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[bookmark: _Toc109259444][bookmark: _Toc112317038]INTRODUCTION
For the international market assignment, I have chosen Toyota company and the two different countries are India and Japan. I will compare the company according to the activities in India and Japan. And this comparison will be held in six different dimensions. To do the market analysis, I will show the STP analysis which includes the segmentation of the market, the targeting among the segmentation and how that target will be acquired using the positioning map. Also, will discuss the environment of the two countries. This environment includes the micro and the macro environment. To analyze the macro environment, I will choose the PESTLE analysis of both countries’ Toyota. And to analyse the microenvironment I will conduct Porter’s Five Forces analysis. Which will show if the forces have a high or low impact in particular countries. To identify the internal and external forces I will show SWOT analyse of both countries. It will show if the particular country has enough strength and opportunity. Or I will face threats. The marketing mix will help to get the idea of the seven major elements of marketing. Seven elements are the product, place, price, promotion, people, process and physical. The combination of these seven elements will help consumers easily find the company. Between Ansoff and BCG matrix I will show the Ansoff matrix. Ansoff matrix will show the current condition of the products. I will help the company to identify which product they should remove from the market and which product should get more investment to serve the excessive demand in the market. Analysing all these we will able to recommend the Toyota what they should do and what have done great in both countries. 


[bookmark: _Toc109259445][bookmark: _Toc112317039]BACKGROUND OF TOYOTA
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Toyota Motor Corporation or known as Toyota was founded back in 1937 in Japan. The headquarters of Toyota is situated in Aichi, a city in Japan. It is Japan’s biggest automobile company and it made its position in the world’s top three car brands before 2000 (Madoh, 2019). Although many American car companies already were assembling cars in Japan, Toyoda, the founder of Toyota, start working on making Japan’s car brand after visiting several times in American automobile production factories. The Toyoda works later changed their name to Toyota after World War Two. Now Toyota is serving and selling its cars and trucks in more than 170 countries in the world. Toyota has a market share of around 10.5% in the whole world and has positioned top (Wang, 2021). Under the Toyota Motor Corporation, there are a total of five brands including Daihatsu, Hino, Lexus, Ranz and Toyota itself. Among them, Hino produces buses which is a worldwide famous brand and Ranz specialized in making electric cars. To provide affordable and quality products, Toyota has an assembly factory in India. Not only in India, but Toyota is also very much famous in Indiana, Virginia etc. Toyota’s philosophy is thinking for the future and always looking for the solution to every problem. 
The mission statement of Toyota is to the improvement of life
The vision of Toyota is to drive the future mobility society, enriching lives around the world with the safest and most responsible ways of moving people.


[bookmark: _Toc109259446][bookmark: _Toc112317040]MACRO ENVIRONMENT
Macroenvironment is the overall condition of a particular region or country. It says about six different conditions of a country. And the six factors or conditions are combined as PESTLE. The six factors of PESTLE are the Political Factor, Economic Factor, Social Factor, Technological Factor, Legal Factor, and Environmental Factor. 
[image: PESTEL Analysis (PEST Analysis) EXPLAINED with EXAMPLES | B2U]
Figure 1 PESTLE analysis (Nkomo, 2019)

