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Introduction 
[bookmark: _Toc192788321][bookmark: _Toc192788345]Background 
Digital marketing has a significant influence across the car industry by helping them connect with consumers better, develop sales and establish their brands more visible. Toyota’s digital marketing strategy concentrates on establishing trust, facilitating innovation, observing consumer requirements, and expanding its global reach. 
[image: ]
[bookmark: _Toc192788346][bookmark: _Toc192788374]Figure 1: Advertising of Toyota Motor
(Source: Statista.com, 2025)
As per the above figure, in 2021, Toyota contributed £1.7 billion across advertising activities over the globe (Statista.com, 2025). The marketing strategies of Toyota revolutionise across examining its sales and distribution channels to significantly reach a huge scale of consumers and develop its overall purchasing experience (Businessmodelanalyst.com, 2024). In addition to this, recognising the growing demand for digital platforms, Toyota has facilitated digital marketing strategies to offer a seamless buying experience (Brandvm.com, 2024). Toyota utilises digital media channels for reaching a wide range of consumers and also embraces video content marketing by collaborating with social media influencers to reach younger demographics.
[bookmark: _Toc192788322][bookmark: _Toc192788347]Significance of the research 
The research will be valuable for car producers as the research may elaborate significant strategies for implementing digital marketing on consumer behaviour and help to gain a competitive advantage. The recommendations that may be offered in the research will assist the car producers by equipping them with adequate approaches for getting the solutions to the issues posed by digital marketing (NASER, 2021). In addition, the findings of the research will aid the management of digital marketing in observing consumer behaviour, the enhancement of personalised services, and the adoption of robust technologies within the sector. 
[bookmark: _Toc192788323][bookmark: _Toc192788348]Aims, Objectives, and Research Questions 
Aim
The aim of the research is to evaluate the impact of digital marketing on understanding consumer behaviour in Toyota.
Objectives
· To analyse the impact of digital marketing on consumer behaviour in Toyota
· To evaluate digital marketing strategies implemented by Toyota for connecting with consumers
· To analyse challenges faced by Toyota while implementing digital marketing strategies
· To offer recommendations for Toyota to overcome digital marketing challenges
Research question
1. How does digital marketing help Toyota understand consumer behaviour and help connect with them?
2. What digital marketing strategies does Toyota use for personalised experiences?
3. What are the challenges Toyota faces while implementing digital marketing strategies?
4. How does Toyota mitigate the challenges of changing consumer behaviour?
[bookmark: _Toc192788324][bookmark: _Toc192788349]Methodology 
[image: ]
[bookmark: _Toc192788350][bookmark: _Toc192788375]Figure 2: Saunders’ Research onion 
(Source: Seuring et al. 2021)
The research may utilise Saunders’ research onion to confirm coherence between all methodological choices to make it more effective.
[bookmark: _Toc192788325][bookmark: _Toc192788351]Research Philosophy
The study may utilise positivism philosophy as it helps to systematically examine different phenomena of digital marketing by highlighting replicable experiments and observation-based evidence (Nayak and Singh, 2021). Moreover, the study will select positivism philosophy despite interpretivism as it may emphasise the emphasise on quantitative method as well as statistical analysis. Positivism philosophy is objective in nature and adopt systematic approach that helps in enhancing the validity and meet the objectives and purpose of the research. Positivism philosophy uncover relationship between different variables and give focus on objective facts that enhances reliability of the research.  
[bookmark: _Toc192788326][bookmark: _Toc192788352]Research approach 
The research will implement a deductive approach as it helps to explain the causal connection between variables and concepts and generalise research findings across a certain context (Islam et al. 2022). The deductive approach may also help in testing hypotheses and applying known insights regarding digital marketing to consumer behaviour. Besides that, a deductive approach in research quantitatively measure concepts, find causal relationship between variables and generalise the overall research findings.   
[bookmark: _Toc192788327][bookmark: _Toc192788353]Research strategy 
The study will select a case study strategy through focusing on digital marketing strategies by Toyota to understand consumer behaviour (Thomas, 2021). A case study strategy may assist in developing theories regarding the particular phenomena along with its real-life settings and help to address complex issues. By making case study on Toyota company it helpful getting deeper practical insights of impact of digital marketing on consumer behaviour and explore complex issues to provide richer and nuanced findings. 
