers and partners that it works with in order to source materials and components for its vehicles. This supplier network spans the globe and helps Toyota to source the best possible materials for its vehicles (Krishna, 2018).
Human Resource Management
In an internationalization context, Toyota organizes its resources and capabilities in human resource management by ensuring that its employees are properly trained and have the necessary skills to work in a global environment. Additionally, Toyota provides support to its employees when they are transferred to another country. This includes providing financial assistance and helping them to find housing and schools for their children (Schmidt, 2021). 
It recognizes the importance of local talent and invests in developing its workforce in each country where it operates. This includes providing training and educational opportunities to employees so that they have the skills and knowledge necessary to excel in their roles. It also recognizes the importance of diversity and inclusion in its workforce. In order to foster a culture of inclusion, the company recruits employees from a variety of backgrounds and cultures. This helps to ensure that Toyota’s workforce is representative of the markets it serves. The company also invests in employee retention initiatives. This includes offering competitive salaries and benefits, as well as creating a supportive and collaborative work environment (Schmidt, 2021).
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Figure 2. Style of Entry into countries 
Source: (Luo, Zhang and Bu, 2019)
Here are certain styles of entry into different countries for its internationalization business. 
1. Exporting 
Exporting is one of the most common entry modes for firms seeking to expand their business internationally. It involves selling products or services produced in the home country to customers in another country. Exporting can be a very good option for firms seeking to internationalize their business because it requires relatively low levels of investment and can be a quick way to enter new markets. However, it can also be risky because firms can be reliant on a single market or a small number of markets for their sales (Luo, Zhang and Bu, 2019).
2. Licensing 
There are a few different ways that Toyota could license its products in order to expand its internationalization business. The first way would be to license its products to another company in a foreign market. This would allow Toyota to still have a presence in that market without having to set up its own manufacturing or sales operations. The second way would be to license its technology to another company in a foreign market. This would allow Toyota to generate revenue from its technology without having to expend the resources to manufacture and sell the products themselves. The third way would be to establish a licensing agreement with a foreign government. This would allow Toyota to sell its products in that country without having to set up its own operations (Luo, Zhang and Bu, 2019).
3. Franchising 
Franchising is a popular entry mode for businesses looking to expand into new markets. It is a relatively low-cost and low-risk way to enter a new market, and it allows businesses to benefit from the brand recognition and goodwill that comes with an established brand name. Toyota has used franchising as an entry mode into several markets, including the United States, Europe, and China. In each market, Toyota has partnered with a local franchising company to help it establish a presence. Franchising has proved to be a successful entry mode for Toyota, helping it to quickly expand its international business. Franchising has allowed Toyota to benefit from the brand recognition and goodwill of its partners, while also minimizing its own risk and investment (Qi et al., 2020).
4. Joint Venture 
A joint venture is an international business agreement between two parties in which both parties agree to share the risks and rewards of the business venture. The parties can be individuals, companies, or governments. Joint ventures are a popular entry mode for companies looking to enter new markets, as they provide a way to share the risk and cost of entering a new market. For Toyota, joint ventures provide a way to gain a foothold in new markets without incurring all of the costs and risks of entering the market on its own. Joint ventures also provide a way for Toyota to access the resources and expertise of its partner company in the new market (Sestu and Majocchi, 2018). 
A joint venture is an equity-based mode of entry into a foreign market where the foreign market is entered into by two or more companies. The venture is usually set up as a new company in which each company owns an equal stake. The joint venture company is then responsible for carrying out all the business activities in the foreign market. This mode of entry is often used by companies who are looking to enter a market quickly and with minimal risk. It is also a good way to build relationships with local companies and to learn about the local market (Sestu and Majocchi, 2018).
5. Portfolio Investments
A portfolio investment is an investment in a group of assets, usually including stocks, bonds, and real estate. The portfolio may be managed by the investor, or it may be managed by a professional fund manager. Toyota may use a portfolio investment strategy as an entry mode for international business in different countries. This strategy can provide the company with a diversified investment, which can mitigate risk. Additionally, Toyota can choose to actively or passively manage the portfolio. If the company chooses to actively manage the portfolio, it can use its knowledge of the automotive industry to select individual investments. If Toyota chooses to passively manage the portfolio, it can index the portfolio to a specific market or index (Qi et al., 2020). 
One best styles of entry for Toyota for its internationalization business  
A joint venture is a best mode of entry for Toyota for its target market or host country that is China because it allows the company to share the risk and cost of entering a new market with another company. This mode of entry also allows Toyota to benefit from the other company's knowledge of the local market and its existing relationships with suppliers and customers. In a joint venture, each company retains control over its own operations, but they agree to cooperate in order to achieve a common goal. This type of arrangement is often used in order to avoid the costly and time-consuming process of setting up a new company from scratch (Allera, 2022). 
It is the best mode of entry for the company and its target market in China (the Host Country) because it allows Toyota to enter into a strategic alliance with another company in order to share the risks and rewards of doing business in a new country (Kawai, 2022). This type of arrangement allows the company to benefit from the local partner's knowledge of the market and to avoid the high costs of setting up a new operation in a foreign country. A joint venture is an agreement between two or more parties to cooperate on a project, activity, or venture. The parties agree to share resources, risks, and rewards. This type of arrangement is often used when companies want to enter new markets or develop new products. The company has used joint ventures to enter the Chinese and Indian markets (Kawai, 2022). 