Political: Japan is considered one of the politically stable countries in the world. The tax rate in Japan is low compared to the world average. In Japan, the average rate is 22.3 % and the world average tax rate is 24.6% (Nkomo, 2019). Also, Japan provides support to the home-grown industry. Though Japan is facing a few problems with China and China is one of the largest consumers of Toyota motors. The political condition in India is also favourable for Toyota. India always wants more investment from foreign companies and invites them to establish factories. With a lower rate compared to other countries, Toyota has a favourable condition in the Indian market. 
· Similarities: Both countries' political condition is quite the same. So internal issues can affect the growth of Toyota. Also, the government provides different support in the time of national crisis in the country.
· Differences: Japan is facing a few problems with China and China is one of the largest consumers of Toyota motors. The political condition in India is also favourable for Toyota.
Economic: Japan’s economy is currently doing well. And the different industries face fewer economic problems. An unstable economy makes changes in the interest rates and exchange rates of the currency. The inflation rate of Japan is changing very lower rate. In 2019 the inflation rate changed by 0.98% compared to the previous year (Batth, 2021). And in 2020 the rate changes by 0.46% compared to the year 2019. During the covid period, the inflation rate of India moved higher compared to the past 60 years. The rupee price also decreased. Many people lost their jobs and the employment rate also decreased. The economic condition of the two countries is different here.
· Similarities: Overall GDP condition is similar in both countries.
· Differences: The inflation rate rises more in Indian than in Japan.
Social: More and more people in Japan and India are opting for eco-friendly and fuel-efficient vehicles. More and more Indians are investing in automobiles, and those buyers prioritize reliability over aesthetics. The cultural gaps between the two countries can be seen using the Hofstede model.
The Hofstede model helps to understand a particular area’s cultural condition. The Hofstede model talks about the six factors: power distance, uncertainty avoidance, individualism, femineity/masculinity, time perspective and restraint vs indulgence (Yamamura et al., 2013). Japan is a mid-level hierarchical society. In Japanese society, everyone is considered equally. So the power distance is low. In India the power distance is high. People are dependent on the decision taker of society and family. Japan follows individualism. When the children start earning they go to their living place and start bearing personal expenses. On the other hand, India is more of collective socialism. They love to extend their family. Japan is considered one of the most uncertainty-avoiding countries in the world. they have learned to keep prepared for any kind of situation. India has a medium-low preference to avoid uncertainty. Indian people love to tolerate any kind of situation. They do not feel to take any action. Japan is very much a masculine society. Here people love to compete with others and competition drives them to work better. India has also a masculine society but not as functioned as Japan. As India is also a religious country they prefer helping to compete with others. Japan is a long-term-oriented country (Wada, 2020). They think about the future and how can they improve their society. On the other hand, India is a neutral society. Japan has a culture of restraint. They do not spend their free time much. India is more restrained.
Hofstede's model helps to make decisions knowing the cultural condition of an environment. As culture is one of the important factors in the expansion of any business, Hofstede's model reduces the uncertainty of expanding to any international market. 
Having all the advantages, there are a few disadvantages to using the Hofstede model. Hofstede's model has a limitation of not focusing on the community of any culture. Also, analysis of a culture without offering them the product does not portray much about the culture.
· Similarities: People are moving to consume environmentally friendly cars and cars that consume less fuel.
· Differences: People are more micro-family oriented in Japan, whereas in India people want to live together.
Technological: Japan is technologically advanced. Compared to India, Japan is spending their time in future. They have introduced automation in every possible sector (Profiroiu, 2020). Also, the research and development of the motor industry have many opportunities in Japan. India is growing their sectors and opportunity using technology. Foreign companies are investing in India. 
· Similarities: India and Japan both are giving priority to automation in every sector possible.
· Differences: Japan is more technologically advanced than India.
Legal: Japan practices every type of legal activity very strictly. The rights of the employee and the employers and also the protection of the intellectual property is favourable in Japan. In India, the government recently made changes to different natural rules and regulations. Also, the recycling act is now strictly maintained here. The legal power of workers and companies are in their hand also.
· Similarities: Both countries are very strict about the legal rights of humans.
Differences: Having the technology Japan can take action on different illegal activities more than India
Environmental: Japan is the cleanest country in the world. and also the people of Japan like to keep clean their land. But Japan faces natural calamities frequently. In India, as the industries affect negatively by carbon emission, making fewer carbon emission companies is a challenge here (Debnath, 2021). And also different environmental regulation makes the Indian market a bit unfavourable for Toyota motors.
· Similarities: the noise and light pollution is similar in both countries.
· Differences: Japan is a clean country but they face more natural calamities than India. India is more polluted than Japan.

[bookmark: _Toc109259447][bookmark: _Toc112317041]PORTER'S FIVE FORCES MODEL
Porter’s five forces model talks about the five factors of the microenvironment that directly affect the organization. It shows the condition of the competitive environment. The factors of Porter’s five forces model are the bargaining power of customers, the bargaining power of suppliers, the threat of substitutes and new entries and lastly the rivalry among the competitors.

