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[bookmark: _Toc112992463]1. Introduction 
The marketing activities and strategies of an organisation are highly crucial in determining the success and failure of an organisation (Kotler et al., 2015). As noted by Fifield (2012) the marketing approaches or strategies of an organisation can differ according to the demands of the markets. Any failure in shaping the strategies according to the market conditions and specialities can lead to the overall failure of the firm. The current market research report is focused on analysing the marketing strategies of Toyota in the UK and the Indian market. The report will be providing a product and market overview in the first section. The second section will be focused on analysing the market environment condition of both the UK and India. The third section will outline the marketing strategies of Toyota in both the UK and India followed by a critical comparison of the strategies and actions. The final section of the report will provide a strategic recommendation to both companies based on the findings. 
[bookmark: _Toc112992464]2. Product and Markets Overview 
The current report has selected the passenger cars or vehicles which is a high involvement product for the analysis. Toyota is a Japan-based global automobile brand. Toyota Motor Corporation short known as Toyota has been established in 1937 (Toyota Global, 2022). Toyota is identified as the largest automobile manufacturer in the world with a production of 10 million vehicles per year. Toyota automobiles are well known for their quality and reliability (Manley et al.,2022). The passenger cars of Toyota are identified to be coming in different sizes and prices. The major vehicle types offered by the company include the hatchback, sedan, SUV, CUV, Coupe and lifestyle pickup trucks. 
The UK market is identified as possessing the sixth position in the world economy in terms of GDP. As noted by Li (2022) the UK is one of the leading financial centres and trading power in Europe. In the case of the European economy, the country possesses the third position after Germany and France. The automobile market in the UK was worth £67 billion in 2021 (SMMT, 2021). Even after the Brexit movement, the UK is trying to enhance its trade relationship with the European countries. The UK is identified to possess a positive trade relationship with the American, European and Asian countries.        
India is identified to be possessing the fifth position in the world economy in terms of GDP. Besides, the country is identified to be possessing the second position when it comes to the population. The country provides higher attention to economic liberalisation as part of improving business activities and attracting foreign investments. The GDP growth of the country has been identified to be much more stable since the 1990s (Muduli et al.,2022). Before the pandemic, the country has been able to attain an annual economic growth of 7%. The Indian government is identified to be supportive of the manufacturing and production sectors. The value of the Indian passenger car market in 2021 has been £27.70 billion (IBEF, 2022). The market is expected to reach £45 billion by 2027. Besides, the electric vehicle segment of the market is expected to reach a value of £5.7 billion by 2025 (IBEF, 2022).  
[bookmark: _Toc112992465]3. Market Research of Toyota in the UK and India  
The marker research of the UK and Indian market is carried out with the application of the frameworks such as the PESTLE and Porter's Five Forces. Besides, the findings of the market research will be summarised with the use of the SWOT framework. 
[bookmark: _Toc112992466]3.1 Pestle Analysis 
	Factors
	UK
	India

	Political 
	· The Brexit movement had resulted in increasing the cost of trade between the UK and EU nations (Maqsood et al., 2022). 
· The UK government had strengthened the laws and policies in the automobile market (Majone, 2019). 
· The government restricted the automobile brands from price fixing to restrict monopoly and promote competition (Rawlinson and Wells, 2016). 
· The government initiated new policies concerning automobile sizes and emission rates. 

	· The Indian government had changed its role from the controller to facilitator in the automobile industry (Luthra et al., 2015). 
· Liberation of the policies: Reduction of import tariffs (Kumar et al., 2021). 
·  The Indian government introduced the new Production Linked Incentive (PLI) scheme for boosting the production of fuel cell vehicles and electric vehicles (Gode et al., 2021).


