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INTRODUCTION
Marketing is the process of promoting and selling products or services to customers through activities such as market research, advertising, branding, and communication. It plays a crucial role in identifying customer needs, creating awareness, and driving sales for a business. For Toyota, marketing is essential for building brand awareness and recognition globally, reaching target customers by tailoring campaigns to specific market segments, driving sales and revenue, differentiating from competitors, and building strong customer relationships through personalized marketing. However, in a constantly evolving world, all businesses and organizations are susceptible to external forces that are beyond their control and more powerful than their own capabilities. This report aims to analyse Toyota from an external point of view, by determining the PESTLE factors and relating Porter’s five forces model to the organisation, in order to establish what is the best course of action for the future for the purpose of enhancing its strategic marketing approach.

TOYOTA – ORGANISATION PRESENTATION
Toyota Motor Corporation, a globally recognized automotive manufacturer headquartered in Toyoda City, Japan, is known for its innovative and top-quality vehicles. Founded in 1937, Toyota has emerged as one of the largest automotive companies worldwide, offering a wide array of products ranging from cars to trucks and hybrid vehicles. The company's success can be attributed to its unwavering dedication to quality, efficiency, and ongoing enhancement, as demonstrated through its renowned production system, the "Toyota Production System." (Toyota, 2024)
An essential pillar of Toyota's success lies in its strong emphasis on research and development (R&D) to pioneer groundbreaking technologies and sustainable solutions. Toyota has been at the forefront of environmentally conscious endeavours, particularly in advancing hybrid and electric vehicle technologies with models like the Prius and Mirai.
In recent times, Toyota has significantly invested in autonomous driving technology and artificial intelligence to maintain its competitive edge in the rapidly evolving automotive landscape. Furthermore, the company has expanded its global footprint through strategic partnerships and collaborations, enabling it to access new markets and fortify its position as a frontrunner in the automotive industry.
Toyota's steadfast commitment to sustainability is evident through its environmental initiatives aimed at fostering eco-friendly manufacturing practices and reducing carbon emissions across its supply chain.

THE MARKETING PROCESS AND THE STAGES
The marketing process involves a strategic approach adopted by businesses to effectively reach their target customers, fulfil their needs, and achieve enduring success, encompassing elements like situational analysis, goal setting, strategy development, execution, and monitoring. Situational analysis entails assessing internal and external factors to identify a company's strengths, weaknesses, opportunities, and threats, as exemplified by Toyota which evaluates the global automotive market, competitor strategies, consumer trends, and internal capabilities, enabling them to proactively adjust strategies, notably focusing on hybrid and electric models in response to market shifts. 
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(Kotler et. all, 2019, p.6, Figure 1.1 The marketing process: creating and capturing customer value)

PESTEL ANALYSIS OF TOYOTA
As a marketing executive at Toyota, conducting an external analysis using PESTEL is vital to comprehend the significant forces influencing the automotive industry and Toyota's competitive environment. This analysis aids in recognizing macroenvironmental factors, understanding market dynamics, and identifying opportunities and threats (Bishop, 2013), enabling Toyota to navigate challenges, capitalize on prospects, and achieve strategic success.


Political Factor
The political aspect evaluates how governmental decisions, policies, taxation, regulations, and trade restrictions impact businesses. Toyota, a multinational corporation, is influenced by political factors in various regions. Beneficial trade agreements, governmental support for electric vehicles, and incentives can help Toyota expand its market for hybrid and electric vehicles in key regions like the U.S., China, and Europe, enhancing its competitiveness. However, political uncertainties in volatile regions can disrupt Toyota's supply chains and increase operational costs. Fluctuations in trade policies, such as tariffs and import restrictions, present challenges, requiring Toyota to adapt its strategies and competitiveness in affected markets. With its global presence, Toyota must closely monitor and adapt to diverse political landscapes, like the complex relationship between Japan and China, influencing business opportunities and sales in critical markets (Chiang, 2019). Rapid shifts in diplomatic relations can either create favourable conditions or disrupt operations, impacting sales and activities, as demonstrated by historical conflicts over territorial disputes. Changes in U.S. government policies directly affect Toyota's expenses and pricing strategies, exemplified by adjustments made during the Trump administration to mitigate potential tariffs on vehicles manufactured abroad. This highlights how political factors play a pivotal role in shaping Toyota's strategic decisions and operational approaches. 
Political influences present both advantageous prospects and challenges for Toyota, shaping the way the company formulates its strategies and operational tactics. 