[image: Drive Business Strategy & Competitiveness with Porter's Five Forces »  Disruptiv Nation]
Figure 2 Porter's Five Forces Analysis (Stanislavscaia, 2021)

1. Bargaining power of customers: Japan has a lot of native automobile companies along with many foreign companies. Here customers have many options to choose the desired product. Customers have the power to bargain and they have the option to have lower price products (Stanislavscaia, 2021). For this, the bargaining power of customers in Japan is high. In India, the bargaining power of customers is also high. Brands like Hyundai, Tata motors etc. are operating in the Indian market. Companies have to think about the buying condition of the consumers. That’s why the bargaining power of customers in India is high.
2. Bargaining power of suppliers: Japan is a haven for all the raw materials that we need for the motor industry. The bargaining power of suppliers is low here. The automobile industry stabilised its raw material suppliers (Hatani, 2020). That’s why the input price always remains stable. But in the Indian market, industries are suffering from getting the raw materials at an affordable price. As all the materials need to import from other countries the bargaining power of suppliers is high here.
3. The threat of substitutes: People can easily change their current car because the switching cost is lower here. In Japan, people love to use their native products, so the risk of switching to a foreign brand is low here. Also, Toyota's service and convenience are hard to find in other brands. That’s why the threat of substitutes in Japan is low here (Shigeta, 2020). But in India, many local brands provide higher value at a lower price. The Indian market has a moderate threat of substitutes. The threat is moderate because customers who want comfort over price will always stick to Toyota motors.
4. The threat of new entry: The threat of new entry in both countries is low. In Japan, all the renowned automobile brands are already running their operations. The competitors in the market are so high that a fully new company will not show the courage to get into the market (Ando, 2018). Establishing a good position in the market will take huge money and time. Which is not worthy enough. At the same, the Indian automobile market is growing but all the international brands and also the famous local brands are operating in the Indian market. The electric car companies can enter the market, but the oil engine companies have already started making electric cars. For this, the threat of new entry is very low in both Japan and India.
5. Rivalry with competitors: the rivalry among the competitors is high in both Japan and India. Japan is the third largest automobile industry in the world. so, all the international brands already started operating their companies in the Japanese market. Also, there are a lot of native brands that acquired a large amount of market share (BHARATH,  2020). Customers always wanted better products and convenience. That’s why the competitors provide service according to the demand of the consumers. And India is the fourth largest automobile market in the world. the demand for the products is high here. That’s why all the international brands already have entered the Indian market. And competing with local brands they are providing the service according to the demand of the Indian market. That’s why the rivalry with competitors is high here.

[bookmark: _Toc112317042]Similarities and Differences Between Japan and India
Both countries have high bargaining power over customers. As there are more options to buy, the customer can manipulate the price. In Japan, as there are many manufacturers and they all can supply raw materials on their own, the bargaining power of suppliers is low here. But in India, as there is a limited number of suppliers of desired raw materials, the bargaining power is high. No brand does not want to enter the Japanese market as the market has high competition. For this three then the threat of new entry is low here. Also in India, if brands do not introduce new products, grabbing the market will be hard for them. So the threat of new entry is moderate in the Indian market. The rivalry in both countries is high. Japan is the third largest market and India is fourth. So all the brands already get into the market and make a highly competitive market.
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	Factors
	Japan
	India

	Strength
	· People want native brands more than foreign ones.
· Toyota has the goodwill of safety, durability and comfort.
	· Low labour and other costs.
· Increasing demand for a foreign car.
· Rising middle-class family.


	Weakness
	· Do not have much presence in smaller car section.
	· Labor’s productivity is lower than others.
· Local demand is for lower-cost cars.

	Opportunity
	· Hybrid car demand is increasing.
· The market trend is changing.
	· Rising living standard.
· Rural demand is rising.

	Threat
	· High competition.
· All the cost is increasing.
	· Lack of skilled labour.
· After covid different tax on motor vehicle industry is increased.