	Economic 
	· The economy of the nation has been negatively impacted by Covid 19 (Albonico et al., 2020).
· The UK economy is facing high inflation (Darling, 2020). 
· The purchasing power of UK residents has been reduced as a result of Covid 19 (Ashford et al., 2020). 
· The unemployment rate of the UK has decreased from 5% in 2021 to 3.8% in 2022 (Trading Economics, 2022). 
	· The increasing urbanisation of the rural regions (Singh et al., 2022). 
· The economy of the nation was negatively impacted by Covid 19 (Gupta et al., 2022).
· Unemployment rate reduced from 8% in 2019 to 5.9%in 2021 (Macro Trends, 2022).
· The pandemic has reduced the purchasing power of Indians (Dutta et al., 2022).
· Increasing fuel prices. 

	Social 
	· The population growth in the UK has slowed in recent years (Mansfield et al., 2021). 
· The growth of the older population (65 and above) increased by 23% between 2009 and 2020 (Lewis et al., 2021).
· Higher demand for fuel-efficient cars such as hybrid and electric vehicles.
· Increasing trend of responsible buying (Chronopoulos et al., 2020).
	· Increasing growth of nuclear families. 
· Indian market mainly demands fuel efficiency (Jaganathan and Palanichamy, 2018). 
· Less adoption of electric vehicles (Shalender and Sharma, 2021). 
· An increasing number of working women (Dhanaraj and Mahambare, 2019).


	Technological 
	· The technological infrastructure of the UK has witnessed higher development.
· Internet penetration in the UK has been 92.7% in 2021 (Statista, 2022).
· The higher investment made by the government for eco-friendly vehicle production and GPS (Tickel et al., 2022).

	· The internet penetration of India has been 41% in 2019 (Data Commons, 2020).
· Infrastructural development for electric and LPG vehicles (Ramamoorthy, 2016).
· The R&D in the industry has increased by 30% over the last five years (Miglani, 2019).

	Legal 
	· The UK government made Tyre Pressure Monitoring System and Electronic Stability Control compulsory in cars (Leiman, 2021).
· Minimum wages increased as per employment law (Riley and Bondibene, 2017).
· Higher taxes for fossil fuel vehicles. 

	· Labour laws are not stronger in India. 
· BSVI emission standards for reducing emissions from vehicles (Kumbhar et al., 2021).


	Environmental 
	· The UK government encourages sustainable business. 
· Higher fines and penalties for unsustainable businesses (Wells and Nieuwenhuis, 2017). 
	· Labour unrest and protests. 
· Communal clashes. 
· Legal actions are not stronger against the unsustainable business (Isaak, 2016).


Table 1: PESTLE analysis of the Indian and The UK automobile sector
Source:
The political factors for Toyota in the UK indicate the different impact on the company, the UK impose threat in terms of new policies related to emission rates and production size, while the Indian market provides the advantage of reduced import tariffs (Kumar et al., 2021; (Rawlinson and Wells, 2016). From an economic perspective, the development of the automobile sector in both countries is observed to be challenging as Covid-19 created a major negative impact on fuel prices and inflation rate (Albonico et al., 2020; Dutta et al., 2022). The Indian automobile sector shows potential for the purchase of cars from a social perspective, as the number of nuclear families and population is increasing, while hybrid and electric cars are being promoted in the UK imposing a challenge for diesel/petroleum cars of Toyota (Shalender and Sharma, 2021; Mansfield et al., 2021). The technological support for Toyota in the UK and India indicates a favourable environment, as both investment and users for technological infrastructure and R&D are evident in both countries. Weak labour laws in India and minimum wage in the UK provide an opportunity for Toyota in managing its reputed status as an employer, while the environmental issues are a threat for the company in the UK and India, due to rising ecological and pollution issues.  
[bookmark: _Toc112992467]3.2 Porter Five Forces analysis  
	Forces
	UK
	India

	Bargaining power of customers 
	High 
· Higher passenger car options in the market. 
· Car brands with different prices and quality (Palmer et al., 2018).

	Moderate
· Passenger car options are limited. 
· Fuel efficiency is a higher priority of the customers than safety and quality (Bhatia, 2016). 

