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Abstract 
This dissertation mainly aims to discuss the marketing strategies of Toyota in the UK and the current marketing share value and position of the Japanese multinational company Toyota in the UK automotive industry. Marketing is an essential strategy that aims to fulfil all the demands of customers, which results in the success of an organization. Green Marketing aims to maintain environmental health in a greener way as well as satisfying customer needs. Sustainable development is the development of products or strategies to meet the demands of the present customer and save for the future. A Green Marketing mix strategy involves the production of green products, Advertising by green promotion method, green supply chain management, and green price settlement to gain a sustainable competitive advantage, reduce traffic pollution, and reduce the emission of greenhouse gases. 
It is explanatory research following the systematic review methodology and uses the keyword strategy to address the role of a green Marketing mix to attain a sustainable competitive advantage. It involves the selection of 19 research articles from the journals, 4 case studies, and documentation from the Toyota official website.
Toyota GB plc is the Toyota manufacturing plant in the UK. It achieves a well-reputable position in the UK Automobile industry with a market share value of 5.8 % in Year 2023 with the highest sale of new Yaris. It faces a lot of challenges and opportunities in the UK automotive industry. UK government imposed a ban on vehicles with high greenhouse gas emissions. It shifted to the production of electric vehicles, and plug-in hybrid vehicles and it also removed taxation on the electric vehicles. Toyota GB followed a UK government rule and was restricted to meet the “Toyota 2050 challenge” which includes the reduction of carbon dioxide to zero extent, reduction of greenhouse gas emissions, and management of water and nature.
To meet the challenge and achieve a well-reputed position in the UK, they implemented a Toyota production system that works upon continuous improvement and meets customer demands in a shorter period with less wastage. They produce green products that are made up of (4R 's) materials so that it is easily reusable to useful things. It uses a differential strategy by producing environmentally friendly vehicles to reduce environmental pollution. TPS results in waste management, water management, and inventory management which cause the reduction in cost known as settlement of green price. They adopted the green supply chain management and promoted Toyota products on social media, organized various shows, and advertised in magazines to interact more with customers and engage more customers. A Green Marketing mix leads to differentiation and cost reduction strategy, and it helps the organization to achieve a sustainable competitive advantage in a business. 
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                     Chapter 1– Introduction
 
1.1 Background: 
Marketing is an organizational function to create, communicate, and deliver value to customers as well as manage customer relationships in a way that benefits the business and its stakeholders. It results in the enhancement of business performance (Park, 2020). There is a particular strategy adopted by the organization for their successful business. Strategy is the pattern of choices made by an organization that establishes and communicates its aims and purposes for achieving the goal. According to Porter, strategy is about taking a competitive stance, standing out in the eyes of the customer, and providing value by combining a variety of tactics that set an organization apart from its rivals (Nickols, 2016, p. 4).
The main goal of an organization is to gain customer satisfaction and loyalty. To obtain the intended reaction from their target market, marketers employ a variety of techniques. These instruments make up a marketing mix known as the 4P of the marketing mix, which is a conglomeration of the attributes of o, place, price, and promotion. They are designed in such a way that mostly attracts the customers. The product must be unique and must be available at a low cost. Effective communication between customers and organizations plays a significant role in gaining customer value. It is attained by the effective promotion of products (Darmawan & Grenier, 2021, p. 76). 
With the advancement in technology and time, Digital and green marketing techniques result in the effective performance of an organization. A company's digital identity is its digital marketing, which allows it to show itself to a vast audience of online users. Promotion of a product using social media such as Facebook, website, Twitter, etc in a brief period is known as digital marketing (Sawicki, 2016, p. 84). Green marketing is the practice of promoting goods that are seen to be environmentally safe. It encompasses a range of activities like altering the product, changing the manufacturing procedure, adjusting the packaging, and changing the promotion. (Mishra & Sharma, 2014, p. 78).  
The goal of green Marketing is building a strong relationship with customers, which necessitates a holistic approach because businesses must naturally integrate all their operations into environmental concerns. Green Marketing is a tactic that includes choices like eco-friendly products, eco-friendly packaging, green communication, and green prices. Green products are environmentally friendly products. The term " Green packaging " refers to the specific phenomenon of using packaging that minimizes harm to the environment. Green prices are an intrinsic and transferrable financial representation of environmental concerns for the customer. Green communication promotes a good reputation and converts a company's concern for the public and the environment (Arseculeratna & Yazdanifard, 2013, p. 131).
With the proper marketing management, one can achieve a sustainable competitive advantage. It works on sustainable development. Sustainable competitive advantage can be maintained for an extended period. A high firm quality, distinctive service, products, and value supplied to the clients in comparison to competitors result in attaining competitive advantage (Engert et al., 2015, p. 2840). The degree to which an organization’s corporate culture maximizes and expedites its capabilities will determine its success, and the management process will play an important role in the organization's success (Sharkie et al., 2003, p. 20).
Toyota is one example of an automobile industry that works on green marketing management to gain a sustainable competitive advantage. This thesis analyzed the marketing strategy and Marketing position of Toyota in the UK. A vehicle with wheels and its motor is called an automobile. There are several different kinds of automobiles, but cars are by far the most common. Other types include buses, trucks, vans, and cars (Chulvanij, 2006, p. 10).
Toyota Kiichiro founded Toyota in 1933 as a division of Toyoda Automatic Loom Works. In 1937 it became Toyota Motor Co. It is headquartered in Japan. The organization has a wide range of models to choose from. It is the second largest automotive company worldwide because it is guided by strong principles to produce the best possible innovative product and service to promote the sustainable development of society. The first car to be produced was the AA sedan in 1936. The Second World War was also a difficult moment for Toyota, which stopped its car production, focusing on trucks until 1947. The company grew rapidly by starting to export significant quantities of vehicles abroad and evaluating them in different markets. The real breakthrough came in the last years of the century with various innovations like the introduction of its luxury brand Lexus and the first mass-production hybrid vehicle in the world, Prius (Allera, 2022, p. 54). 
Today, Toyota is the second largest car manufacturer by market value. It operates in more than 170 countries and all over the world (Allera, 2022, p. 54). 
For Toyota, the United Kingdom has been a crucial market for its European expansion. The Japanese automaker exported its vehicles to the UK by way of an agreement with a small family known as Pride and Clark. Toyota stopped exporting to the UK in 1978 and instead entered a joint venture. In 1967, the small family business changed its name to Toyota GB and began producing different kinds of cars. In 1998, this agreement came to an end when Toyota Motor Corporation, before Toyota Motor Corporation acquired all of Toyota GB in 2000, the corporation decided to buy a 5% share in the company. Toyota Manufacturing UK, a wholly owned subsidiary was established in Europe for the first time in 1992 (Allera, 2022, p. 58).
Toyota GB plc is the name of a Toyota UK branch. Toyota established its manufacturing facilities in the UK, close to Derby. This site’s production started in 1992. In addition, components for engine assembly in factories in Turkey, France, and other countries across the world are produced here. It is best known for its Research and Development centres (Hoque et al., 2013, p. 227) Toyota was able to establish new records in a few sectors for UK new car sales in 2022. With a record 6.61 per cent market share, Toyota ranked third among the OEMs in the UK (Media, 2023).
Recently, Toyota announced that the Yaris Cross, a new compact SUV built on the same platform as the Yaris, will go on sale in Europe. Additionally, it introduced a new brand for its mobility services in Europe called Kinto. The European Car of the Year award goes to the new Yaris which is a proud movement for the Japanese multinational company Toyota in Europe (Toyota GB media, 2021, p. 25).