[bookmark: _Toc192788328][bookmark: _Toc192788354]Research Design
The research will implement an exploratory research design as it offers adaptability and flexibility which lead to exploring insights and perceptions regarding the topic (Islam et al. 2022). Exploratory research design may assist to summarise the topic and establish a clear problem statement and hypothesis.
[bookmark: _Toc192788329][bookmark: _Toc192788355]Research choice
The research will follow the mono method as it may be concentrated on primary data collection as it is easy compared to the mixed method (Pandey and Pandey, 2021). 
[bookmark: _Toc192788330][bookmark: _Toc192788356]Time horizon
The study will follow a cross-sectional time horizon for analysing the population across a single period which makes it relatively inexpensive and quick to conduct.
[bookmark: _Toc192788331][bookmark: _Toc192788357]Data collection 
The research will utilise primary data collection through making online survey by using Google forms and the sample size will be 50. Therefore, 22 questionnaires will be developed including 3 demographic questions and 19 analytical questions. The research will utilise primary data over secondary as it is more reliable and accurate as it comes across direct sources (Verma et al. 2024). Primary data will be obtained in real-time which makes it significant for monitoring procedures or tracking events. Here, the primary data collection through online survey is effective in gaining deeper understanding of digital marketing effectiveness in understanding the behaviour of consumers as data is directly collected from people. 
[bookmark: _Toc192788332][bookmark: _Toc192788358]Data analysis
The study will implement a statistical analysis through SPSS which includes different tests such as correlation, descriptive statistics, reliability, and regression tests (Saha and Paul, 2023). The study may select statistical analysis despite thematic analysis as it helps to interpret and organise data and develop the value of the data through interpreting the complex dataset. 
[bookmark: _Toc192788333][bookmark: _Toc192788359]Literature review 
[bookmark: _Toc192788334][bookmark: _Toc192788360]Impact of digital marketing on consumer behaviour in Toyota
The automotive industry has witnessed a notable shift with the rapid rise of digital marketing. Purchasing decisions of consumers are significantly influenced by digital marketing as it provides readily accessible data, leverages social proof by recommendations or reviews as well as gives opportunities for comparing products and services. Toyota, one of the leading multinational automotive manufacturers, leveraged digital marketing strategies to connect with consumers at a personal level to understand their behaviour, preferences, and purchasing patterns. Hauke-Lopes et al. (2023), opined that digital platform like social media, and email marketing enable consumers to get detailed information on product features, comparisons, and reviews that decreasing the need for traditional face-to-face interactions.
Direct access to information has provided greater control to consumers regarding their buying process. As per the theory of planned behaviour, purchasing behaviour of customers is significantly determined by factors like subjective norms, behavioural attitude as well as perceived control of behaviour. Toyota with the help of digital marketing strategies aims to build a positive brand image that resonates with the preferences and interests of its consumers. Moreover, Rosário and Dias, (2023), stated that the preferences and online habits of consumers are constantly changing which makes it challenging for companies to keep up with the preferences and needs of consumers and maintain trust and loyalty among them. To address this challenge there is a need to regularly study the demographics and behaviour of consumers to influence their buying decision and increase sales. 
