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[bookmark: _Toc124339969]Executive Summary 
Toyota Motor Corporation, headquartered in Toyota City, Japan, is a multinational automaker. Since its founding in 1937 by Kiichiro Toyoda, the company has grown to become one of the largest corporations in the world, measured by revenue at US$226 billion as of 2015. Toyota has been a global company since its inception and has maintained its strong presence in the United States for many years. In 2015, Toyota was voted second overall best global brand by Interbrand's Best Global Brands report. They also became number one in Interbrand's Best Global Brands report for 2016 after being ranked fifth both years prior. In addition to this success with their brand and products, Toyota also holds strong sales records each year, with over 10 million units sold worldwide.

In 1950, the production of Toyota vehicles was shifted from Japan to a new plant in Brazil. In 1955, it entered into a joint venture with Daimler-Benz AG by establishing Mercedes-Benz do Brasil Ltda., which started producing Mercedes-Benz branded vehicles in 1957. The partnership continued until March 1994, when Daimler Benz acquired a 25% stake in its partner and created Mercedes-Benz do Brasil Industria Automotive S/A (MBIA). In May 1988, Toyota Motor Co., Ltd. was listed on Tokyo Stock Exchange.

Toyota Motor Corporation introduced its luxury Lexus line of vehicles, known for their craftsmanship and quality, in 1989. The brand is considered a luxury car manufacturer, a distinction from Toyota's mass-market brands, such as the Corolla and Camry. Toyota's success can be attributed to its focus on continuous improvement and its ability to leverage new technologies to improve operations, enhance customer satisfaction and accelerate growth.

Toyota's mission is "To create a society that is rich in happiness." Toyota's strategy of continuous improvement and learning has enabled it to produce cars of high quality, at low cost and with minimum environmental impact.


[bookmark: _Toc124339970]Introduction 
Toyota Motor Corporation is a Japanese automotive manufacturer headquartered in Toyota, Aichi, Japan. Toyota is the world's largest automaker by sales and production. As of December 2016, it manufactured more than 10 million vehicles per year (about one out of every six cars sold globally), with global headquarters (HQ) located in Toyota City, Aichi prefecture. Toyota Motor Corporation was created in 1937 as a division of Toyoda Automatic Loom Works devoted to the production of automobiles under the direction of the founder's son Kiichiro Toyoda; its founder Sakichi Toyoda remained involved until he died in 1947. In June 1936, Rizaburo Toyoda travelled to Europe and agreed with Winton for engine manufacturing technology which was put into production after returning to Japan. The resulting license plate number was "Toyopet"; the name "Toyota" came from this abbreviation.

On May 28th 2016, Jiji Press reported that Toyota planned to recall 2.87 million vehicles worldwide over concerns about potential problems with airbags.

[bookmark: _Toc124339971]Internationalization analysis of Toyota
Toyota, one of the world's largest car manufacturers, has been an important player in the global market for over 100 years. The company's success can be attributed to several factors, including its innovative approach to technology and design. However, Toyota has also benefited from a series of strategic decisions that helped it become an international leader in manufacturing automobiles and heavy equipment (Camuffo and Wilhelm, 2016). This case study will analyze some key factors that contributed to Toyota's internationalization success story by looking at how globalization affects different industries and why this is important for businesses today as well as future generations of business leaders who want to succeed globally with their products or services (Allera, 2022).

To understand the main factor for Toyota's internationalization, let's look at the company's strategic decision to expand overseas. Toyota was founded in 1937 in Japan by Kiichiro Toyoda and went through many years of growth until it began expanding into North America in 1957. In 1966, it established its first overseas sales company in California; ten years later, it built a new plant there to manufacture cars for export to Canada and Latin America (which led them to open another plant near Toronto). By 1982, they were operating seven plants outside Japan: two in Europe (Germany and France), one each in Australia and Brazil, as well as three more north American facilities located in Kentucky along with California/Texas/Georgia regions, respectively (this integration process continued throughout this period with other locations being added over time).

The second factor for Toyota's internationalization was the management team. Managers were a young and dynamic team who had an entrepreneurial spirit. The management team was led by Kiichiro Toyoda (the founder) and Taizo Ishida (the former president). The third factor for Toyota's internationalization is the development of the global production system. In order to be competitive in foreign markets, Toyota developed a set of processes and tools that facilitated its growth overseas. These processes and tools are known as TPS or Toyota Production System. The goal of TPS was to make things more efficient at all stages through continuous improvement, which led to higher quality products at lower costs than other car manufacturers were able to provide at that time (Ohno, 2019).