1.2 Research problem:
The term "market mix" refers to the arrangements of products, distribution, promotion, and pricing used to develop and implement exchanges to reach the target markets. (Isoraite, 2016, p. 26).
Green Marketing is the promotion of products that are thought to be safe for the environment. It includes a variety of operations such as product modification, modification to the manufacturing process, packaging adjustments, and advertising modification (Mishra & Sharma, 2014, p. 73).
This will provide research on the role of a green marketing mix in attaining a sustainable competitive advantage for Toyota in the UK. It includes the modification of a Product, Place, Price, and promotion of Toyota products in such a way that benefits both organizations as well as the environment.
The sustainable development goals are a global call to action that aims to end poverty, safeguard the environment, and guarantee prosperity and peace for all (Larina et al., 2021, p. 185). 
Rather than originating from the production or availability of specific goods or services, or the execution of a specific activity, Competitive advantage arises from how various activities complement and enhance one another. To satisfy customer needs more effectively than competitors. To meet customer demand, an organization must focus on differentiation, and cost leadership strategy to achieve a sustainable competitive advantage (Sharkie et al., 2003, p. 26).
Hence, this research will be focused on Analyzing how the green marketing mix strategy adopted by Toyota in the UK led to achieving sustainable competitive advantage through the differentiation and cost-leadership strategy.



1.3 Aim: 
The main aim is to analyze the marketing strategies and Marketing position of Toyota in the UK. It focused on the role of a green marketing mix technique to gain a sustainable competitive advantage. It focuses on explaining how green Marketing mix strategy and sustainable competitive advantage are related to each other and how Toyota's green Marketing mix strategy will result in gaining customer loyalty and customer satisfaction. It aims to discuss the various challenges and opportunities faced by Toyota in the UK and how the UK government helped it achieve a reputable position in the UK. It also focused on the green marketing mix strategies analysis of green products, green places, green prices, and green promotion of the Toyota in UK automobile industry.
1.4 Objective:
The main objective is to study the role of marketing strategies in achieving the customer value used by Toyota in the UK. It focused on determining the strengths, weaknesses, opportunities, and threats faced by Toyota in the UK automobile industry and what are the tactics used by it to engage more of its customers with itself. It also gathered information about the market share value and marketing position of Toyota in the UK. As market share value of Toyota UK reflects its position in the UK Automotive industry.
1.5 Research questions: 
Q) What is Toyota’s current market share and position in the UK automobile industry?
Q) How green Marketing mix strategy be adopted by Toyota in the UK?
Q) What are the key marketing channels and tactics that Toyota employed in the UK   market and how effective have they been in reaching and engaging customers?
Q) What are the challenges and opportunities Toyota faced in the UK market?
Q) What are the factors affecting the marketing strategies of Toyota in the UK?