Economic Factor
The economic aspect plays a crucial role in shaping business strategies and performance, impacting companies like Toyota in various ways. Economic variables such as growth, exchange rates, inflation, interest rates, and stability significantly influence Toyota's operations. Toyota can capitalize on economic opportunities by expanding into emerging markets like India and China, benefiting from a growing middle-class demographic. Favourable currency fluctuations against the Japanese Yen can drive cost efficiencies in production, enhancing profitability. Investing in research and development during economic upswings can lead to technological advancements, strengthening Toyota's product portfolio and competitive position. However, economic threats such as currency exchange risks, downturns affecting consumer spending, and instability in manufacturing regions can pose challenges to Toyota's financial performance, sales, and supply chain operations. By navigating these economic factors effectively, Toyota can enhance its market position, optimize costs, and drive innovation to maintain a competitive edge in the automotive industry. A case in point is the global financial crisis of 2008-2009, where Toyota experienced a downturn in demand and sales, leading to production adjustments and workforce reductions. Nonetheless, Toyota navigated this crisis by seizing opportunities in green technology and fuel-efficient vehicles post-recovery, enhancing its market standing and profitability (Mujeri, 2022). Addressing these economic threats through robust risk management strategies and agile adaptation to market conditions will be integral for Toyota's sustained growth and resilience in the face of economic uncertainties.

Social Factor
The social aspect of the PESTEL framework focuses on societal and cultural influences impacting businesses, including demographics, cultural trends, lifestyle changes, and prevalent values. Understanding these factors helps predict shifts in consumer behaviour, societal views, and preferences. Applying the social factor in PESTEL analysis to Toyota allows for the exploration of potential advantages and challenges the company may face (Shabanova, et all, 2015).
With the increasing demand for eco-friendly vehicles driven by heightened awareness of climate change and sustainability, Toyota, a leader in hybrid technology exemplified by models like the Prius, can expand its range of environmentally conscious vehicles. Adapting to evolving consumer preferences provides Toyota with the chance to introduce new features and technologies that resonate with changing lifestyle trends. By integrating advanced safety features and embracing connected car technologies to cater to tech-savvy consumers, Toyota can maintain competitiveness within the dynamic automotive market. However, the shift in consumer behaviour towards ride-sharing services instead of traditional car ownership poses a significant threat to automakers like Toyota, potentially impacting sales and necessitating strategic adjustments to remain relevant. Additionally, regulatory changes concerning emissions standards and safety requirements present challenges for Toyota, requiring substantial investments in research and development to meet regulatory obligations and avoid financial penalties that could damage the company's reputation. Hooley (2019) also presents a case study showing the demographic value of Toyota as a company, even in areas of the world where other brands find it difficult to keep a steady flow of customers. 
Technological Factor
In the PESTEL analysis framework, the technological element pertains to the influence of technological advancements on businesses. For Toyota, technology is a critical factor that significantly shapes the opportunities and challenges encountered by the company.
Embracing innovation in Electric Vehicles (EVs) and IoT integration presents significant opportunities for Toyota. By leveraging advancements in electric vehicle technology, exemplified by their successful Toyota Prius hybrid line, the company can expand its market presence with more sustainable and efficient models, although as per Kotler et all (2019) recommendation, the line would benefit from implementing lower prices. Furthermore, incorporating Internet of Things (IoT) technology into their vehicles can enhance customer experiences, elevate safety features, and enable real-time data collection for predictive maintenance, bolstering their competitiveness in the ever-changing automotive sector. However, as Toyota delves deeper into technological advancements, it faces cybersecurity risks such as hacking and data breaches that could compromise customer data and safety, potentially undermining trust. Additionally, increasing reliance on intricate technological components from multiple suppliers heightens vulnerability to supply chain disruptions like semiconductor shortages, which could impact production capabilities. Navigating this technological landscape effectively requires Toyota to seize opportunities while addressing threats, emphasizing proactive risk management to sustain competitiveness in the dynamic automotive industry.