In Japan, people love using their homegrown vehicles more than foreign brands. Toyota has a big strength here in that being a Japanese brand it can easily attract consumers (Basavaraj, 2018). Also, Toyota has the goodwill of being a safer car with long-term durability. And Toyota is serving comfort to the consumers and it is the USP of Toyota motors. In India, the labour cost is so low than in most countries. Toyota can assemble a car at a lower cost here and it gives a higher profit margin. India also loves to use native brands but recently they start buying international brands a lot. It is because the middle-class people’s income is rising and they want durable and comfortable cars which is a strength for Toyota in India.
Japan has a micro-family society. The average family member size is low here, that’s why most of the family do not want to spend much money on big size cars (Megha, and Balani, 2018). But Toyota does not have much presence in the smaller size car section. This is a weakness for Toyota in Japan that they are missing a vast number of consumers. In India, the productivity of the labourers is so low. The company has to spend more time with them for training and motivating. This all the things increases the overall cost. But people in India want lower-cost cars. 
The demand for hybrid cars in Japan is increasing. It reduces the fuel cost and also the overall servicing cost is lower. Toyota has an opportunity to make its presence in the hybrid car sector more strongly. Also, the market trend is changing, and most companies can not get the changing trend or they make it late (Kumar, 2021). Toyota can identify the changing trend and make decisions according to that where most of the companies remain in old trends. On the other hand, the living standard of the Indian people is increasing. People now have more disposable income than before. They now can think about buying their cars. 
The threat to Toyota in Japan is the market has high competition. All the renowned brands are either from Japan or start their operation in Japan. In a high competition market keeping the market share is very hard and stable pricing can help companies to maintain the market share. But as the world economy is suffering the cost of different sectors is increasing. In India, the competition is also hard but local brands acquired a wide range of portions. Here the threat is not o find enough skilled labour. Without skilled labour, the quality is hard to maintain. And organizations have to spend more time making them skilled.
Similarities: People of both countries want native brands more than foreign ones. Even though foreign provides higher value (Sato, 2012). The demand for electric vehicles is increasing in both countries. After the covid, as the raw material prices are increasing the overall price of production is increasing.
Differences: The product line in the two countries is different from each other. Also, Japan has more skilled people than India. The economic condition of Japan is more affluent than the condition of India (Sato, 2012).

[bookmark: _Toc109259449][bookmark: _Toc112317044]STP ANALYSIS
Toyota segmented the market into demographic, psychographic and lifestyle wise. Toyota segmented the market by age from 20 to 35, from 35 to 50 and 50 to 65. Also, they segmented the market according to income and occupation. A higher-income individual would love to buy a more functioned and higher-cost car. So according to family income, they segmented the social class into three groups, the lower class, middle class and higher class. This social is also driven by the occupation of the earning member of a family. Psychographic segmentation talks about the interest, and opinions of a group of people (de Sousa, 2022). In India, Toyota segmented the market by income and lifestyle of consumers. They divided the social class into four groups, the lower class, middle class, upper middle class, and higher class. They also segmented the geography-wise. They identify some areas according to the income and activity of the people.
Among the segmented market, Toyota Japan targeted the age group from 20 to 35 and 35 to 50. In Japan, the majority of the people are from this age range and most of the people of this want to have a car and they drive their own. And from the social class segmentation, Toyota Japan targeted the middle class and the higher class people. And for these two classes design different categories of cars. In India, Toyota targeted the middle class and the higher middle-class people (Bhuyan, 2022). People from the upper middle class have always been a big market in India the middle-class people’s disposable income is increasing and they are shifting to have their cars. 
To grab the targeted market in Japan, Toyota designed its cars more futuristic and up-to-date. So that the young consumers aged 20 to 30 can choose Toyota. And with the goodwill of durability, Toyota positioned their cars as the most comfortable cars in Japan so that the people of 35 to 50 can go for Toyota. For middle-class and higher-class people, Toyota produces two different price range cars. And positioned in the middle-class category with the most affordable cars and the higher class with the luxury car brand in Japan. In India, Toyota also designed its products according to social class (Musonera, 2019). They positioned themselves as the most affordable and futuristic cars like Toyota in Japan. 