[image: ]
[bookmark: _Toc192788361][bookmark: _Toc192788376]Figure 3: Impact of digital marketing on consumer behaviour
(Source: Moengage.com, 2024)
[bookmark: _Toc192788335][bookmark: _Toc192788362]Evaluating digital marketing strategies implemented by Toyota for connecting with consumers
In the era of the fast-paced automotive business, a strong online presence is essential for driving conversion and engagement rates and boosting the brand image. Nguyen, (2024), cited that social media has become a game changer in the realm of digital marketing. Social media platforms like Facebook, YouTube, and Instagram help automotive companies like Toyota in showcasing visually appealing content. Toyota through social media platforms presents stunning car visuals, manufacturing procedures, and glimpses of dealerships as well as new car models. Thus, presenting all features and engaging with customers at a personal level automotive companies can build long-term positive relationships with consumers and maintain trust and loyalty. On the other hand, Aliyeva, (2024), stated that search engine optimization (SEO) is an effective way to improve visibility of the content and increase the engagement of consumers in business. Toyota invested in SEO and used relevant keywords to reach potential customers who are searching for vehicles. Besides that, SEO-friendly meta tags help enhance the visibility of the relevant content. Customer engagement theory is a structural framework that helps companies understand the relationship of consumers with the brand. As a result, it can be helpful for automotive industries in boosting their performance.  Toyota by creating more engaging content through blog posts, eye-catching infographics, and articles can reach a wide range of audiences and increase their engagement. Besides that, through social media platforms staff of companies need to answer common queries for fostering connection and long-term engagement in business. 
[image: ]
[bookmark: _Toc192788363][bookmark: _Toc192788377]Figure 4: Evaluation of digital marketing strategies
(Source: Roiminds.com, 2024)
[bookmark: _Toc192788336][bookmark: _Toc192788364]Challenges faced by Toyota while implementing digital marketing strategies
Digital marketing strategies not only provide benefits but also present numerous challenges that need to be considered by companies to achieve their effectiveness. Llopis-Albert et al. (2021), stated that algorithm changes in digital platforms impose significant challenges for companies to maintain visibility. Platforms like Facebook, YouTube, and Google regularly update their algorithms which can be challenging for automotive companies like Toyota to maintain a higher ranking on those platforms. Moreover, Nalbant and Aydın, (2023), opined that as millions of pieces of content are published on online platforms it becomes challenging for companies to stand out in the competition. As the competition for user attention skyrocketed in the automotive industry; Toyota needed to create unique and valuable content for their cars to rise above the noise and cater to diverse potential consumer segments to increase their engagement level. Besides that, unique and valuable content can help Toyota stay ahead of competitors like Volkswagen, Citroën, and Tesla. “The Technology Acceptance Model (TAM)” is a conceptual framework that allows businesses to clearly understand the choice of consumers about certain platforms. Toyota needs to understand the preferences and needs of customers and the choice of their platforms and then present virtual showroom AR features for improving the experiences of consumers and increase their engagement level. On the other hand, as digital marketing increases the risk of data breaches companies need to navigate strict rules and regulations like the California Consumer Privacy Act (CCPA) and the General Data Protection Regulation (GDPR).  
[image: ]
[bookmark: _Toc192788365][bookmark: _Toc192788378]Figure 5: Digital marketing challenges
(Source: Mindinventory.com, 2024)
[bookmark: _Toc192788337][bookmark: _Toc192788366]Offer recommendations for Toyota for addressing digital marketing challenges
For addressing digital marketing challenges multinational companies like Toyota need to integrate robust data security measures and data usage policies for ensuring data of consumers are collected, stored and used in a transparent manner and safe from cyber security and data breaches threats. Mubeen et al. (2022), cited that, encrypting data of consumers is effective in protecting sensitive information and maintaining the trust and loyalty of customers. On the other hand, there is also a need to diversify content and use different media platforms for reaching a wide range of audiences. Ifekanandu et al. (2023), stead that AI is an effective tool that can be used to understand trends in the market and behaviour of consumers for improving the experience level of customers. Toyota with the help of these platforms can make more personalised marketing messages based on past purchasing behaviour.      
Hypotheses
H0: Digital marketing by Toyota negatively impacts consumer behaviour 
H1: Digital marketing by Toyota positively impacts consumer behaviour
[bookmark: _Toc192788338][bookmark: _Toc192788367]Limitations 
The main limitation of this research is the reliance on primary data collection method for understanding the impact of digital marketing strategies of Toyota on consumer behaviour. As the study will involve a specific group of people it may not generalise the result for the whole automotive industry. Besides that, an individual's perceptions or biases can also negatively impact the result of the study. As the research needs to be completed within a particular time frame it can negatively impact the quality of the overall research.  