Environmental Factor
In the PESTEL analysis framework, an important aspect to consider for companies like Toyota is the environmental factor, which pertains to ecological and environmental concerns influencing their operations and strategic choices. For Toyota, examining environmental factors involves assessing the company's interactions with the natural world, encompassing its endeavors in sustainability, eco-conscious practices, and adherence to environmental laws and standards (Esakki, 2017). Toyota's focus on environmental sustainability is evident through its investments in hybrid and electric vehicle technologies. An opportunity for Toyota lies in the escalating demand for eco-friendly vehicles, such as their Prius hybrid models, reflecting the increasing global consumer awareness towards environmental issues. Conversely, a notable threat emerges from stricter environmental regulations, necessitating substantial investments in research, development, and compliance to meet stringent emissions standards and waste management rules, potentially affecting the company's bottom line (Russo & Harrison, 2005). Moreover, environmental catastrophes or climate change can disrupt Toyota's supply chains, leading to production delays and higher costs.
Legal Factor
In PESTEL analysis, the Legal factor evaluates the legal environment's impact on a company, covering regulations, laws, and potential legal hurdles affecting business activities (Jobber, 2019). For Toyota, this factor can significantly shape its strategies, operations, and bottom line. When considering Toyota's specific legal analysis, compliance opportunities emerge to enhance brand reputation and customer trust by adhering to safety and emission standards, exemplified by the company's focus on environmentally friendly vehicles like hybrid cars aligning with global environmental regulations. Moreover, legal frameworks provide chances for Toyota to safeguard patents, trademarks, and innovations, fortifying its competitive position and shielding against imitation from competitors. However, legal threats loom for Toyota, particularly in product liability issues where legal factors can lead to costly disputes and reputational damage if vehicle defects cause accidents or injuries. Additionally, shifts in regulations such as tariffs, trade policies, or labour laws pose challenges to Toyota's global operations, potentially impacting its supply chain and manufacturing costs. In essence, while the Legal factor offers opportunities for brand enhancement and intellectual property protection through compliance, it also presents threats like product liability issues and regulatory changes, highlighting the imperative for Toyota to vigilantly monitor and adapt to the legal landscape for sustainable growth and regulatory compliance (Hill, Schilling, & Jones, 2016).

THE 5 FORCES OF COMPETITIVENESS APPLIED ON TOYOTA 
The competitor analysis can benefit from the valuable framework provided by Michael Porter's Five Forces model (Blythe & Martin, 2019), that Porter (1998) refers to as “the competitive forces”.