1.6 Significance of the study: 
The study was significant as the main goal of this research is to address the role of Marketing strategies adopted by Toyota in the UK and the role of a green Marketing mix strategy to achieve a sustainable competitive advantage for Toyota in the UK. Sustainable competitive advantage plays an important role in achieving the most reputable position in the business environment and meeting customer needs and demands with high-quality products at the lowest price. Differentiation and cost reduction are the main aspects of a sustainable competitive advantage. A Green Marketing mix strategy helped in achieving a sustainable competitive advantage by providing high-quality products at the least green price.
This dissertation provides an overview of customer demands in the UK automobile industry and various challenges and opportunities faced by Toyota in the UK. The role of environmentally friendly vehicles of Toyota GB helped in reducing environmental pollution in the UK. 
It is significant as it provides information about the green Marketing and green Marketing mix strategies to reduce environmental pollution and attain a sustainable competitive advantage by satisfying the customer demands of Toyota in the UK.
1.7 Research Methodology:
It is explanatory research following the systematic review methodology which involves the Selection of a journal, articles, research papers, and documents from the official website in a sequential manner by using the keyword strategy, that provides relevant information about Toyota UK, green marketing mix strategies, Green Marketing, and sustainability. It involves the Selection of Reputable journals such as an international journal, Journal of Engineering Manufacture, etc to address the research problem. 120 research articles were examined through the selected journals and 19 research articles, and 4 case studies were selected to answer the various research questions and analyze the research problem.
1.8 Structure:
This dissertation mainly consists of Five chapters. The first chapter contains the introduction part, which further discusses the background, Aim, objective, research problem, research questions, and brief methodology of the research. The second chapter has a brief detail about the literature review. The third chapter consists of research methodology, the Fourth chapter focuses on data analysis and discussion of the result. The fifth chapter focused on explaining the Summary of the main finding, conclusion, recommendation, and recommendations for future work.
Chapter 2 - Literature review
2.1 Introduction:
Literature review will involve expanding upon and updating the one that was finished during the proposal stage. Its goal is to demonstrate how your conclusion relates to the body of knowledge. It aims to provide an overview of the current state of knowledge on a particular topic (Knopf & Jeffrey W, 2006, p. 128).
The main aim of the dissertation is to analyze the Marketing strategies, Green Marketing strategies used by Toyota in the UK, and the current marketing position of Toyota in the UK. It contains information about green marketing, Green Marketing mix, Toyota in the UK, and an explanation of how the green Marketing mix strategy adopted by Toyota UK achieves a sustainable competitive advantage.
2.2 - Green marketing concept:
An organization's goal to achieve sustainable competitive advantage is concerned with the fulfilment of the needs of customers along with the protection of the environment. Green Marketing is an essential marketing strategy adopted by an organization that benefits the company, customers, and environment. There are various definitions of Green Marketing. According to the American Marketing Association, green Marketing is product marketing that is friendly to the environment. Polonsky (1994) defines green marketing as all functions designed to create and facilitate all planned exchanges to satisfy the needs or desires of people in a way, in which needs and wants are met with minimal inconvenience impact on the natural environment. In simpler words, Green Marketing is defined by Pride and Ferrel (1991) as the targeted development, pricing, promotion, and distribution of goods that are safe for the environment (Mahmoud, 2019, p. 21). 
On the other hand, the concept of Green Marketing is new worldwide. According to Polonsky (2011), Green marketing refers to an organization’s effort to create, market, sell, and distribute its product in a way that encourages environmental preservation. According to Rashad Yazdanifard (2011), Green marketing refers to the advertising campaigns that leverage shifting customer perception of a company (Mahmoud, 2019, p. 21). The concept of “Green marketing” arose from the organization’s concern for the environment. These companies came to understand that maintaining their existence and viability requires balancing their interests with those of their customers. A wide range of actions fall under the umbrella of green Marketing including products, packaging, advertising, and production methods (Mahmoud, 2018, p. 127). 
Figure 1.  Green Marketing mix strategies 
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Green Marketing mix involves a marketing mix technique in a greener way. It includes Green Management of product, price, place, and promotion in such a way that benefits the environment, customers, and organizations. It has become a managerial concept to enhance the image and reputation of a company by casing its environmentally friendly operations, which are guided by upholding moral principles, conducting social and environmental obligations, and interacting with stakeholders in the business and community (Kumar & Ghodeswar, 2015, p. 50).
Green product:
Green products are minimally packaged, long-lasting, non-toxic, and composed of recycled materials (Durif et al., 2010, p. 25) Product is the core and the biggest part of a green Marketing strategy. It is not only limited to the final object but includes all elements which include green elements used in product formation, packaging, etc. 
A green product can be considered as one that fulfils the same functions as the corresponding traditional product but causes less damage to the environment (Mahmoud, 2019, p. 22). It is the major factor that is responsible for the organization's success. The term “Green product” in business is often used to describe those who strive while saving to protect or improve the natural environment (Mahmoud, 2019 p. 22).
Green price: 
Green price is the most essential element of the green marketing mix. Green products that are responsible for maintaining the health of committees, employees, organizations, surroundings, and the environment must have additional value in them. The price set up According to the rules and regulations is known as a Green Price. Going green involves high costs for the installation of new machinery and technology, employer training, external cost absorption, and waste conversion into recycled products. Costs are inextricably included in a product's final price. Thus, the green price is a premium price that goes up even more when the cost of promotion is factored in (Eneizan et al., 2016, p. 16).
Mostly customers are attracted by the green product not taking care of the inflated cost. Cost reduction strategy According to Porter helps in achieving sustainable competitive advantage as this provides the most suitable product at a low cost (Boztepe, 2012, p. 11).
Green Place: 
Place indicates the location where an organization supplies its products. Green location means logistics management that reduces traffic emissions, which means an effect aimed at reducing the carbon footprint. It includes a cycling procedure to protect the environment (Mahmoud, 2019, p. 128).
Green promotion:
Green promotion plays a significant role in achieving sustainable competitive advantage. It includes promoting and advertising a product in a greener way. Green advertising is a form of advertising that discusses either directly or indirectly how a good or service interacts with the biophysical environment and encourages a green lifestyle that shows a company's environmental responsibilities. Green advertising aims to appeal to consumers' needs and aspirations regarding health and environmental concerns from a variety of angles, such as ecology, sustainability, and a polluted environment (Mahmoud, 2019, p. 128).
Planet, people, surroundings, and organization health are considered in green promotion. It includes the use of social media apps such as YouTube, Facebook, Twitter, etc, white papers, websites, and marketing collateral that have a positive impact on the environment. Green advertising is the use of promotional messaging to appeal the people who care about the environment (Mahmoud, 2018, p.129).
A Green Marketing mix strategy is responsible for achieving a sustainable competitive advantage. Sustainable competitiveness involves sustainable development. Sustainable development works upon the sustainable strategy. It involves meeting the customer needs presently along with saving for the future generation. It involves protecting the environment, surroundings, and planet. Sustainable competitive advantage is the key factor for an organization’s success. It results in gaining customer loyalty and the value chain of the customers. A green Marketing mix is responsible for increasing the purchase intention of the customer (Maravcikova et al., 2017, p. 2).
Toyota is an automobile industry that gained huge importance in the business. It adopted a green marketing mix strategy to gain a sustainable competitive advantage. 
According to Michael Porter, when a company engages in similar activities as rival companies and generates economic value in a market or industry, it enjoys a competitive advantage. In 1991, Barney claimed that a company can gain a competitive advantage by implementing a value-creating strategy at a time when no existing or potential competitors are doing so. Sustainable competitive advantage works upon sustainable development. Differentiation strategy and cost reduction strategy are the main reasons for an organization to gain a sustainable competitive advantage (Shannassy, 2008, p. 169).
Toyota in the UK adopted the green marketing mix strategy. A green Marketing mix is responsible for the differentiation of products, design, manufacturing, and cost reduction activities which in turn are responsible for gaining customer loyalty, and customer satisfaction, and attaining the sustainable development advantage.
 2.3 - Toyota in the UK: 
The Toyota production system in the UK is known as the Global production system. With two manufacturing facilities in the UK, the company has invested a total of £2.75 billion and employs about 3,000 people (including the Agency). The engine manufacturing facility is in Deeside, North Wales, and the car manufacturing facility is in Burnaston, Derbyshire.