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There are four broad patterns for interpreting the goals of Toyota for its market and industry factors for its internationalization business. The first is that Toyota aims to be the global leader in the automotive industry (Soliman, 2020). This means that the company seeks to maintain its position as the world’s largest automaker and to continue to grow its market share in key markets around the world. The second goal is to continue to grow and expand its business in emerging markets. This is a key part of Toyota’s strategy for future growth, as it seeks to tap into the growing demand for automobiles in these regions. The third goal is to provide care for its customers and employees. This includes providing high-quality products and services and maintaining a safe and healthy work environment. Finally, Toyota seeks to be a good corporate citizen. This means behaving ethically and responsibly, and contributing to the communities in which it operates (Soliman, 2020).
There are a few key factors that influenced Toyota's decision to expand its business internationally. First, the company was looking to gain a larger market share in the global automotive market. Second, Toyota was seeking to diversify its customer base and reduce its dependence on the Japanese market. Finally, the company was looking to expand its production capacity to meet the growing demand for its vehicles (Kawai, 2020). In terms of market factors, Toyota was focused on the growing demand for vehicles in Asia and other emerging markets. The company was also looking to take advantage of the relatively low labor costs in these regions. Additionally, Toyota was seeking to benefit from the growing trend of consumers buying smaller, more fuel-efficient vehicles. In terms of industry factors, Toyota was looking to capitalize on its strong reputation for quality and reliability. Additionally, the company was looking to expand its production capacity to meet the growing demand for its vehicles (Kawai, 2020). 
Firstly, Toyota has a very strong focus on quality. This is evident in everything from the design and engineering of their vehicles, to the way they manufacture and assemble them. Toyota is constantly striving to improve the quality of its products, and this is one of the main reasons why they have been so successful over the years (Prasetyo et al., 2019). Secondly, Toyota has a very strong brand. This is something that has been carefully cultivated over many years, and it is one of the main reasons why people continue to buy Toyota products. The company has a very strong reputation for reliability and durability, and this is something that resonates with consumers around the world. Finally, Toyota is very good at adapting to local markets. They have a deep understanding of the needs and wants of consumers in different countries, and they are able to tailor their products and marketing to appeal to these different audiences. This has been a key driver of their success in markets like China and India, where they have been able to capture a large share of the market (Prasetyo et al., 2019). 
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In response to the country risk in Japan, Toyota management has made various moves to justify its response. First, Toyota has established a joint venture with Mazda to produce vehicles in Hiroshima, which will help to diversify its production base and reduce its reliance on Japan. Second, Toyota has also announced plans to build a new factory in the Philippines, which will allow it to better serve its Southeast Asian markets. Finally, Toyota has also announced plans to invest more heavily in research and development in order to maintain its technological edge. These moves by Toyota management are aimed at mitigating the risks associated with country risk in Japan and position the company for long-term success (Blake, Markus and Martinez‐Suarez, 2022). 
In response to the global financial crisis of 2008, Toyota management took a number of steps to mitigate the company's exposure to country risk. These included diversifying its production base away from Japan, reducing its reliance on exports, and increasing its focus on emerging markets. While these moves may have been justified in terms of country risk at the time, they have also contributed to the company's current problems in regions like North America and Europe. One move is to increase its investment in robots. This helps to reduce the company's dependence on human labor, which can be affected by political instability or other factors in a country. Another move is to build more plants in countries outside of Japan. This helps to reduce the company's reliance on a single country for production, which can be disrupted by political or economic conditions (Sun et al., 2021). 
The various moves made by Toyota management to be justified in terms of country risk can be explained as follows:
1. Toyota management decided to move production of its Corolla model to a plant in Turkey. This was done in order to take advantage of lower production costs in Turkey, as well as to reduce exposure to currency risk (Emeagwali and Aljuhamni, 2019).
2. Toyota also decided to build a new manufacturing plant in Mexico. This was done in order to gain access to the Mexican market, as well as to reduce exposure to country risk.
3. In addition, Toyota management has hedged its currency exposure by entering into forward contracts. This has allowed the company to protect itself from adverse movements in exchange rates (Emeagwali and Aljuhamni, 2019).
[bookmark: _Toc122543600]3. Conclusion 
Toyota's internationalization strategy has been very successful, and the company has managed to become one of the most powerful and profitable automakers in the world. However, there are some risks involved in the company's international business, including the potential for political instability in some of its markets, the possibility of a global recession, and the competitive threat from other automakers. The internationalization of business is the process of expanding the operations of a company beyond its home country. The decision to expand internationally can be a risky one, as it entails moving into unfamiliar territory and managing a complex supply chain. However, it can also be a highly lucrative move, as it opens up new markets and allows a company to tap into a global pool of talent. The company, one of the world's largest automakers, has been successful in internationalizing its business. 
The company has manufacturing plants in over 30 countries and sells its vehicles in over 170 markets. It has achieved this level of success by carefully managing its entry into new markets and by developing a strong global supply chain. The company has also been able to benefit from a global pool of talent, as it has attracted top engineers from around the world to work in its research and development centers. While the company has been successful in internationalizing its business, it faces a number of risks going forward. These include the risk of a trade war between the United States and China, as well as the risk of a global economic slowdown.
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