Threat Of New Entrants 
When assessing the threat of new entrants’ force within the framework of Porter's Five Forces model in relation to Toyota, the threat can be considered low due to several key factors. Firstly, the automotive industry's high barriers to entry, encompassing substantial capital requirements, R&D investments, marketing expenses, and the need for an extensive distribution network, present formidable obstacles for new players, as stressed by Barney & Hesterly (2018). Toyota's established market presence and strong brand image have enabled it to surmount these barriers, thereby creating a challenging environment for potential entrants to compete on a similar scale. Additionally, companies like Toyota benefit from economies of scale in production, distribution, and research, allowing them to reduce costs per unit and maintain a competitive edge that new entrants would struggle to achieve without matching their level of production volume (Marketline, 2024). These combined factors contribute to a low threat of new entrants to Toyota within the automotive sector.
In evaluating the threat of new entrants’ force in connection to Toyota within Porter's Five Forces model, the analysis points towards a low level of threat. Factors such as Toyota's established reputation for quality, reliability, and innovation in the automotive industry leading to strong brand loyalty and customer trust, necessitate potential newcomers to make substantial investments in product differentiation and brand building to effectively challenge established players like Toyota. Sheenan (2011) describes how Toyota introduced the Lexus in the ‘80s and succeeded in surpassing important competitors in a few years, maintaining a top position in sales to the current days. Moreover, the stringent regulatory environment in the automotive sector requires adherence to complex regulations and safety standards, leading to additional costs and time constraints for new entrants. Considering these factors together, the cumulative effect of existing barriers to entry, economies of scale, product differentiation requirements, and regulatory challenges contribute to a scenario where the threat of new entrants to Toyota is perceived as low in the highly competitive automotive market dominated by a well-established company like Toyota.
Bargaining Power of Buyers
In the context of Toyota in the automotive industry, buyers hold significant bargaining power according to Porter's Five Forces model, attributed mainly to the wide array of choices available in vehicle types, brands, features, and prices, alongside easy access to detailed information due to technological advancements. This empowerment enables informed decision-making by buyers, compelling companies like Toyota to uphold competitive pricing and quality standards, emphasizing the need to cater to customer preferences to remain competitive and successful in the market.
 The high bargaining power of buyers in the automotive industry, especially impacting companies like Toyota, is underscored by two main factors: the low switching costs allowing dissatisfied customers to easily switch to competitors without financial strain, and demand volatility driven by changes in consumer preferences and economic conditions, leading buyers to pressure Toyota to adjust pricing and offerings. To address these challenges, automotive businesses, including Toyota, need to embrace a customer-centric approach by understanding and meeting consumer needs, implementing competitive pricing strategies, prioritizing quality and innovation in products/services, and fostering customer loyalty through outstanding experiences.
Bargaining Power of Suppliers
When analysing the bargaining power of suppliers in the context of Toyota within Porter's Five Forces model, it becomes evident that suppliers can significantly impact pricing, quality, and availability of essential inputs crucial for the automotive industry. Suppliers of key components like raw materials, electronics, and specialized parts play a pivotal role in shaping Toyota's operations, production costs, product quality, and competitive standing. Factors such as supplier concentration, input importance, and switching costs are critical in evaluating supplier power for Toyota; high switching costs due to expenses and potential disruptions amplify suppliers' leverage over Toyota, making it challenging to change suppliers without significant costs or operational disruptions. These conditions highlight the strong bargaining power of suppliers over Toyota, emphasizing the need for robust supplier relationships and effective supply chain management to mitigate supplier influence on operations, pricing strategies, product quality, and access to critical resources, ensuring sustained competitiveness in the automotive sector.
Threat of Substitutes
In Porter's Five Forces model, the threat of substitute products represents the potential of customers switching to alternatives that could perform similar functions or meet their needs. Within the automotive industry, this threat can manifest through alternative modes of transportation or technological advancements that offer comparable benefits to owning a car. Regarding Toyota, the threat of substitute products can be considered low due to the lack of direct replacements for personal vehicles in fulfilling the need for individual transportation. Public transit, ride-sharing services, and biking may serve as alternatives, but they often cannot fully substitute the convenience, comfort, and autonomy provided by owning a personal vehicle. As a result, the availability of satisfactory substitutes is limited, leading to a lower threat level for Toyota in terms of customers switching to alternative products, thereby maintaining a strong position within the automotive industry.
Competitive Rivalry
In Porter's Five Forces model, the intensity of competitive rivalry refers to the level of competition among existing firms within an industry, which can impact factors such as pricing strategies, product differentiation, and market share. For Toyota, the intensity of competitive rivalry is high due to the presence of numerous well-established competitors in the automotive industry, such as Ford, Volkswagen, and Honda. These competitors continuously vie for market share through product innovation, aggressive marketing campaigns, and pricing strategies (Porter, 1985). Additionally, the industry's high fixed costs, capacity constraints, and the competitive dynamics of global markets contribute to the high level of rivalry faced by Toyota. Intense competition necessitates continuous improvements in product quality, cost efficiency, and customer service to maintain or enhance Toyota's competitive position in the market amidst the pressures exerted by rival firms.