On December 16, 1992, the first vehicle, a Carina E, rolled off the Burnaston assembly line. This was later replaced in 1997 by the Avensis, which went through three generations of ownership. 1,936,572nd Toyota Avensis in July 2018 is the last vehicle to leave the factory. The Corolla's 1998 debut helped prepare the way for the 2001 release of the Corolla's new generation. Then, the Corolla was replaced in 2007 by the Auris, a new Toyota hatchback. The Auris Touring Sport was produced in 2013 and the Auris Hybrid, the first fully mass-produced hybrid in Europe, in 2010. 
The future of TMUK is the new Corolla with its Touring Sports variant, which replaced the Auris as the first model to deploy Toyota's dual hybrid approach. Toyota is the industry leader in the development of hybrid vehicles. The new Corolla began rolling off our production lines in January 2019 (Home, 2023).                                     
A green Marketing strategy must address several essential areas to gain a competitive edge, including product development, positioning, pricing, application of green logistics, appropriate waste management, prompt launch, and green partnership formation (Arseculeratne & Yazdanifard, 2013, p. 131).
Green Marketing mix leads to the differentiation and cost reduction of products.
Figure 2: Differentiation and Cost-Reduction Strategy of Toyota GB. 
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The goal of the cost-leadership strategy is to become the least expensive in their sector to gain a competitive edge. The goal of a business that chooses to pursue a cost leadership strategy is to realize its offer at a lower cost. By emphasizing aggressive construction of efficient-scale facilities, vigorous pursuit of cost reductions from experience, tight cost and overhead control, avoidance of marginal customer accounts, cost minimization in operations, lost cost in service, advertising, R&D design, and so forth. Toyota in the UK has achieved superior competitiveness in terms of delivery time, quality, and cost reduction. It has catalyzed a global movement towards increasing efficiency as a strategic imperative through cost-cutting (Barota & Abdullah, 2011, p. 1364).
The goal of the differentiation strategy is to develop a market position that is thought to be distinct within the industry and long-term sustainability. Differentiation can be achieved through various means such as distribution, design, or brand image. Particularly differentiator businesses produce adding value for customers by providing premium products backed by excellent service at competitive prices (Barota & Abdullah, 2011, p. 1364).
Toyota's global production system in the UK employs differentiation in products, price, promotion as well as place which leads to achieving a sustainable competitive advantage. 
 2.4 - Green Marketing mix strategy adopted by Toyota in the UK:
Green products Toyota uses Gas / electric hybrid technology extensively among its offerings. To position itself as the world's first environmentally conscious automaker, it is also investing the highest amount of money in R&D centres to produce hydrogen vehicles (Eniezan et al., 2016, p. 21).
Toyota has already introduced a wide range of products to the UK Market. Toyota Aygo, Yaris, Auris, Corolla, Prius, RAV4, Avensis, Verso, and Lexys are part of Toyota's proud presence on the UK motorway. Toyota Mirai is the hydrogen vehicle available in the UK (Hoque et al., 2013, p. 228).
In the class of greener cars, the Toyota Prius model is hailed as the industry leader (Eneizan et al., 2016, p. 21).
The company unveiled its “Environmental Challenge 2050” in 2015, which consists of six tasks. These include creating new goods and technology, recycling, managing general resources, and optimizing the use of water and energy. The six tasks include. 
1. No emission of CO2  
The goal of this challenge is to cut carbon dioxide emissions. Production of Electrical, fuel cells, plug-in hybrids, and hybrid vehicles reduced carbon dioxide emissions.
2. Life cycle zero CO2 emission
The goal of this challenge is to completely remove CO2 emissions from all product life cycle components, including materials as well as parts.
3. Zero CO2 emissions from plants 
Plants produce CO2 emissions as part of their manufacturing process. Toyota has a strategic goal to attain zero CO2 emissions at all its plants to benefit the environment. Toyota especially tends to support hydrogen and renewable energy.
4. water conservation 
Water is a necessary source to develop the products. The minimum consumption of water and waste management help in the conservation of water. They start collecting the rainwater and reusing or recycling it.
5. Creating mechanisms and a society centred on recycling  
Toyota wants to contribute to a society that is environmentally sustainable by encouraging recycling and end-of-life car treatment.
6. Creating a future civilization that co-exists with nature 
Toyota advocates for its mission by valuing and improving society's lives. For instance. It supports programs in the field of education, grants for the environment, green urban systems, and forestry (Simao & Lisboa, 2017, p. 190).
Toyota Motor advertises the “Four Rs” (Reduce. Recycle, Reuse, Return) and implemented several relay initiatives. Toyota focuses on producing vehicles or components of vehicles that are reusable, recyclable, reducible, and returnable which benefit the environment, organization, and customers (Shaw & Williams, 2018, p. 40).
European Community End of Life vehicles (ELV) challenge manufacturers to consider vehicle reuse and recycling when they design and manufacture their products. (Shaw & Willians, 2018, p. 40). 
Two goals were assigned to new vehicles in the End-of-Life directive as follows. 
1. Mass percentage per vehicle that should be reusable and recyclable (68 %)
2. Percentage by weight per vehicle that should be reusable/recyclable (95 %) (Shaw & Williams, 2018, p. 40).
Working with the recycling partner Auto Green, Toyota has a network of more than 150 authorized dismantlers who adhere to the European End of Life Vehicles (ELV) directive (Toyota, 2022).
Tires and other rubbers were recycled as crash barriers and used on playground surfaces, and 3G sports. The waste batteries and accumulators’ regulations of 2009 consider Toyota (GB) PLC to be a manufacturer of automotive batteries. Toyota (GB) PLC is required, either directly or through one of the retail centres of waste batteries, to collect from Toyota or Lexus vehicles that are placed on the UK market. Most of the materials used in manufacturing were Glass, steel, and rubber-metal such as (Zn, Cu = 98 %). They were recycled and converted into useful products. Glass is also used in making fuels (Toyota, 2022).
In a remanufacturing program - Returned parts are inspected and replaced and part is assembled and packed for sales to customers. Major remanufacturing items include AIC compressors, automatic Transmissions, power steering mounts, cylinder heads, engines, and clutch assemblies (Shaw & Williams, 2018, p. 41). 
In the recycling of hybrid batteries - The nickel and lithium-based batteries used in hybrid cat outlast the vehicles they use. Hybrid vehicle drive batteries, when in good working order, can be disconnected and used as independent, fixed-power storage. It results in energy conservation (Shaw & Williams, 2018, p. 41).
Toyota in the UK focuses on producing green products that are responsible for protecting the health of the environment, organization, and customers.
Green price According to the author Ahammad (2022), green pricing encourages the development of cost-effective energy plans. It can actively involve customers in environmental improvement, they might be prepared to pay an additional 5 to 15 % as a donation to support renewable energy projects that do not pollute the environment (Ahammad, 2020, p. 531). 
UK consumers are sensitive to green products. Toyota GB determines the pricing of its product range considering the various income levels. There is a fixed premium price for Toyota in the UK ranging from £20,000 - £50,000 (Hoque et al., 2013, p 229).
According to the research by FZE (2021), Toyota in the UK has market-oriented pricing and value-based pricing. Toyota bases its price-fixing decision on the strategy. Most often trucks and sedans are priced using the market orientation. Value-based pricing strategy is based on how much customers think a product is worth. This pricing strategy is used for expensive, high-end, and sophisticated car models such as the Lexus brand (FZE, 2021).
Toyota GB have made a public announcement about their non-plug-in hybrid development projects. Thus, is equivalent to what GM claims to have spent developing the Volta plug-in hybrid technology. To be sold to the public, a hybrid system needs to be integrated into an actual vehicle design. Typically, this requires developing a platform for a high-volume conventional car which cuts cost-effectively. Following the achievement of approximately 900,000 units of cumulative global sales of the second generation, Toyota GB declared the commencement of profitable Prius production. The opening profit per vehicle (OPV), which will reimburse the development costs, must be determined to use this Break-even production volume to estimate the cost of hybrid development. OPV is reliant on the relationship between the premium for hybrid vehicles and their additional manufacturing costs (Olson, 2013, p. 7).
Green bonds offer a way to reduce risks and give the chance to start new, value-adding projects with less impact on the environment. Toyota is financing the purchase of auto loans for electric and hybrid vehicles using its green bonds. Money raised from the sales of green bonds can help a company lower expenses, boost productivity, and control pollution (Baulkaran, 2019, p. 1).
The UK government has focused its support on electric vehicles as evidenced by two different approaches. First transportation, taxes have been utilized to further the government's environmental goals. Owners of battery electric vehicles are exempt from ownership taxes known as excise duties and must pay the minimum amount of company car tax. Second, it launched consumer incentives with £ 250 million, a plug-in car grant program that offers reimbursement equal to 25 % of a vehicle purchase price up to a maximum of £ 50,000 (Campbell et al., 2012, p. 1319).
According to the survey report of Campbell, the median price paid by people who had just purchased a new or new vehicle was between £11,000 and £15,000. This is much less expensive than what an electric car costs. The high cost of alternative fuel vehicles was different five people thinking about plug-in hybrid electric vehicles. They suggest that price premiums need to be significantly reduced for them to become commercially available (Campbell et al, 2012, p. 1320).
The following are the fixed prices of some of the green products of Toyota in the UK