	Bargaining power of suppliers
	Low 
· There are a large number of automobile component suppliers in the UK. 
· The automotive parts and components supplied are both manufactured in the UK and Asian countries (Giampieri et al., 2019).
	Low
· A higher number of automobile parts and components manufacturers in India (Sinha et al., 2016). 
· More than 500 manufacturers come under the Automotive Components
· Manufacturer's Association of India and 5000 are unorganised (Bhatia, 2016). 
· Parts also come from China, South Korea, Malaysia and Japan.

	Competitive rivalry 
	High 
· Major competition from the brands such as Hyundai, Honda, Kia, Nissan and Ford (Vošta and Kocourek, 2018).
	High 
· Major competition from Maruti Suzuki. 
· Competition is also faced by Hyundai, Honda and Kia (Miglani, 2019).


	Threat of Substitutions 
	Low
· Major substitution for cars in the UK is buses, metro and trains.
· Substituting cars is lower in the UK (Fearnley et al., 2018).
	Moderate 
· The major substitution for cars in India is two-wheelers (Patil and Majumdar, 2022).
· The smaller roads and increasing fuel prices make many choose two-wheelers. 

	The threat of New Entrants 
	Low 
· The majority of the famous global car brands are currently operating in the UK (Palmer et al., 2018).
· Higher investment requirements and legal complications make the threat of new entrants low. 

	Moderate
· A large number of global car brands are still not available in India. 
· The lower restrictions and low-cost labour make the entry of new players easier (Bhatia, 2016). 



[bookmark: _Toc112992468]3.3 Summary 
Market environment analysis portrayed the positive and negative sides of both the UK and the Indian markets. However, the market environment of the UK is identified to be comparatively better than India for Toyota. The use of porter’s five force analysis and PESTLE analysis for Toyota’s potential in the UK and Indian automobile sector provides different comprehension of competitive intensity as well as market standards that needs to be managed. A SWOT model on Toyota’s situational analysis based on the UK and India is developed for identifying both similarities and differences of external market analysis tools. 
	Strength
	Weakness

	· Existing technology for Toyota enables the manufacturing process more convenient in both the UK and India (Bhatia, 2016). 
· The a positive social response to automobile products in both countries. 
· A global network of supply chain operations that provides enhanced productivity within anticipated (Isaak, 2016). 
	· In India, Toyota has severe competition from industry rivalries, while the UK also impose a similar situation (Dutta et al., 2022). 
· The economic situation in both countries indicates less potential for a profitability hike for a short period in the future.
· People are becoming conscious of purchasing large vehicles as part of conscious buying Kumar et al., 2021).   

	Opportunity
	Threat

	· People rely on automobile vehicles more for commuting in the UK, while the options for the Indian population are wide (Li, 20220).
· Low chance of substitution in the UK as Toyota is one of the dominant names in the industry (Majone, 2019). 
	· Strict political standards adopted in the UK for regulating the automobile sector
· Legal constraints on fuel taxes in the UK and environmental laws regarding pollution standards in both countries (Miglani, 2019). 
· Option for customers in the automobile sector is high for the UK market compared to Toyota (Rawlinson and Wells, 2016).    


From a critical evaluation of the situational analysis tools used for this study, porter’s five forces and PESTLE analysis were successful in identifying the main threats for Toyota in the automobile sector regarding the industry standards. However, while the PESTLE analysis focused on macro-environmental factors and provided insight to tax regulations, economic downfall due to Covid-19 and environmental risks on pollution rates in the UK automobile sector, the porter’s model indicated competition and customer bargaining threats for the company as factors t be considered for future growth in this industry. On the other hand, PESTLE was effective in identifying the social welcomeness of the Indian market for automobile products in the country, while having adequate technology for Toyota to flourish in its production, porter’s model was able to identify competition as the greatest threat and possibility of substitution towards another mode of transportations as a weakness. Thus, critically evaluating both these situational analysis models, a SWOT analysis preparation which is a concentrated mode of both PESTLE and Porter’s model becomes a suitable tool for Toyota’s market research. However, an in-depth evaluation of Toyota’s market opportunities PESTLE was effective in identifying the main components of the automobile sector, as porter’s five force model imposed the limitation of composition and it lack inclusion of quantitative dimensions which was attained in PESTLE analysis.   
[bookmark: _Toc112992469]4. Marketing Strategies of Toyota ion the UK and India  
[bookmark: _Toc112992470]4.1 STP analysis 
	
	UK
	India

	Segmentation 
	Demographic and psychographic segmentation (Hoque et al., 2016).
	Psychographic segmentation

	Targeting 
	Target demographic segment: larger families with medium income, focusing on reliability. 
Target psychographic segment: customers with a passion for quality and style. High income group (Hoque et al., 2016).
	Target psychographic segment: Customers with a passion for quality and utility. High-income group (Singh, 2017).