ADVANTAGES AND GAPS WHEN APPLYING THE 5 FORCES TO TOYOTA
Porter's Five Forces framework assesses industry competition, aids Toyota in understanding its competitive landscape, guides strategic decision-making, and helps devise effective competitive strategies. One drawback of Porter's Five Forces model is its static nature, providing a snapshot of the industry at a specific moment and potentially overlooking the evolving trends impacting Toyota's industry over time. Dobbs (2014) points out that this static approach may limit the model's effectiveness in addressing rapid industry changes and disruptions faced by companies like Toyota. Additionally, assessing each force requires subjective judgment and interpretation, introducing bias and complexity to the analysis. Kotler and Armstrong (2018) suggest that this subjectivity can lead to varied interpretations and conclusions, potentially affecting the reliability of Toyota's competitive analysis. In conclusion, while Porter's model offers a structured framework for strategic decision-making within Toyota, it is essential to acknowledge its limitations in terms of its static nature and subjectivity. Complementing the model with other strategic tools can provide Toyota with a more comprehensive understanding of its competitive landscape.

FUTURE RECOMMENDATIONS
Ansoff Matrix serves as a strategic tool to outline growth strategies for businesses. For Toyota, Market Development and Product Development emerge as strategic avenues, well-suited to its current political hurdles and extensive global presence (Marketline, 2022). To enhance its Market Development, Toyota should explore new markets or bolster its market share by targeting diverse customer segments or territories. In practice, Toyota could concentrate on burgeoning markets like India, Brazil, or select areas in Asia and Africa. Strengthening partnerships, investing in localized marketing and distribution channels, and tailoring products to fit local preferences can effectively facilitate market expansion. This strategic direction not only helps mitigate risks linked to political instability in specific regions but also bolsters Toyota's resilience by diversifying its market presence, hence reducing susceptibility to geopolitical uncertainties while seizing fresh growth prospects.
For its Product Development strategy, Toyota is advised to invest in developing new products or improving existing ones to meet changing customer demands and technological advancements, with a particular focus on electrification and autonomous driving technologies. To implement this, Toyota can expedite its efforts in creating electric vehicles (EVs) and autonomous driving systems to address the increasing demand for eco-friendly and cutting-edge transportation solutions. By collaborating with technology firms, allocating resources to research and development, and introducing new models with advanced features, Toyota can enhance its product lineup. This strategy is justified by the global shift towards sustainability and technological progress in the automotive sector, making a focus on EVs and autonomous driving in line with the market's move towards cleaner and smarter mobility options. By leading in product innovation, Toyota can set itself apart, boost competitiveness, and meet evolving consumer preferences, positioning itself strongly amidst political challenges and the transforming automotive industry landscape.



CONCLUSION
Through conducting a thorough external analysis and putting into action forthcoming recommendations, Toyota is poised to adeptly manoeuvre through the ever-changing business environment, seize opportunities presented by emerging trends, and uphold its competitive edge in the global automotive industry. This strategic methodology will empower Toyota to anticipate and respond proactively to economic shifts, technological advancements, regulatory modifications, and evolving consumer preferences. By prioritizing innovation, sustainability, digital transformation, global expansion, and brand enhancement, Toyota can strengthen its market dominance and cultivate greater customer allegiance. The embracement of adaptability and agility is paramount for Toyota to remain at the forefront of innovation and sustain its pioneering role within the automotive sector. By continually evolving in sync with the external landscape, Toyota stands to solidify its standing as a premier innovator and industry leader, laying the groundwork for continuous growth and enduring success within the fiercely competitive automotive arena.
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