Table 1: 
	Model
	Price on Road

	Yaris
2022 Corolla
2020 Prius Plug-in Hybrid
2021 GR Supra
2021 Mirai
2022 RAV- 4
2021 RAV- 4 Plug-in Hybrid
2021 Proace Electric
	£ 20,820 - £ 25,030
£ 29,480 - £ 33,115
£ 33,300 - £ 33,400
£ 47,475 - £ 55,830
£ 49,995.00 - £ 64,995.00
£ 32,955 - £ 42,740
£ 42,575.00 - £ 46,975.00
£ 35,846.67 - £ 40,680.00




                       (Source: Toyota, 2022).
Toyota GB also adopted a cost-reduction strategy to attain a sustainable competitive advantage. A Green Marketing mix strategy helps with cost reduction. The UK government also plays an important role in an organization’s success. 
Green place 
Toyota GB is more concerned about the customer needs and demands and they are developing a greener technique to meet the customer needs which results in attaining customer satisfaction and customer loyalty. It includes supply chain management in a greener way and green logistics. 
A production and supply organization that considers demand is known as supply chain management. Supply inventory needs for each item of production and examine how inventory moves through the system to meet client specifications on schedule and with the least amount of waste. (Basu, 2023, p. 7).
Supply chain management includes logistic management. It is the process of planning, implementing, and managing the efficient, cost-effective movement and storage of raw materials in process inventory, finished items, and related information from the point of origin to the point of consumption from the point of origin to the point of consumption. The internet-enabled integrated supply chain, or e-supply chain, has transformed the supply chain's internal flow into an ecosystem. Toyota GB aimed to source materials and produce products concerning customer demand to minimize both factory inventory and dealer inventory (Basu, 2023, p. 8).
The core of the ECR movement has been improving supply chain performance, which has recently been strengthened by a growing interest in lean thinking - a supply chain waste elimination strategy modelled after Toyota that emphasizes time compression. End-to-end, lean businesses can provide greater value for the customer while consuming fewer resources by adopting a comprehensive strategy to eliminate waste from the entire supply chain process (Simons & Mason, 2003, p. 4).
Due to the rising environmental consciousness of the public and the laws enacted by several governments worldwide, green logistics is considered. Driving is a significant contributor to climate change and is responsible for greenhouse gas emissions. So, for reducing traffic pollution production of greener vehicles is considered. The UK government has high goals and aims to achieve them (Besbes et al., 2019, p.27).
According to Campbell, Birmingham's car reliance rate is lower than many other authorities in England and Wales. Nearly 24 % of Birmingham's carbon emissions come from the city road transportation sector. The City council acknowledged the issue and released a “climate change action plan” in 2010 to develop a sustainable economy (Campbell et al., 2012, p. 1319).
Toyota GB works on the kaizen strategy and continuous improvement program managing green logistics to reduce waste production, traffic, pollution, and conservation of natural resources. The fundamental lean principles of process waste minimization include minimizing production waste like sludge, managing logistics concerns with packaging by streamlining wrapping specifications, and increasing the use of returnable shipping containers. Kaizen or the value of continuous improvement has made it possible to identify innovative sustainable projects early and to match business requirements with high performance. The decentralized network of dealers and parts distributors involved in initiatives for sales and recycling includes gathering damaged parts, encouraging the resale of used parts, and transporting oil in trucks rather than drums (Rouault, 2020, p. 327).
Toyota in the UK developed a system of solar plants to generate electricity in an effective manner (Larina et al., 2021, p. 184).
Toyota GB understands the value of reaching the intended market with its products and consistently prioritizes the needs of its customers. Through dealerships, they sell their cars, and sales are conducted one-on-one between customers and sales staff. Sales personnel at each of these teams of seven or eight people work together in a dealership.
Marketing channels are the routes to market used to sell each product and service that a customer purchases. It has three marketing channels Toyopet, the medium market, Corolla, the compact car, and Netz, the customer base that aims to attract customers. They strive to maintain a fair service level, reduce supply chain costs, and produce high-quality goods. Suppliers are arranged in several tiers, First-level level suppliers are part of a team that develops products. Second-tier vendors produce individual components (Madoh et al., 2019, p. 3).
It focused on the just-in-management strategy to reduce waste production and to provide high-quality products to customers (Hines, 2016, p. 115).
Following are the data representing the supply chain management of Toyota in the UK
Table 2: It shows the inventory, lead time, and production time of Toyota GB.
	Inventory 
	     127.7 days

	Lead time
	     39.47 days 

	Production time
	     2.07 days 



Table 3: It shows the supplier system of Toyota in the UK 
	Supplier system 
	     Raw materials 

