
Name Ionut Agrigoroaei
Student ID 2247225
Module code LCBB4004
Module name Marketing Fundamentals
Lecturer Tushara Balendran








































1

2 | Page

[image: ][image: ]
[image: ]








The Foundation
Toyota Motor Corporation is, according to Carlier (2023) the largest global car manufacturer. The organisation predecessor, Toyoda Automatic Loom Ltd, started its journey in Japan first as a pioneer in the loom industry. However, in 1933, Kiichiro Toyoda put the bases of the Automotive Production0   Division after observing the increasing request for vehicles over the years, Ford U.S. being at the time the main importer. The first car to be launched was the Toyoda Model G1 truck, followed shortly, together with a rebrand, by the Toyota AA passenger model. The year 1937 marked the establishment of Toyota Motor Corp with several important events following the next years: the launches of plants in Japan and China, department stores for the employees, a hospital and the start of their research for developing airplanes. Although the second World War caused damage to the plants, Toyota made a fast recovery and in 1949 won an auction, becoming a truck supplier for the United States Army. Shortly after, the company received orders of thousands of vehicles to be used in the Korean Wars. After a few years of developing and improving several car models, the year 1957 marks Toyota’s international expansion, with offices being open in Bangkok, United States of America and Brazil. By 1962, the company managed to reach a target of 10,000 exported cars per year however their yearly production expanded as much as 1 million cars at the end of 1968, the same number of vehicles being sold only in Japan the next year. The need for a more high-end car was met in 1987 with the new luxury division called Lexus, the first sedan, the LS 400 being launched in 1989.  
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To contemporary times
The 2000s came with ups and downs for Toyota, however one thing is for sure: they focused on improving the environment and sustainability. From continuous research and improvement of the quality and performance of their hybrid vehicles to the launch of their fully electric Toyota and luxury Lexus cars, the corporation had two very intense decades, thriving to always be one step ahead of the trends.


Pioneering and expansion
Over the years, Toyota invested in development and research, the results becoming evident in 1997 when the corporation launches the first mass-produced hybrid car, the Prius. This event not only set Toyota Motor Corp as a pioneer of the hybrid vehicles industry, but the next year also the Prius was nominated car of the year in Japan, then received the same status in North America and in Europe in 2004 and 2005. The year 2001 brought a new acquisition to the company, Hino Motors Co becoming part of the Toyota group.  
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Description automatically generated] The Mission, The Value and The Vision

In Hooley’s (2019) vision, an organisation’s mission statemen should be straightforward and clearly spread not only to the customers but firstly to the people that are part of the company, to create a joint vision and set the framework for the means to achieve it.
Toyota Motor Corp’s mission and vision are strongly connected to each other, displayed for everyone to see on their global platform. In a few words, their mission is bringing happiness to the world while their vision is to generate the ability to move for everyone. However, on an extended note, they are still guided by the philosophy of Sakichi Toyoda with his 5 Principles: loyalty and commitment to the company, creativity and study for innovation, practicality, and solemnity, creating a friendly workplace for everyone and finally gratitude and respect for the divinity. 
The company’s values are strongly guided by its founders’ legacy through The Toyota Way, which stands for improving the community through innovation, enabling movement and collaborations, focusing first of all on the people.





The emblem

The first Toyoda symbol was adopted upon the launch of their AA vehicle, however both the logo and the name suffered changes after a public logo contest in 1936, the official name embraced becoming Toyota.
According to Jones (2021), the personality of a company is reflected in the make of the brand, the logo also creating brand recognition. In Toyota’s case, the 3 interlaced ovals were adopted as a logo upon the celebration of half of century of vehicle manufacturing. The two inner ovals do not only form the initial of the brand name, but they also have a deeper significance, symbolising the hearts of the customer and the company’s, interlacing to create a connection where the benefits are mutual. The relationship created is embraced by an outer oval that is meant to represent the world enveloping the brand.
The logo was inaugurated in 1989 on the Toyota Celsior, the Japanese version of the Lexus LS400.(Toyota, 2023) 
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Description automatically generated]Segmentation 
As Toyota’s business vision is people oriented, customers and employee’s satisfaction are its main goals. In order fulfil the customer’ necessities, as Bishop (2013) advices, a division of the consumers has to be done, into smaller groups with similar age, location, background or purpose. Although the traditional segmentation is and will be used for the unforeseen future, Kotler (2017) suggests that with the advancement if technology, entire communities are a new division.  
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Description automatically generated]Toyota Motor Corp produces a large variety of vehicles, from small cars to SUVs, from low budget vehicles to luxury, higher price ones. Therefore, from a demographic point of view, the market covered by the company is quite wide. Young drivers will go for smaller, economical vehicles such as the Yaris, 25-35 will go for the electric cars like the RAV4 or Lexus SUVs.
Geographic segmentation is an important tool when it comes to Toyota’s vehicles. The company operates in over 170 countries, Japan proving its loyalty to the brand throughout the years. 