[bookmark: _Toc109259450][bookmark: _Toc112317045]MARKETING MIX
Product: to fulfil the consumer’s demand Toyota has injected numerous products. Some want pure sedan cars, some want SUVs, Zip and other offroad cars that are very demandable for the consumers. Also, the road condition and driving behaviours forced Toyota to design different models of cars in both Japanese and Indian markets.
[image: Marketing mix of Toyota - Toyota Marketing mix and 4 P's]
Figure 3 Products of Toyota Motors( Bobek, 2021)

Japan and India has now similar types of Toyota products as the consumer demand and buying behaviour is quite similar in the two countries. Toyota implements a differentiated targeting strategy of manufacturing and distributing its offers according to the customer segments in order to improve customer satisfaction in both nations. This approach is used for both manufacturing and selling the company's products (Nkomo, 2019). The organization uses value-based positioning tactics as well as user utility positioning strategies in order to emphasize the practical benefits that its products and services have to offer.
Price: Toyota sets the cars differently in different parts of the world. And the price is set according to the income level of the consumers (Bobek, 2021). Toyota targeted their consumers in Japan both higher-income consumers and middle-income consumers. Also in India, the price is set according to the targeted consumer’s income. Toyota set the price also thinking of the cost of the production. Toyota always wants to provide the best value to the consumers. And also Toyota divided different models for the higher-paying consumers and lower-paying consumers. So that everyone can enjoy the comfort of Toyota in both Japan and India.
Place: Toyota Motor Industry is a homegrown automobile company in Japan. Seeing the automobile industry in the USA in 1926. But In India, Toyota entered the market by jointly venturing with Vikram Kirloskar (Novais, 2022). Toyota sells its vehicles through the Toyota, Toyopet, Corolla, and Netz sales networks. In 2005, Lexus opened a new sales channel in Japan to better compete in the country's premium automobile market. The company has the largest sales distribution network in Japan.
Market Entry Methods
A Joint Venture is a contract between two or more parties to do business in a particular area with sharing the profit. Generally, it happens when a new company wants to enter a new country. To enter a very new country, the company contracts with the local businesses to operate in the market. As Toyota contracted with Vikram, Toyota used the joint venture method to enter the Indian market. 
Advantages: Help in expanding capacity and getting into new markets through distribution channels. In other words, it makes it possible to divide up potential benefits and losses between partners, also useful for gaining exposure to cutting-edge information and connecting with specialized personnel (Nkomo, 2019). lastly, better availability of resources like money and technology.
Disadvantages: The venture's goals aren't crystal obvious at this point. couples have trouble communicating because of cultural and linguistic differences. When it comes to the joint venture, the partners have various goals in mind (Novais, 2022). There is a disparity in the quality of work and resources available. Inequitable distribution of both labour and material resources
Promotion: Toyota in Japan uses all kinds of promotional activities. They hired selling agents to use personal selling methods to try to sell products. Also, different types of advertising in different media have been used by Toyota in Japan. Toyota uses TV commercials to social media advertisements. Also, Toyota uses product placement. They sponsored their car in different movies to gain attraction (Gao, 2022). In India Toyota being a joint venture company can not cover a wide range of promotion promotions. That’s why it started the dealer system. Many organisations being a dealer of Toyota started selling cars in different parts of the India India. And they promote in their way own way.
People: In Japan, Toyota can easily find skilled and productive people as a workforce. Toyota does not need to train them much and give them extra idle items. But in India, the employees and labourers are not that skilled to perform as per the expectation. That’s why Toyota always tries to empower them (Min,  2019). The people of the company represent the company. So the people in the service line have to be well trained to manage others. Thinking about the long-term benefits, Toyota always spends money and time on unskilled people.
Process: Japan being one of the technologically advanced countries in the world, automated all the industrial processes so do Toyota (Divakaran, 2019). From designing the product to manufacturing the different parts of the products are automated. Also, people can now customize their cars and order online. The company delivered the product at the consumer’s doorsteps. The customer service process is also advanced. People can easily find all type types of solutions online, also the team Toyota visits the customer as per the complain-complaint complain complaint or problems. But in India, not all things are automated due to a lack of technological support. The assembling part is done by robots. 
Physical Evidence: In both Japan and India, Toyota tries to make relationships with consumers even after the completion of buying the product (Min,  2019). Most companies think the selling of the product is the termination of the relationship with the buyer. But Toyota thinks it is the beginning of the relationship. After-sales problems and services are one of the USPs of Toyota in both Japan and India.
Similarities: Japan and India have the same categories of products. The need and demand for the car are quite similar among the consumers. Promotional methods and activities are the same in both countries (Min,  2019). Both countries use traditional and digital promotional activities. 
Differences: For the economic condition, The product price has to be less in India than in Japan. The market entry mood is also different. As Toyota’s birth country is Japan, it does not need to enter the market following any methods. On the other hand, Toyota uses the Joint Venture method to enter the Indian market.