In addition to developing these new processes and tools, Toyota also hired people who had experience working in different countries throughout Europe and Asia, so they could learn from their experiences with other cultures before implementing them into their own company practices (Nishikawa et al. 2016). These employees were called "consultants" because their job was not only limited to training but also advising managers on how best to implement these programs across multiple locations throughout Europe, which helped increase productivity among workers during busy seasons such as Christmas time when demand for vehicles increased significantly due increased sales volume across Europe."

[bookmark: _Toc124339972]International Market analysis of China
China is the world's largest market for automobiles and has emerged as a major production base for Toyota. The country's rapid economic development, improving living standards, and growing middle class have all contributed to the increasing demand for automobiles in China.
In recent years, China's auto market has experienced significant growth, with annual sales reaching almost 30 million units in 2019. Toyota has benefited from this growth, with the company's sales in China increasing by almost 10% in 2019.
There are several factors that make the Chinese market attractive to Toyota. First, China has a large and rapidly growing population, with a middle class that is expected to double in size by 2030. This represents a significant potential customer base for Toyota's products.
Second, the Chinese government has implemented policies to support the development of the automotive industry, including tax breaks and incentives for electric and hybrid vehicles. This has created a favorable environment for Toyota, which has a strong presence in the hybrid market.
Finally, China's infrastructure is improving, with the construction of new roads and highways, which has made it easier for people to own and use automobiles. This has helped to drive the demand for vehicles in the country. 
Overall, China presents a significant opportunity for Toyota. The company has a strong brand and reputation in the market, and its focus on fuel-efficient and environmentally friendly vehicles aligns with the Chinese government's goals and the preferences of many consumers.
[bookmark: _Toc124339973]Difference Between Host and Home Countries
In international business, a host country refers to the country where a foreign company establishes operations or conducts business activities. A home country, on the other hand, refers to the country where a company is based or headquartered.
From a business perspective, there are several key differences between operating in a host country versus a home country. These differences can have significant implications for how a company conducts its operations and makes strategic decisions. One key difference is the regulatory environment. Companies may face different rules and regulations when operating in a host country compared to their home country. These can include differences in labor laws, tax laws, and other business regulations. Companies may need to adjust their operations in order to comply with these regulations, which can have costs and logistical challenges.
Another difference is the cultural environment. Companies may need to adapt their products, marketing, and management practices in order to be successful in a host country with a different culture than their home country. This can require a significant investment of time and resources to understand and effectively navigate the local market.
In addition, there may be differences in the economic environment between a host country and a home country. This can include differences in the level of economic development, the level of competition, and the availability of resources such as skilled labor and infrastructure. These differences can affect a company's ability to do business and its overall profitability.
Overall, operating in a host country versus a home country can present both challenges and opportunities for businesses. It is important for companies to carefully consider the risks and benefits of expanding into a new market and to be prepared to adapt to the local environment in order to be successful.
[bookmark: _Toc124339974]Foreign Direct Investment 
Toyota is a Japanese company that has been in China since the late 1990s. The company has invested more than $10 billion in China and plans to invest even more in the future. Toyota’s investment has made it the largest car manufacturer in Asia, as well as one of the top ten auto companies worldwide (Marinov, 2018).
[bookmark: _Toc124339975]Location Specific Advantage
Location advantage is one of the main factors in determining the success of an FDI. It can be defined as "the ability to achieve a competitive advantage through cost savings and/or skill enhancement". It also means that businesses can operate more efficiently by being located in a country that has better infrastructure and financial services, as well as having access to cheaper raw materials and labour.
Toyota's headquarters are located in Aichi Prefecture, Japan. Aichi Prefecture is known for being one of the most developed regions in Japan due to its central location between Tokyo and Osaka and its good transportation systems, such as railways, roads or ports, so it offers many advantages for companies like Toyota who want high-quality products but at lower costs (Lee et al. 2021).

Toyota Australia is one of Australia's most successful manufacturing and sales operations. Toyota has a strong history in Australia and has been a part of the local community for more than 30 years. In fact, it's the largest automotive exporter in Australia and is also one of the world's top automakers in terms of market share.