	Positioning 
	Value-based positioning (Ito, 2019).
	High quality and high pricing (Singh, 2017).



[bookmark: _Toc112992471]4.2 7Ps marketing mix 
	7Ps
	UK
	India

	Product 
	· All major models of the company. 
· Safety and comfort 
	· Limited models such as Fortuner, Cruiser, Glanza and Innova 
· Safety and Comfort 

	Price
	· Medium to high-priced models 
	· High-priced models range from 7 lakhs to 90 lakhs  

	Promotion 
	· Higher investment in promotions through culture-centric segmentation (Singh, 2017)
· Digital and print ads 
· Social media campaigns 
· Launch events 
	· Limited budget for promotions.
· Mainly digital ads 
· Launch events through an online platform – live streaming sessions (SMMT, 2021) 

	Place 
	· Distribution through dealerships
· A higher number of dealers 
	· Distribution through dealerships
· Limited dealers- 339 showrooms in 233 cities 

	- Market entry method 
	· Toyota’s market entry method in the UK is through exporting into the UK automobile sector (Toyota UK, 2022)
	· Followed joint venture strategy in 1997, with Kirloskar group under the banner – Toyota Kirloskar Motor Pvt ltd (CarDekho, 2020). 

	Process
	· Toyota Production System
· Just in Time Production 
· Automation for body panel pressing and plastic moulding  
· Quality Management 
	· Toyota Production System
· Just in Time Production 
· Both used car dealerships and new car showrooms are built nearby for attracting customers (Mitra, 2013)  

	People 
	· 3000 employees 
· Skilled and Talented Workforce 
· Employee training 
· Employee development and retention programmes 
	· 7000 employees 
· Skilled and Talented Workforce 
· Employee training 
· Employee development and retention programmes

	Physical Evidence 
	· Brand logo 
· Quality service 
· Positive relationship with customers 
	· Brand logo 
· Quality service 
· Positive relationship with customers