[bookmark: _Toc109259451][bookmark: _Toc112317046]WHAT IS A DIRECTIONAL DEVELOPMENT STRATEGY?
A directional development strategy is a company’s strategy to reach the goal and increase profit. Using the directional development strategy companies focus on the specific part of the operation for the betterment of the overall company (Lee,  2018). All the individual departments of an organization identify the core issue of the organization. And if those need more support, the organization gives or running those is a problem for the organization then those are reduced by the management. The directional development strategy taken by Toyota is market penetration. Toyota diversifies its product line for all market segments. It helps Toyota to reach and engage with more customers in the market. Toyota also follows the product development strategy. Toyota makes a research and development team to catch the market trend and using rapid innovation methods they develop new products and introduce them to the market. This strategy helps Toyota to attract consumers to the new products. And also the old customers try the new offering of the company having already a car. So, the advantages of a directional development strategy are the growth of the company occurs faster and it helps the company to stand out from the other brands or the competitors in the market.


[bookmark: _Toc109259452][bookmark: _Toc112317047]ANSOFF MATRIX
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Figure 4 Ansoff Metrix (Lee,  2018)

Ansoff matrix is also known as the Market/Product expansion grid. This helps the management and the business analyst to identify the growth and plan according. This is a two-by-two model. It has a product line and a market line. The product line is divided into an existing product and new products also the market line is divided into an existing market and the new market. When an existing product star operating in an existing market then it is called market penetration. When a new product starts operating in an exciting market then it is called product development. Like, an existing product that comes into a new market is called market development and a new product in a new market is called diversification strategy.
Market Penetration: Toyota uses different sales-driven steps to penetrate the market. In Japan, Toyota maximizes the sales touch points. They start contacting directly to potential consumers. This helps Toyota to make a connection with consumers and also consumers feel a different attraction to the brand. In India, Toyota increases its dealer network. As Toyota is operating in India as a joint venture company. It is hard for them to reach everywhere in the country. So they appoint dealers to serve the product and also the service. So, improving the relationship with the dealers helps Toyota to increase its sales of the company. 
Market Development: the flagship product line of Toyota is the CROWN. It is mainly used by high-level corporate personnel in Japan. Now Toyota is planning to release this crown product line in 40 new countries. As the Toyota crown is already an existing product. But it was not available in the 40 countries where it is now launching. So those countries are the new market for Toyota. And launching the crown model in those countries is known as the market development growth strategy. 
Product Development: Product development means either launching a new product in an existing market or making some changes or adding some features to the existing products. Toyota continuously improves its current product line according to the complaints and suggestions getting from consumers. With this product development, Toyota also introduced the electric vehicle in the current market. As the electric vehicle is a new type of product that did not exist in the market, it is called product development. Innovation, research and development are correlated with product development. 
Diversification: diversification in the Ansoff matrix refers to entering into a new market with a new product. After doing the product development and the market development, diversification can be very risky for the company. Diversification needs new infrastructure and skilled people. And arranging the new setup for the business can be very costly. And as the product is new in the new market, the possibility of getting higher profit from the beginning is very low. Analysing the pros and cons of diversification, Toyota decided to stick to its current products. More giving focuses on market development. As not all types of existing products are available in all markets, it is a huge chance for Toyota to step into those markets with existing products and grab the ungrabbed market.
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RECOMMENDATION


	External factors/ Internal factors
	Strength

	Weakness

	Opportunities
	SO: Producing hybrid cars.
Push selling in the Indian market.