	Toyota.       (23%)
	     7.7%

	1st tier.       (34.6 %)
	     16.3 %

	2nd tier.      (9.3 %)
	     6.5 %

	3rd tier.       (1.6 %)
	     0.8 %

	4th tier.       (0.2 %)
	     0%


             (Source: Hines, 2016, p. 115).
Green promotion 
Toyota GB focuses on promoting the product in a way that benefits the customer as well as the environment. They focus on the conservation of energy and other resources. It uses green advertising to attract more customers which results in benefiting the organization, customers as well as the environment.
With an increase in internet users, websites, and social media, it is necessary to adhere to an integrated marketing communication strategy and carefully use a variety of communication channels such as TV, newspaper, and magazine advertisements as well as social media apps like Instagram, Facebook, Twitter, YouTube, etc. Toyota GB focused on social media apps to advertise which resulted in increasing the communication gap between the customers and organizations and reducing the traffic pollution. Following this, Toyota gained more attention which enabled it to establish an online newsroom “Zim Strategy” (Naser, 2021, p. 154).
It focuses on reuse, recycling, reduction, and return. Social media, web-based trading, platforms, and print ads in regional magazines and newspapers are used to promote reuse cars for sale. Magazines used in advertising Toyota GB are also reused and recycled in a way to protect the environment (Shaw & Williams, 2018, p. 39).
Toyota used strong headlines to draw attention in their Prius advertisement, which focused more on emotion. This resulted in highly impactful advertisements and longer recall data. The product was promoted on television, and in magazines like Vanity Fair. Toyota promoted the car's environmentally friendly features and characteristics on Earth Day to attract more customers (Rouault, 2020, p. 335).
According to Leonidou Toyota, it revealed its environmental goals, incentives, and beliefs to the public in its 2007 “Zero emission advertisement” (Leonidou, 2011, p. 17).
It uses catchy slogans to emotionally attach customers to itself. E.g. - the concept “For generation taking you farther” will be used to support the creative strategy to achieve these communication objectives. 
“Rewarded with a smile by exceeding your expectations" is used to advertise the RAV4 in the UK. A unique Facebook mini-site for the model year will be created to showcase the new features compromising images, video, and computerized tour of the car. There will be a section called Beyond with RAV4 where families are encouraged to post photos from their travel and exchange suggestions for the new routes to faster interact with customers (Ponce, 2014, p. 23).
2.5 - Conclusion of the chapter:
Green Marketing is a strategy that aims to fulfil the demands of a customer while considering environmental health. It results in sustainable development and works upon a strategy that reduces environmental pollution. Green Marketing mix strategy is a combination of a green Marketing and Marketing mix which includes the manufacturing of green products, settlement of green prices, green promotion, and green place strategies to attract more customers and save the environment.
The Green Marketing mix strategy adopted by Toyota helps in achieving a strong market position in the UK. It results in the differentiation of products in terms of production, promotion, design, and management to attract more customers. It led to the reduction of costs by various means of green Marketing mix such as green logistics management, kaizen strategy, etc. Differentiation and cost reduction are two main components of achieving a sustainable competitive advantage. Hence, Toyota GB achieves a sustainable development advantage in the UK through the green Marketing mix strategy.

Chapter 3 - Research Methodology 
3.1 Introduction:
Research methodology is one approach to methodically addressing research problems. It can be viewed as a science that studies scientific research methodology. In it, we examine the different approaches that a researcher typically takes when examining their research problem and the reason behind them (Kothari, 2004, p. 8).
There are two types of research methods: Quantitative and Qualitative analysis. The scientific method and quantitative techniques from the basis of contemporary science. This method of conducting research typically begins with a particular theory, either previously developed or put forth, which gives rise to hypotheses that are subsequently subjected to quantitative measurement, while qualitative techniques are based upon quality. It includes in-depth analysis using the data collected from interviews, and case study research (Swanson & Halton, 2005, p. 30).
The main aim of my research is to analyze the marketing strategies and Marketing position of Toyota's production system in the UK. It analyzes what is the current marketing position of Toyota in the UK and what marketing strategies they will adopt to engage more customers and gain customer loyalty and customer satisfaction. The main research problem is to analyze the role of a green Marketing mix technique to achieve a sustainable competitive advantage. Research methodology is in such a way that addresses the research problem. 
The research methodology will explain the research philosophies and assumptions used by it in the first section and in the second section research design will be explained. In the third section research approaches are explained. In the fourth section, the data collection method was explained. In the fifth section, ethical considerations are considered, and the last section includes the conclusion of the research methodology chapter.
3.2 Research philosophies and assumption: 
Research philosophy refers to the guiding principles or ideology that will be employed in evaluating the study. Three categories of research philosophies exist Pragmatism, Positivism, and interpretivism. Interpretivism is characterized as the theory that is applied in qualitative research to analyze human interest in the subject and assumes that social construction is the only way by which reality is connected. Conversely, Positivism is a philosophical approach that assesses quantitative data using statistical tests. Pragmatism is a combination of both studies. One can be encouraged to take proactive measures toward conducting ethical and repeatable research by using research methodology (Dougherty et al., 2019, p. 22). 
The pragmatism method is chosen in this research to explain the role of a green Marketing mix strategy used by Toyota UK to attain sustained competitive advantage. Both theory and statistical data are needed to answer the research questions.
There are four research philosophical assumptions Ontological, Epistemological, Axiological, and methodological. The nature of reality and its attributes are central to the ontological debate. Multiple realities are accepted by researchers when they work on qualitative research projects. Following the epistemological assumption, the researcher aims to get as close as possible to the participants under study. As a result, subjective evidence is gathered According to personal opinions. While all researchers contribute values to their work, qualitative researchers explicitly state their values within a study. The Axiological assumption that underpins qualitative research (Sage, 2018, p. 22).
This dissertation is mainly based on the methodological and Axiological research methodology. It works in a systematic procedure, including choosing of research problem, and research questions and selecting the journals, research articles and case studies for addressing the market share value, marketing strategy of Toyota in the UK and the role of a green Marketing mix strategy to achieve a sustainable competitive advantage.
3.3 Research design:
Research designing is a necessary step in research to answer the research problem. There are two types of research design: quantitative and qualitative.
The qualitative research method entails spending a lot of time in the field, working through the sometimes-difficult time and consuming data analysis processes, writing lengthy passages, and engaging in some sort of social and human science research that lacks clear protocol or set guidelines. Finding the answers to questions is done rigorously using qualitative research methods. It is based on quality and normally works on answering how and why-related questions. In quantitative data, Typically, numbers are used to collect data and these numbers can be statistically examined. In qualitative research, the researcher records the words and pictures of a small number of participants who are gathered at their research sites (Soiferman, 2010, p. 9).
In this research, mixed methodology (qualitative + quantitative) is used to answer the research questions in the best way. For answering questions and addressing the research problem mixed method is used which includes an explanatory systematic review methodology. It involves analysis of research articles, case studies from the journals, and documentation and analysis of data from the various official websites.
Explanation research offers a useful justification for the inclusion of a particular component in a solution. Requirements and solutions are the only two components that are fundamentally required for a comprehensive explanatory design (Baskerville & Heje, 2010, p. 1). 
Systematic review methodology and documentation both are components of quantitative research. Systematic review methodology involves the study of various literature in a systematic manner and documentation involves the analysis of statistical data using the official website and other documents.
This dissertation used a systematic review methodology to analyze the research papers. There are numerous explanations, empirical, and descriptive research on the marketing strategies of Toyota in the UK, Such as an Analysis of Toyota's marketing strategy in the UK market by Hoque et al., 2013.
3.3.1 - The following are the five steps included in this dissertation to ensure its validity and reliability:
1. The first step involves the identification of the research problem and planning a strategy to select the various research articles through journals and Research papers etc. It involves the classification of a journal according to its name, publisher, Author, and articles examined in the Journal.
2. The second step involves searching the articles, and journals through Google Scholar by using a keyword strategy. This dissertation's main aim is to analyze the marketing strategies of Toyota in the UK and the role of a green Marketing mix strategy in attaining a sustainable competitive advantage.
Hence the keywords used in this research were - 
Green Marketing, Toyota GB UK, UK, Toyota Production System, Role of UK government, Sustainable competitive advantage, Marketing strategies, Automobile industry, green promotion, green advertising, challenges and opportunities, market share value, green products, green supply chain management, etc. 
Hence the use of keywords in finding a valuable and good research paper helps answer the research questions.
3. In the third step there is a screening of Selected journals and research papers based upon the research article and then screening is done based on Reading the abstract. Some of the articles were excluded, because they provide information about non-UK Toyota's marketing strategies such as Toyota Marketing in the USA, Indonesia, etc. 
4. The fourth step involves the reading of full-text papers, and the selection of articles was done based on the relevant information. These articles provide information about the green Marketing mix strategy of Toyota in the UK, challenges and opportunities faced by Toyota in the UK, market share value, sustainable competitive advantage, differentiation, and cost. Reduction strategy and the role of a Toyota production system in achieving a reputable position in the UK were selected. 
5. Those articles which provide relevant information to answer research questions and address the research problem were selected and information gathered from them was collected in the form of notes.
Here is the table providing the details of articles systematically selected from the journal.
It involves the analysis of 120 articles from the selected journals, out of which 19 articles were selected for answering research questions and analyzing the research problem. The selected articles were from the years 1990 - 2023 which focus on green Marketing, green Marketing mix strategies, Toyota UK, Toyota production system, etc.
Some of the articles were excluded as they provide the non - UK information on Marketing strategies for Toyota in the USA and Indonesia. Some of the articles will provide information. 
Figure 3: 
 Articles identified from references of paper (n=0)
Articles identified by searching selected journals (n=120)