They have a strong presence in Russia as well. With over 10 million cars sold there since 1999 (not including Lada), they've been able to establish themselves as a leader in the country's auto market since they began manufacturing vehicles there back in 2006. Toyota currently has three production sites located throughout Europe – specifically at Burnaston (UK), Tangerang (Indonesia) and Onnaing (France) (Potter and Wilhelm, 2020). These sites produce engines and transmissions for cars produced locally as well as exported worldwide, most notably those made by Ford Motor Company, which owns its own factory using these parts.

[bookmark: _Toc124339976]Ownership Advantage 
With Toyota's investment, the company has gained access to new markets and other resources. By investing in a manufacturing facility in Mexico, Toyota has been able to achieve a competitive advantage in the market. In doing so, it has increased its production capacity and improved its cost structure.

FDI is also a powerful tool for achieving political goals. By investing in a foreign country, a company can gain access to markets or resources that it would not otherwise be able to access on its own (Ruhl, 2016). For example, Toyota's FDI in the US helped them achieve their goal of gaining access to the American market, where they sell more cars than any other foreign carmaker. Similarly, Toyota's FDI in China helped them achieve their goal of gaining access to the Chinese market, where they have been operating since 2009 as one of four automakers allowed by Beijing.
[bookmark: _Toc124339977]Reducing risk.
Reducing risk is a crucial area of focus for Toyota. The company has developed high standards of quality and reliability, which help it stay in the market even when other companies are struggling to compete. It also has a lot of experience in the market, so its investors know what they're getting into. Finally, Toyota's reputation is a major selling point: people trust that they'll get what they pay for if they buy products or services from this company. By investing in new markets with lower costs and higher growth potential, Toyota reduces the risk that future investments will lose money later on because it can spread out its resources more effectively.

Toyota has invested in many countries around the world, including China, Thailand and Indonesia (Letmathe, and Suares, 2017). In these countries, Toyota has been able to gain access to new markets, but more importantly, it was able to learn about new technologies and knowledge from these countries. By investing in other markets, Toyota has reduced its risk of investing in a new market because it already knows how the market works beforehand.
[bookmark: _Toc124339978]Internationalization advantages
TOYOTA can make more profit from the international market because it will have more customers who are willing to buy products at a lower price and quality but still want to be associated with the brand name. The company can provide better service to its customers because they are able to communicate directly with its clients in different languages and cultures (Bilici et al. 2017). For example, if someone is having trouble with their car, he or she does not have to go through another person just so that he/she can understand what is wrong with it; instead, they can go directly talk with one of the mechanics who speaks English or whatever language they prefer speaking in order for him/her not only explain what happened but also give tips on how best care for the vehicle without having difficulty understanding each other's vocabulary differences first before doing anything else such as taking care of any issues concerning parts replacement or diagnosis etcetera which might cause additional problems downstream during future repairs if left unchecked now upon initial diagnosis by a mechanic, etc."
[bookmark: _Toc124339979]Market Entry Strategy 
Toyota has a strong presence in India because of its product portfolio, strong distribution network and after-sales service. The company has a wide range of cars and SUVs, which appeal to most segments of the market. Its manufacturing facilities are located in many parts of the country, including Chennai, Bangalore, Pune and Aurangabad. Toyota's sales have increased considerably over the years due to this strong presence in India.

Toyota entered the Pakistani market by launching its Vigo truck in 2008. This was followed by an entry into the Philippines when they introduced their Hilux Vigo in 2010. In 2012, Toyota finally launched their Hilux Revo and Fortuner 4x4 models in Indonesia to complete their global vehicle lineup (Allera, 2022).
[bookmark: _Toc124339980]How Toyota operates its business across different countries
Toyota is a multinational company with operations across the globe. It has more than 200 countries where it operates the business, and the strategies of the company vary depending on different countries (Toma and Naruo, 2017). Each country has its own unique market conditions, and Toyota's strategy has to be modified accordingly in order to make sure it meets customer expectations.