The marketing position of Toyota in the UK and Indian markets has a drastic difference as their strategic approach in both markets focused on a customer-centric approach, which is different for both countries. Initially, Toyota entered the UK automobile sector by exporting products, which then evolved into the establishment of a factory in Derbyshire where they went on to become the biggest manufacturer of Toyota in Europe (Toyota UK, 2022). However, an entirely different approach in India is evident, where the application of joint ventures with an established automobile manufacturer is observed. According to Maqsood et al., (2022) exporting strategy provides the advantage of fast entry into a market which low risk in political and economic perspectives, while the disadvantage of low control in its operations in the host country is evident. In the case of Toyota, the car manufacturer has overcome this demerit by establishing its production unity in the UK soon after its exporting was done. 
On the other hand, the joint-venture imposes the advantage of reduction of shared cost for business initiation, along with benefits of local recognition of the products (Manley et al., 2022). However, risks such as less clarity on venture objectives and unequal distribution of production resources are evident to be creating a negative impact on the organisation through joint venture entry mode. Toyota in the Indian market was initiated through a joint venture, which was viewed as successful in its business development. The reports of Toyota UK (2022) provide comprehension of this fact, by emphasising the success of Qualis which was able to attain 10% of the overall automobile market share in 2010. Effective joint venture management was evident in the case of Toyota’s venture in India, which resulted in the introduction of safer and more environmental-friendly cars on the Indian roads. However, Giriprakash (2021) identifies the main disadvantage of joint venture market entry as a lack of control over operations and management by the organisation. A similar situation for Toyota was faced in the Indian market as a lack of effective management practices in the factory lead to frequent strikes, which critically affected Toyota’s production in India (Giriprakash, 2021).       
Thus, a critical evaluation of the marketing mix and the organisational strategic decisions of Toyota, a close relation to its cultural values is evident. the focus on delivering automobile products that emphasise quality is astonishing in both markets. Passenger safety is prioritised and marketed to customers which is evident in both countries. However, in India, Toyota’s target market is observed to be concerned with a strong affiliation towards automobile features, which is then compared to their competitors. The economic status of the Indian market to the UK needs higher efforts in stability, affordable pricing range limits Toyota’s marketing standard. However, in the UK market, the marketing strategies are focused on brand development, in the anticipation of developing brand loyalty (Mainwaring, 2018). Thus, a difference in the marketing mix of Toyota is evident in the UK and India. 
[bookmark: _Toc112992472]4.3 Directional Development – Growth strategy for Toyota 
The directional development strategies of Toyota in the UK and India are analysed with the application of the Ansoff Matrix framework. Ansoff Matrix framework outlines four growth strategies such as market penetration, product development, market development and diversification (Hussain et al., 2013). Each of the strategies indicates different market development options that can be used by organisations for better competitive advantages. This tool is effective in identifying the relative attractiveness of growth of an organisation, based on the strategy attained. Leiman (2021) identifies the main features that are considered for this strategic development of an organisation, in which the suitability of strategy depends on resources and capabilities of the company along with market opportunities and threats. Initially, market penetration requires established market support for a company, which then uses its existing products/services for ensuring business growth (Ito, 2019). While market penetration imposes a low risk for the company in growth strategy, market development has a slightly higher risk in terms of launching existing products into a new market by an organisation (Loredana, 2016). On the other hand, product development provides the opportunity of introducing new products into an existing market, which provides the opportunity for the benefits from the existing market establishment with new products. Finally, diversification is an excellent growth strategy or an organisation managing to produce new products in a new market, which imposes the highest risk among other strategies.  
[image: ]
Figure 1: Ansoff Matrix
Source: Hussain et al. (2013)
In the case of the UK market, Toyota is much focused on developing new innovative car models. The company has been identified to be developing hybrid vehicles, electric vehicles and hydrogen vehicles in the UK. The main of the company in the UK is to offer high-quality fuel-efficient vehicles (Mainwaring, 2018). This underpins that Toyota follows a product development strategy in the UK. In the case of the Indian market, the company has collaborated with Maruti Suzuki for sharing the production platform. Toyota has been identified to be rebranding the Maruti Suzuki models in India (Das, 2018). The company aims in attracting more customers to the brand by offering popular models and designs in the market. In addition, reducing the production cost is also a high concern for Toyota in India (Das, 2018). Besides, Toyota focuses on helping Indian customers to experience the brand through its popular models. Thus, it could be stated that Toyota follows a market penetration strategy in India. 
[bookmark: _Toc112992473]4.4Summary 
A critical evaluation of Toyota’s international marketing strategies in the UK and Indian markets indicates differences as initially the target audiences for the company are different. Initially, the market potential for Toyota in the automobile sector is favourable for the UK, as the company has a larger market share in this country compared to India. However, evaluating the external analysis of Toyota, severe risks and challenges in political, social and environmental terms are imposed by the UK automobile sector. Nevertheless, the Indian automobile sector indicates immense growth opportunity for the company in future development, as welcoming political support through policy liberations on import tariffs. Additionally, increasing demand for the automobile in nuclear families enhanced marketing and sales advantage for the company in the Indian market. Porter’s five force analysis indicates a similar level of threat of competitors in both markets. 