Articles excluded (n=50 )
Screening through article titles (n=776)


Articles excluded (n=30)
Screening through abstracts (n=70 )


Articles excluded with the reason given (n=21 )
Review of full article text (n=40 )


Why exclusion:
- It provides the Non- UK information.
- It provides non - relevant information to the research questions.


Non-UK information 
Non - Relevant to the Research Questions 
Articles used in the conceptual framework (n=19 ) 




3.3.2 - Selection of journals: 
The following are the selected journals in this dissertation which provide an important aspect in answering the research questions.
Table 4:
	        Journals 

	Journal of Engineering manufacture 
An international journal 
Journal of Management Development 
Global journal of commerce & management practice
The royal society of chemistry 2019
Journal of Cleaner Production
Journal of Economics and Human Development
Journal of Global Operations and Strategic 
International journal of production research 
Humanitarian & Natural Science Journal 
European journal of business and management
Asia Pacific Journal of Management and Education 




3.3.3 - Despite research articles, case studies and information from the official website of Toyota were gathered: 
A case study is a qualitative design in which a program, event, activity procedure, or one or more people are thoroughly examined by the researcher. It includes in-depth analysis, and it provides the best data that helps in solving the research problem (Priya, 2020, p. 95).
Four case studies were selected Based on their information about green Marketing and Toyota UK: 
1. Analysis of Toyota Motor Corporation by Thambani Nkomo, 2019 to analyze the various marketing strategies used by Toyota UK and to analyze the SWOT analysis of Toyota. 
2. A case study of Japanese multinational companies in The UK by Basu et al., 1999 to analyze the position of Japanese multinational companies such as Toyota in the UK.
3. Implication of just - in just-in-time system of Toyota: A case study by Sahil, 2017 to analyze the role of the Just-in-time and jidoka system (Toyota production system) in the marketing management of Toyota in the UK.
4. Case study on market mix strategies of Toyota Motor Corporation by Madoh et al., 2019 to determine the various marketing channels of Toyota. 
Documentation was analyzed from the official website of Toyota such as Toyota GB media.UK, Toyota.co.UK, Media, Toyota, etc which provide information about market share value and recycling activities of Toyota in the UK.
3.3.4 - Selection of research articles:
Research articles provide information about the role of green Marketing, marketing mix, and marketing management in achieving customer loyalty and customer satisfaction.  Below, the table shows the Research articles used and the purpose of using these research articles. 
Table 5:
	Research articles 

	Purpose

	1. The future of Hybrid Electric vehicles and sustainable vehicles in the UK by Last et al., 2015 



2. The reuse in practice by Shaw & Williams, 2018 




3. The presentation of Automotive brands in the online environment - The perspective of KIA, Peugeot, Toyota, and VW in the Slovak Republic by Savior et al, 2019

4. An international comparative study of End - Of Life vehicles (ELV) recycling systems by Sakai et al, 2014



5. Zero carbon manufacturing facility - Towards integrating material, energy, and waste process flows by Ball et al., 2009 



6. Green operations initiatives in the automotive industry by Nunes & Bennet, 2010 

7. The concept of Green Marketing and green product development on consumer buying approach by Yan & Yazdanifard, 2014 

8. The role of Hydrogen and fuel cells in the global energy system by Staffell et al., 2019 

9.  The use of Environmental management system in the production of green products by Bouabdallah, 2020 


10. Catalyst for organizational learning; The case of Toyota Motor Manufacturing UK Ltd by Winfield & Kerrin, 1994 


11. Effect of environmental factors on business performance by Tersiya & Comfort, 2017

12. A review of challenges and opportunities blockchain adoption for operational excellence in the UK automotive industry by Bitstream, 2020 

13. Pestle analysis on Toyota Prius by Sin et al. 2012 


14. Green Marketing and Green Brand - The Toyota case by Simao & Lisboa, 2017 

15. Sustainability marketing and the Toyota way by Rouault, 2020 


16. Toyota RAV4 model year marketing plan for the UK by Ponce, 2014 



17. Online branding strategies of Toyota by Naser, 2021 

18. Analysis of Toyota's marketing strategy in the UK market by Hoque et al, 2013 

19. Car advertising and environmental greenwashing by Hickman, 2023 
	It is used to analyze the role of hybrid and electric vehicles in achieving the Sustainable competitive advantage and opportunities and challenges faced by Toyota in the UK. 