Toyota operates business in different countries using different models like:
· In some places, they operate as a franchised dealer network.
· While others have their own manufacturing plants
This is a very important decision for the company, and it has to be made depending on the market conditions. In some markets, Toyota wants to focus on its brand value and thus prefers to have only franchised dealerships. In other markets, they prefer to have their own manufacturing plants in order to reduce costs and earn more profits by making sure that all parts are produced under one roof.
[bookmark: _Toc124339981]Porter Diamond Model
The Diamond Model, developed by Michael Porter, is a framework for analyzing the competitiveness of nations. It suggests that a country's competitiveness is influenced by four main factors: factor conditions, demand conditions, related and supporting industries, and firm structure, rivalry, and rivalry.
Factor conditions refer to the availability of natural resources, technological infrastructure, and human resources in a given country. These resources can be both physical and intangible, such as education and training. Factor conditions are considered to be a key determinant of a country's competitiveness, as they provide the inputs necessary for production.
Demand conditions refer to the nature and sophistication of domestic and international demand for a company's products. A country with high demand for a particular type of product or service may be more attractive to firms operating in that industry. Additionally, demand conditions may vary depending on the level of consumer sophistication, with more sophisticated consumers potentially driving demand for higher quality products.
Related and supporting industries refer to the presence of domestic suppliers, distributors, and other related industries that support a company's operations. A strong network of related and supporting industries can help to reduce costs and improve efficiency for firms operating in a particular country.
Firm structure, rivalry, and rivalry refer to the nature of competition within the domestic industry, as well as the structure and behavior of domestic firms. A highly competitive domestic market may drive innovation and improve the overall quality of a company's products.

In the context of Toyota, the Diamond Model can be used to understand the factors that contribute to the company's competitiveness. Toyota, a leading global automaker, has operations in countries around the world. By analyzing the Diamond Model in each of these countries, it is possible to understand the unique factors that may be driving Toyota's competitiveness in each location.
[bookmark: _Toc124339982]Transaction Cost Analysis 
Transaction cost analysis (TCA) is a tool used to understand the costs and benefits of making a product internally versus externally. TCA helps answer questions such as: "Should we make this part or purchase it?" or "How should we organize our business functions - inside or outside the company?". It focuses on how costs are reduced when transactions are made directly between two parties instead of through an intermediary. A key point in analyzing transaction costs is that they can vary depending on who performs the transaction (Gulbrandsen et al. 2017).
TCA is used to compare the costs of making a product internally versus externally. By comparing these two costs, they can determine whether it makes more sense for the company to make something itself or outsource it. Moreover it is used to understand the costs and benefits of making a product internally versus externally. It is also used to evaluate the costs and benefits of vertical integration versus outsourcing (Ketokivi and Mahoney, 2020).
In TCA, all resources are valued at their opportunity cost, which includes one's wage rate multiplied by the time spent on that task. The total cost of producing a good or service using internal resources is called internal transaction costs; this cost can be contrasted with external transaction costs incurred when buying from an outside entity (for example, buying raw materials or manufactured parts).

[bookmark: _Toc124339983]FSA framework of Toyota
The FSA framework of Toyota was designed with the goal of creating the most effective management system in the world. The framework consists of three core elements: vision, mission and principle; strategic planning; and control management. These elements are linked together by a set of key principles which guide organizational behaviour and decision-making processes (Araki et al. 2021).

The company's vision is to remain a leader in its industry through continuous improvement across all aspects of its business, including manufacturing, design and development, sales and marketing. This means that any new changes to this system must be made with great care so as not to disrupt established processes or procedures which have been proven effective at achieving this goal over many years.
[bookmark: _Toc124339984]Recommendation
Toyota is a global leader in the automotive industry, known for producing high-quality and reliable vehicles. Over the years, the company has implemented various marketing strategies to promote its brand and products, and has achieved significant success as a result. This report has discussed the past and future marketing strategies of Toyota, with a focus on how the company can continue to thrive in a competitive market.
In the past, Toyota has relied on a combination of traditional and modern marketing techniques to reach its target audience. For example, the company has used television and print advertisements to promote its products, as well as sponsorships and partnerships with events such as the Olympics and World Cup. Additionally, Toyota has utilized digital marketing channels, such as social media and email campaigns, to engage with consumers and promote its brand (Pahlawan and Onsardi, O, 2021).
One of Toyota's key marketing strategies in the past has been its focus on sustainability and social responsibility. The company has promoted its commitment to environmental conservation and social impact through initiatives such as the "Toyota Environmental Challenge 2050," which aims to reduce the company's environmental impact and promote sustainable mobility (Soviar et al. 2019). This focus on sustainability has helped Toyota to differentiate itself from competitors and appeal to consumers who prioritize environmentally-friendly products.
In the future, Toyota will likely continue to leverage traditional and digital marketing channels to promote its brand and products. However, the company may also need to adapt to changing consumer preferences and market conditions. For example, as electric and autonomous vehicles become more prevalent, Toyota may need to shift its marketing efforts to highlight the features and benefits of these types of vehicles. Additionally, the increasing importance of digital channels in the automotive industry may require Toyota to increase its investment in online marketing and social media.
Overall, Toyota has a strong brand and reputation in the automotive industry, and its marketing efforts have played a significant role in its success. In the future, the company will need to continue to innovate and adapt to changing market conditions in order to maintain its competitive edge.
[bookmark: _Toc124339985]Conclusion 
Toyota is a global leader in automobile manufacturing. With a presence in over 160 countries and 10.5 million units sold in 2015, Toyota is the world's second-largest carmaker. The company began as a division of Toyoda Automatic Loom Works and was spun off in August 1937 to produce automobiles under the direction of the founder's son, Kiichiro Toyoda. Toyota Motor Corporation introduced its luxury Lexus line of vehicles, known for their craftsmanship and quality, in 1989. In summary, Toyota operates in different countries and continents by following a specific market entry strategy. The company has been successful in executing its strategy due to various reasons such as the size of the market, existing competition, government policies and regulations etc. Toyota has also invested heavily in research & development, which has resulted in the launch of new products every year.