The marketing strategies of Toyota are critically evaluated through STP analysis, in which different types of customer segmentation for the company are evident. This decision is inferred as the result of the difference in customer approach in the automobile sector in both countries, as the demographic segment is a strong point for Toyota in the UK, while psychographic standards are prioritised by the company in India. However, evaluating the marketing mix of the company, the importance of strong marketing strategies for encouraging the Indian market is not visible. On the other hand, due to high competition, the UK customer segment is established with strong marketing standards, which are technologically integrated to showcase company innovation. This difference is justified through the company’s market entry strategy, as in the UK, direct exporting and initiation of a production unit in England provided more control over their operations, while in the Indian market a joint venture still prevailed. Thus, the restricted control of Toyota in managing its marketing strategies in India is evident compared to the UK market. 
[bookmark: _Toc112992474]5. Critical Comparison of the UK and Indian market: Cultural context 
International marketing standards are developed based on foreign market characteristics as designing and conveying marketing messages to their target customers entirely rely on their perseverance of context. Here, the cultural factor has a severe impact as an individual’s level of perseverance is deeply rooted in their culture, religious and academic values (Agwu and Onwuegbuzie, 2018). In the case of Toyota, the difference in marketing strategies adopted in the UK and India is evident, due to the difference in perseverance level of customer segment, as both the population’s demands differed. To study these differences and possible similarities in the international marketing standards of Toyota, the inclusion of cultural studies is effective. 
According to Huang and Crotts (2019) Hofstede’s cultural dimensions is a framework that provides insight into different cultural factors associated rooted in each country, which evaluates an individual’s capabilities in team management, decision-making and basic characteristics in an international platform. The development of this framework was intended to create a deep comprehension of individual behaviour when the international workspace is considered, which effectively assist multinational organisations to manage their employees as well as team handle (Andrijauskienė and Dumčiuvienė, 2017). The developed marketing strategies of Toyota in the UK and India are evaluated through Hofstede’s cultural comparison (refer to figure 1). 
[image: ]
Figure 2: Hofstede’s cultural comparison of the UK and India
Source: Hofstede-insights (2022)
The initial factor of Hofstede’s cultural dimension is power distance, which is developed based on the fact that every individual in a society is not equal. Huang and Crotts (2019) states that power distance is the factor that displays insight into the level of inequality accepted by a culture. A higher power index indicates acceptance of inequality and support of bureaucracy, while a low score on this dimension indicates affiliation towards flat-level management and a decentralised approach in the workplace. An entirely different range of scores in power distance is evident in the case of India and the UK, as the Indian culture has a score of 77, while the UK has 35. This observation is inferred as the acceptance of inequality by the Indian culture, whereas the UK has high dominance inequality perception. Continually, with a 48 score in individualism, a drastic change from the UK which has 89 in the same dimension indicates a moderate acceptance of both individualism and collectivism in Indian culture. However, the degree of independence for the UK is high which neglects the potential of collectivism expecting and accepting individual works (Schuder, 2016).  
Motivation for people to showcase their feminine and masculine sides is measured through the masculinity dimension, in which a common level of score is maintained by both countries. As 56 and 66 are the annotated score for India and the UK accordingly, both these countries prefer masculinity. Displaying power and focusing on success along with external validations are some of the features in this dimension, which is on average similar for both the countries (Jain and Jain, 2018). Uncertainty avoidance is the measure to which members of culture become conscious of the unknown as certain rooted belief systems are developed for managing such situations (Rajh et al., 2016). The low score for both the UK and India indicates the culture’s acceptance of imperfections and reduces stress for individuals in making the perfect outcome in an activity. An equal score of 51 in long-term orientation is evident for the UK and India, which indicates a preference for traditional values and standards, which they have been managing for a long term. While both these countries have the same score in this cultural dimension, the entirely different traditional and cultural standard for both countries is observed as India adopts Hinduism widely, while the UK is mostly structured on Christianity. Finally, the level of indulgence refers to the desire of an individual in controlling their desires and impulses, in which with a score of 26, India is observed to be accepting restraint.
Thus, critically evaluating the cultural differences and similarities of both the countries, it is inferred that people from the UK and India have strong cultural values which they inherit and present on an international platform without any hesitation. Both cultures manage risk in terms of their safety first, which is compared to the purchasing decisions made only after realising the product’s compatibility with their values and standards which may vary for each of the countries. However, the different power distance and level of individualism indicate the importance of strong persuasion to the Indian population compared to the UK. Thus, for Toyota, to obtain high production and sales benefits and profitability in India, in terms of marketing, pursuing the population through intensive advertisements that create the perception of value for purchase is suitable. However, the UK population needs to be made aware of the car specifications which emphasise their values, which can be related to individualism and level of indulgence, which is high for the country compared to India. 
The model of Hofstede’s cultural dimension thus provided insight into six factors that have an immense impact on cultural standards based in countries where a common platform for business or company development is concentrated. While the model indicates benefits in assessing people from different cultures, criticism of the model’s efficiency and accuracy in delineating cultural differences is raised by Huang and Crotts (2019) and Schuder (2016). Furthermore, the model considers every country as a homogenous society for the results to be convenient with cultural contrast and similar outcome. Thus, evaluating both the benefits and contradictions of the model, the cultural standards o the UK and India are inferred to be supportive of Toyota’s marketing standards on an international platform. 
[bookmark: _Toc112992475]6. Strategy Recommendation for Toyota for international marketing development  
According to Gupta et al. (2022) strategic recommendations for an organisation are structured based on theoretical and practical standards of the company which will assist in reducing the threat of failure. TOWS matrix is a suitable tool for identifying an organisation’s internal strengths and external risks, through which adequate recommendations for future growth can be developed. For Toyota, the TOWS matrix has included its initial strength and weaknesses identified in the UK and Indian market combined, which will create a generalised point of view of strategic development internationally. 
	