The revenue chart shows that North America is the 2nd most powerful market for the corporation, Lexus being also a popular choice in the region. The market can also be analysed through behavioural segmentation. Another chart provided by Statista, reflects the popularity of the Toyota Corolla worldwide. 
A study in Pakistan conducted by Raza (2019), highlighted that potential customers would be influenced to by a Corolla due to its quality and features than for the way it is advertised.
Benefit segmentation can also be observed as the brand image plays an important role in customers’ decision in buying a Toyota or Lexus vehicle. High-end features and luxury finish dictates Lexus’ popularity. Care for the environment, the wish for quality, durability and high resale potential constitutes the factors that drive customers to seek both Toyota and its prestige division.
The advantages of segmentation in Toyota Motor Corp’s case are easy to determine. Although in some respects the market area is quite wide, the company benefits from focusing on variety through high revenue, high brand recognition and trust of customers worldwide.
The downside of segmentation would be the high costs to satisfy such a big market. Another disadvantage constitutes the time that must be allocated for research and development.
Targeting in Kotler’s (2019) vision, represents the evaluation of the segmentation process results and choosing the more appealing divisions.

Toyota Motor Corp uses a differentiated marketing strategy, offering different products for various groups of customers. Vehicles wise they target young people that need economic automobiles, while also serving to families that would go for a sedan or a minivan, but not forgetting about people that use cars for work purposes, needing the high-duty capacity offered by pick-up trucks. Electric cars are used to target and raise awareness among customers about the global environment. Luxurious features are used to attract higher income customers. In other words, as Doyle (2006) puts it, they strive to gain ownership of the whole market. 

The benefits of targeting go hand in hand with the famous Toyota Production System approach, where the company is meant to produce exactly as much as it is necessary, at the exact time (Toyota, 2023). The process of targeting allows the company to act as per its principles and focus on precise production, allocating the resources in an effective manner.

The time it takes to target such a large variety of interests can, however, cost Toyota finances. 
Toyota Motor Corp’s image 
Japanese culture is well known for the values that it is represented by, modesty, respect for others, resilience and desire for growth being just a few. Therefore, before any value that the company has, its cultural heritage increases the level of trust customers have. However, the corporation’s own philosophies, care for people and quality of their products create an effective positioning, helping Toyota and its subsidiaries outstand in comparison with the competition. The possibility of identifying the competition as well as increasing revenue due to the brand trust are indisputable advantages. Brand loyalty is also created due to favourable positioning. In accordance to this, Blythe (2019) stresses that the perception a company creates is vital for the customer loyalty.
Products 
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Description automatically generated]The products offered are different around the world, just as the buying power and currency is different. In Japan and North America, the variety is not the same that is available in Europe or Asia. 
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Description automatically generated]Although a global company, Toyota Motor Corp have developed in Japan a wide variety of divisions: Toyota Home building developer, Toyota Marina specialised in boats and Welwalk Business offering rehabilitation equipment to hospitals.
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Description automatically generated] 
Places and channels of distribution 
The distribution of the vehicles is both through direct and indirect channels. The company operates in over 172 countries around the world. 
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Description automatically generated]The showrooms reflect the brand image directly, offering customers the possibility of testing the cars and face to face advise. 

 

The Toyota and Lexus websites are also direct channels of distribution, providing information about the vehicles, online ordering and personalisation of the products.


[image: A building with cars parked in front of it

Description automatically generated]
Indirect channels of distribution are new and second-hand car dealers such as Snows in the UK.
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Toyota's revenue in FY 2023, by region (in billion Japanese yen)
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