	WO: Hiring skilled workers from other countries.
Introducing budget-friendly cars.

	Threats
	ST: Partnering with other competitors. 
Invest more in CSR activities.
	WT: should enter into the technologically advanced country.



SO: Using the strength and seeing the opportunity, Toyota should focus on producing more hybrid cars. And as Indian start buying more cars, Toyota should start pushing sales in the Indian market. 
WO: Toyota should hire more skilled people from other countries. As India has fewer skilled workers. And thinking about the income, Toyota should introduce a new budget-friendly product line for India. 
ST: Toyota can do partnerships with other competitors to keep their goodwill in the competitive market. CSR activities also can grab the attention of consumers.
WT: As skilled workers are important, Toyota should enter a technologically advanced market.
[bookmark: _Toc109259454][bookmark: _Toc112317049]CONCLUSION

Being one of the largest car manufacturers in the world Toyota is operating in many countries in the world. They entered the countries following different market entry methods. In the Indian market Toyota uses the joint venture method to enter the market, using different methods, Toyota is now operating in more than 170 countries. In this assignment, we have discussed the two top countries where Toyota is operating. Japan is the third largest market and India is the fourth largest market in the world. Above I have shown the macro environment condition of the two countries. Also identified the favourable and unfavourable conditions. Also compared the two country’s environmental conditions. As same, we also analysed the micro environment condition of Toyota in both India and Japan. Also analysed the strength, weaknesses, opportunities and threats of Toyota in India and Japan. Tried to showcase the similarities and differences between the two countries. Using the SWOT analysis we also recommended what could Toyota do in the future using the TWOS matrix. Toyota segmented its market as per its mission and vision and among the segmented market, it targeted some of the segmented market markets. And positioned themselves in those markets to grab the maximum market share in both the Japanese and Indian markets. The marketing mix shows the summary of their overall product line. How they are priced and are being promoted in the market.