	Internal Strength
· One of the largest car manufacturers internationally 
· Quality and class products manufacturing 
· Manufacturing units in India and the UK
· Innovative and Technological infrastructure support 
· Financial assistance for overcoming economic instability 

	Internal Weakness 
· Current operating strategies in India through a joint venture that reduces overall control of marketing standards and production 
· Economic instability in the UK and Indian market due to Covid-19
· Policy changes on tax rates and import rates in the UK 
· Environmental compliance on pollution standards in India

	External opportunities 
· Establishing direct production and management in the Indian automobile sector 
· Indian political support through liberal policies on import tariffs (Luthra et al., 2015). 
· The increasing population of nuclear families 
· Technological and infrastructural support for higher marketing standards 
	SO
· Market cost-effective engines for regulating pricing strategies of products that highlight affordability to the vehicles in the Indian market.
· Developing marketing strategies that focus on niche marketing to its premium products in the UK 
	WO
· Recovery from economic drop due to Covid-19, through utilising liberal policies for import for production.  
· Initiate production of EVs or hybrid engines in an affordable range for Indian middle-class customers to tackle environmental policy issues. 

	External threats 
· Growth of the older population in the UK and increased perception of responsible purchasing 
·  High tax rates for fuel engines 
· Fine for sustainable business based on environmental concerns  
· Increasing competition from EVs and hybrid engines in the UK 
	ST
· Use technology for reducing the environmental pollution in their engines and effective waste management that not only reduces wastage but also supports sustainable environmental development. 
	WT
· Market product range featuring security for the older population 
· Advertise the company’s consideration for environmental issues and promotion of sustainable living.  



[bookmark: _Toc112992476]7. Conclusion 
The current report has developed in-depth research on international marketing standards and strategies of Toyota in the UK and Indian automobile sector, in which a dominant position in both countries is evident. A higher effort for effective marketing standards in the UK compared to the Indian market is evident from the marketing mix of the company, which compared to the external analysis data is inferred as in wrong orientation, as the Indian automobile sector imposes numerous opportunities for the company. Increasing the population and reducing import tariff rates provide higher benefits for Toyota’s marketing strategies, compared to the already established market in the UK. However, identifying the market entry strategies of the company in the UK and Indian automobile sector, less opportunity for full-fledged growth in the Indian market due to joint-venture is evident through this report. Thus, the strategic recommendation suitable for the company in enhancing its international marketing strategies is marketing cost-effective vehicles in the Indian market, which is inferred through the TOWS analysis tool. 
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