It is important to realize that internationalization can be a slow process. It takes time to establish a brand and build trust with consumers in foreign markets. Toyota has been successful because it has been careful about how it approaches each market, studying local markets carefully before investing heavily in them. Toyota has very high imitation barriers. It has a strong reputation, which makes it difficult for competitors to compete. It also has a very large customer base, which makes it harder for competitors to enter the market because they need to build up their reputation.

The decision to invest in a new market is influenced by many factors. Some of these factors include access to new markets, political goals, learning new knowledge and technologies and reducing risk and motivational factors that affect FDI decisions are different for different MNEs. TCA helps companies understand the cost of making their products internally versus externally. The company needs to analyse the cost of making a product internally and externally before deciding whether to outsource or not. In conclusion, it is important to note that Toyota Motor Corporation has been a part of the global economy for over 100 years now. Their investment in Russia has been growing steadily over this time period.

The first step in this process is to help the people learn. If a person has a clear understanding of what they need to accomplish, they can use that as a starting point for learning and improving themselves. As such, it's important that the company provide them with a clear idea of how their current knowledge and skills can be used to achieve the goals. Once they have this information, it's up to them—as well as on the company—to find ways to improve upon their current state by learning from others or from mistakes. The company should also encourage the direct reports (and any other employees) to share their successes with each other so that everyone stays motivated and inspired by these stories of growth and improvement. 

Collaborating with others on how people can improve their lives help in staying accountable and motivated - especially when working towards something big like losing weight or quitting smoking! If there's someone else who wants similar results as yours but has different resources available than yours, do not worry about what they have access to because they'll eventually realize their own limitations anyway; instead, focus on making sure yours don't become theirs by providing support whenever possible. Customers are usually referred to as the most important asset because they provide the money that allows the company to grow its business or brand. Without customers, there would be no sales! The company should always treat them as partners who have valuable knowledge and feedback to offer on how the company can improve the product or service.

While setting targets is an integral part of the Toyota approach, it's not just about setting goals. Instead, Toyota focuses on identifying and solving problems. It helps to articulate the problem: Without clearly defining what needs to be done and why it would be difficult to set realistic goals. By first articulating the problem or opportunity at hand—in this case increasing sales—the team can then identify key performance indicators (KPIs) that will help them measure progress as they work toward reaching their target.

It helps to define scope: Setting ambitious targets for the sales and marketing people means the company need to think about how many new customers the company want to win over in a month or quarter, who those customers are exactly, where they are located geographically, etc. so that the company can ensure the entire team is working together in concert toward achieving those objectives.

It is important to define the problem before jumping on the solution. One of the key things the company should look out for is to make sure that the goals are very specific and measurable so that the company can check itself along the way. By setting the goal too low, will not motivate the company enough and can also lead to failure. On the other hand, setting the goal too high may cause disappointment later on when the company fail to achieve it in time or at all. Thus, setting an optimized goal is crucial. Listening to customers and employees can provide many benefits. The feedback the company receives will help the company understand the customers better, which means that the company can create better products or services for them. In addition, actively listening to employees allows the company to find out what they need from their work environment so that they are more motivated at work. This will improve productivity and reduce the turnover rate of the staff.
Another key to successful change is to get the naysayers involved in the process. This can be as simple as asking them what they think of the new plan, or if they have any concerns that need to be addressed before it's implemented. If the company can't address their concerns, the company don't have to try forcing them into accepting change. If a person won't change their mind and refuses to participate in the efforts toward positive growth, then it's best not to waste time on them.
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