[bookmark: _Toc109259455]REFERENCES
Ando, R., 2018. Data analysis on a traffic accident and urban crime: a case study in Toyota City. International journal of transportation science and technology, 7(2), pp.103-113.
Baber, H., 2018. Service quality perception of customers–A study of Toyota motors in India. Organizations and Markets in Emerging Economies, 9(18), pp.311-323.
Basavaraj, S., 2018. CSR activities of a Japanese company operating in India-strong or weak sustainability: a theory testing of a Cybernetic model. International Journal of Management Practice, 11(3), pp.284-317.
Batth, V., 2021. Toyota Motor Corporation: Just in Time (JIT) Management Strategy or Beyond?. Journal of Case Research, 12(1).
BHARATH, V., 2020. A STUDY ON IMPACT OF COMPETENCY MAPPING IN TOYOTA, INDIA.
Bhuyan, A., 2022. Evaluating the lithium-ion battery recycling industry in an emerging economy: A multi-stakeholder and multi-criteria decision-making approach. Journal of Cleaner Production, 331, p.130007.
Bobek, V., 2021. COMPETITIVENESS ANALYSIS OF EUROPEAN AUTOMOTIVE INDUSTRY.
de Sousa, G.C., 2022. PESTEL analysis and the macro-environmental factors that influence the development of the electric and hybrid vehicles industry in INDIA. Case Studies on Transport Policy, 10(1), pp.686-699.
Debnath, R., 2021. Political, economic, social, technological, legal and environmental dimensions of electric vehicle adoption in the United States: A social-media interaction analysis. Renewable and Sustainable Energy Reviews, 152, p.111707.
Divakaran, P., 2019.  AN ANALYSIS OF LEAN MANUFACTURING OF THE INDIAN AUTOMOBILE INDUSTRY.
Gao, B., 2022, April. A Study on the Differentiation of Purchasing Demand between China and Japan. In 2022 7th International Conference on Social Sciences and Economic Development (ICSSED 2022) (pp. 1432-1438). Atlantis Press.
Hatano, F., 2020. Artificial Intelligence in Japan: Policy, prospects, and obstacles in the automotive industry. In Transforming Japanese Business (pp. 211-226). Springer, Singapore.
Kumar, R., 2021. Role of zero-emission vehicles in the sustainable transformation of the Indian automobile industry. Research in Transportation Economics, 90, p.101064.
Lee, J., 2018. Growth strategy from the suppliers' viewpoint: a case study of Denso and Hitachi Automotive Systems. International Journal of Automotive Technology and Management, 18(4), pp.371-383.
Madoc, A., 2019. Case Study on Market Mix Strategies of Toyota Motor Corporation. Asia Pacific Journal of Management and Education (APJME), 2(3), pp.70-78.
Megha, P. and Balani, M., 2018. A Study on Campus Connect Hiring at Toyota Industries Engine India Pvt. Ltd., Bangalore.
Min, S., 2019. Strategic divergence of keiretsu Toyota suppliers and Nissan suppliers. Annals of Business Administrative Science, 18(6), pp.237-249.
Monera, E., 2019. Electric Car Brand Positioning in the Automotive Industry: Recommendations for Sustainable and Innovative Marketing Strategies. Journal of Strategic Innovation & Sustainability, 14(1).
Nkomo, T., 2019. Analysis of Toyota Motor Corporation.
Nkomo, T., 2019. Analysis of Toyota Motor Corporation.
Novais, A., 2022. Application of tools from the Toyota production system on a construction site: a case study.
Profiroiu, M., 2020. Toyota Motor Corporation's Culture Strategy. Revista de Management Comparat International, 21(4), pp.458-489.
Sato, T., 2012. Economic relations between India and Japan. Eurasian Geography and Economics, 53(4), pp.457-478.
Shigeta, N., 2020. Sustainable development of the automobile industry in the united states, Europe, and Japan with a special focus on the vehicles’ power sources. Energies, 14(1), p.78.
Stanislavscaia, N., 2021. The strategic diagnostic of the automotive industry enterprises [Articol].
Wada, K., 2020. The Evolution of the Toyota Production System. Berlin, Heidelberg, Germany: Springer.
Wang, Z., 2021. HOW CAN TOYOTA MOTOR CORPORATION ACHIEVE SUSTAINABLE DEVELOPMENT. Управління розвитком складних систем, (46), pp.141-148.
Yamamura, J.H., Stedham, Y. and Satoh, M., 2013. Changing dimensions of national culture in Japan: Applying the Hofstede framework. Economic Research Center, School of Economics, Nagoya University.


3

21

image3.png
ENVIRON
MENTAL

TECHNO
LOGICAL





image4.png
Porter’s

Five
Forces





image5.jpeg
Cars & Minivan

& b a0 e =

Yaris Corala Avalon Sienna
Hybrids & EV
Pis e Pros Prusy. CamiyHybid  Avalon Hybiid

Crossovers & SUVs

venza ravs £ Cruser Highlander Ronner

Trucks

Gyl Ggie gPh g5

Tacoma Regular Cab Tacoma Access Cab  Tacoma Double Cab. Tundea Regular Cab




image6.png
THE ANSOFF MATRIX
PRODUCT

EXISTING NEW
2 Market Product
Y E Penetration Development
= = Strategy L Strategy
=" __ _ w»s»‘”
= = __
Market
Develagpr?neh{ Diversification
3 L Strategy  trteyy ;

CREATED BY: IGOR ANSOFF, 1960 ESSENTIAL MARKETING MODELS HTTP://BIT.LY/SMARTMODELS





image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant
University of Wales
Trinity Saint David





image2.jpeg