[bookmark: _Toc192788339][bookmark: _Toc192788368]Ethical consideration 
This research will follow all ethical guidelines for ensuring the integrity of the overall research. Informed consent will be taken from the participants before collecting data and they will be well aware about the purpose of the study and how their data will be utilised. Besides that, participants can withdraw from the study at any time. Additionally, no harm will be done on participants. During the study for data privacy and security GDPR Act 2018 will be followed.  
[bookmark: _Toc192788340][bookmark: _Toc192788369]Time frame
[image: ]
[bookmark: _Toc192788370][bookmark: _Toc192788379]Figure 6: Time plan
(Source: Self-developed)
[bookmark: _Toc192788341][bookmark: _Toc192788371]Conclusion 
Digital marketing strategies helped automotive companies like Toyota to understand the behaviour, needs and preferences of consumers that are useful to provide personalised experience to increase their engagement level. Despite giving a range of benefits digital marketing strategies present challenges like data privacy and security concerns and increased competitions. However, strong security measures and showcases of unique and valuable content are helpful to stand out of the competition and achieve long-term success.
I have selected a primary data collection method for understanding the impact of Toyota’s digital marketing strategies on consumer behaviour. Positive correlation can lead to misinterpretation of data which can carry out further secondary research on these areas for getting a deeper understanding of the context. After assessing limitations of previous study, I have selected this methodology for presenting the impact of digital marketing strategies adopted by automotive companies.     
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[bookmark: _Toc192788343][bookmark: _Toc192788373]Appendix: Survey questions
1. What is your age group?
· 18-24
· 25-34
· 35-44
· 45-54
· 55 and above
2. What is your annual household income?
· Below £20,000
· £20,000 - £39,999
· £40,000 - £59,999
· £60,000 - £79,999
· £80,000 and above
3. What is your primary source of information for car purchases?
· Social media (Facebook, Instagram, etc.)
· Online ads (Google, YouTube, etc.)
· Car manufacturer websites
· TV or radio ads
· Friends and family recommendations
4. Have you ever seen a Toyota advertisement online?
· Yes
· No
5. Which digital platform do you most frequently see Toyota’s advertisements on?
· Facebook
· Instagram
· YouTube
· Google Ads
· Other
6. How often do you see Toyota’s digital advertisements?
· Daily
· Weekly
· Monthly
· Rarely
· Never
7. Which type of digital advertisement do you find most engaging?
· Video ads
· Social media posts
· Influencer promotions
· Email marketing
· None of the above
8. Does seeing Toyota’s digital advertisements influence your perception of the brand?
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
9. Have Toyota’s digital advertisements ever made you consider purchasing one of their cars?
· Yes
· No
10. Which factor in Toyota’s digital marketing influences you the most?
· Price promotions
· New technology features
· Sustainability initiatives
· Customer testimonials
· None of the above
11. Do you trust Toyota’s digital advertisements?
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
12. Have you ever clicked on a Toyota ad to learn more about a car model?
· Yes
· No
13. Do you follow Toyota on social media?
· Yes
· No
14. How often do you engage with Toyota’s social media content (likes, comments, shares)?
· Often
· Sometimes
· Rarely
· Never
15. Have you ever visited Toyota’s website after seeing a digital advertisement?
· Yes
· No
16. Which type of content do you prefer from Toyota’s digital marketing?
· Car features and specifications
· Customer testimonials and reviews
· Discount offers and promotions
· Environmental sustainability efforts
17. How important is digital marketing in your decision to purchase a car?
· Very important
· Important
· Neutral
· Not very important
· Not important at all
18. Would a well-targeted Toyota digital advertisement make you more likely to visit a dealership?
· Yes
· No
19. How likely are you to research Toyota vehicles online after viewing a digital ad?
· Very likely
· Likely
· Neutral
· Unlikely
· Very unlikely
20. Have Toyota’s digital marketing campaigns made you more loyal to the brand?
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
21. How likely are you to recommend Toyota to others based on their digital marketing efforts?
· Very likely
· Likely
· Neutral
· Unlikely
· Very unlikely
22. What is your overall perception of Toyota’s digital marketing efforts?
· Very effective
· Somewhat effective
· Neutral
· Somewhat ineffective
· Very ineffective
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