It is used to analyze the reuse practice of Toyota in the UK. How Toyota uses the 4 R (Reuse, reduce, recover, and recycle) activity in the UK and how they contribute to controlling environmental pollution.

It is used to analyze the various shows and advertising shows organized by Toyota UK to engage more customers.



It is used to analyze the role of end-of-life vehicles in manufacturing recyclable, reusable, reducible, and recovering products (4R) to reduce environmental pollution.

To analyze the various operations and strategies applied by Toyota UK to reduce environmental pollution and save water to attract more customers.


To analyze the role of green operations in the UK automobile industry.


To analyze the role of green products of Toyota in the UK to reduce greenhouse gases and to engage more customers. 


To analyze the role of a hydrogen cell in reducing global warming and greenhouse gas emissions.

Role of environmentally friendly vehicles of Toyota UK and the use of environmental management system in the production of green products.

To determine the role of a Toyota production system (Lean production system) and marketing management as a catalyst in Toyota UK.

It is used to analyze the external and internal factors affecting the business environment.

It is used to analyze the various opportunities and challenges faced by Toyota in the UK and the implications of blockchain technology.

To determine the political, environmental, social, legal, and environmental factors affecting Toyota UK.

To Analyze the role of green Marketing and various challenges faced by Toyota in the UK.

To determine the role of sustainable marketing used by Toyota to achieve a sustainable competitive advantage.

It is used to analyze the marketing strategies of the RAV 4 Toyota model in the UK and various advertising used by it to engage more customers.

Analyzing the role of digital marketing in Toyota UK. 

To analyze the various marketing strategies used by Toyota in the UK and know the market share value of Toyota.

To analyze the green promotion strategy of Toyota in the UK.



3.4 Research approach:
The process of carrying out the study in a thorough manner is referred to as the research approach. There are two methods of conducting research Deductive and inductive. The method of deductive is defined as the process by which the hypothesis is formulated, and the null hypothesis is accepted or rejected using pre-existing theories. In contrast to an inductive approach, where the researcher moves from general, this flow is from general to. Using an inductive approach, the researcher begins by analyzing the theories and uses the data gathered to create a pattern (Soiferman, 2010, p. 8).
In this research, the inductive method of research approach is used and 19 research articles, 4 case studies and Toyota websites were used to gather information about Toyota UK's marketing share, the marketing strategy used by it and the effect of various factors on Toyota's marketing strategy.
3.5 Data collection method:
Data is a plural form of datum which means a piece of information. Data can be gathered during study, as a byproduct of an experiment, through observation, via study, or census. There are two types of data collection methods: Primary data and Secondary data. The way the researchers gather, examine, and interpret the study data is known as a research method. Secondary analysis is a systematic method with procedural and evaluative steps (Johnston, 2014, p. 620). 
Secondary data collection involves the development of research questions and answering research questions by analyzing the available data (Tripathy, 2013, p. 1478) Primary data collection involves the collection of data for the first time. It involves the collection of data by sampling, by involving a no. Of participants in it. It involves interviews (face-to-face, semi-structured), questionaries, and survey reports. It is time-consuming and costly.
In this dissertation, I choose secondary data analysis because it is cost-effective and available in a short period. It involves secondary data collection from case studies, articles, journals, research papers, and books for evaluating the research problem and answering the research questions. Analysis of 120 articles from the selected journals takes place, and 19 journal articles were selected, 4 case studies were selected to answer the various research questions and address the role of the green Marketing mix in Toyota UK to attain a sustainable competitive advantage.
Both dependent and independent variables were used in this research. Adoption of Differentiation and cost reduction strategy, Various macro, and micro business environments such as political, Economic, Environmental, and competition are the dependent variables.
And independent variable is t which is affected by the dependent variables, It includes the market share value of Toyota in the UK, its marketing strategy, position of Toyota in the UK.
3.6 Ethical Considerations:
Ethics in research indicate the ethical standards of science. The study's ethical principles define the fundamental ideas and beliefs of the scientific community. Similarly, the moral standards of society determine general morality. Academic researchers' conduct is governed by research ethics. To protect study participants' rights and dignity. Ethical principles are crucial. All studies involving human subjects should be received by the ethical community to make sure that sufficient ethical guidelines are being adhered to. The core values of ethical review are beneficence, equality, and autonomy. Numerous Research on moral and social values like corporate responsibility, human dignity, animal rights, and legal compliance (Hasan et al., 2021, p. 1).
Good research must include ethical considerations. According to it, research is done in such a way that may not harm any participants or the environment. It includes the validity and reliability of the information.
Validity and reliability are terms used to evaluate the Caliber of research. They explain the degree of accuracy with which a test, procedure, or method measures something. While consistency is what reliability is concerned with, validity is concerned with maximum precision (Hasan et al., 2021, p. 2).
Validity and reliability in this research are checked according to the choice of journal and selection of research article in such a way that provides relevant information to the research questions.
Consent and Declaration form, Not using excessive information, and Selection of research articles by the research questions are the ethics considered in this research.
3.7 – Conclusion:
To address the role of a green marketing mix strategy to attain a sustainable competitive advantage and to answer the research questions with relevant information, a Systematic review methodology and keyword strategy are chosen. It involves gathering information from secondary data, using Para magnetism research philosophy and inductive research approach to answer the research questions. Ethical considerations are considered in this research, that it may not use any excessive information and with the consent or declaration form.
Chapter 4 - Data analysis and discussion 
This chapter focused on the analysis of the data collected. Data collected were kept in the form of notes.  It is an important aspect as a method of data collection depends upon the research problem and research questions. The main aim of this research is to analyze the marketing strategy used by Toyota in the UK and to analyze the role of a green Marketing mix strategy to gain a sustainable competitive advantage in Toyota UK.
To address this, content data analysis is chosen for the results. Content analysis is used to find specific words, themes, or concepts in each set of quantitative and qualitative data. It involves gathering information from a collection of texts that may be written in books, magazines, journals, articles, etc (Luo, 2019).
4.1 Content Analysis and Finding 
4.1.1 Toyota GB market share value:
According to the Toyota website, Toyota GB has secured a very reputable position in the UK as it was able to meet the customer needs and demands, also considering the conservation of the ecosystem, biodiversity, and environment.
In 2022, Toyota managed to break several important arguments of its UK new car sales. The combined sales of Toyota and Lexus passenger cars and light commercial vehicles at the end of the year put the Toyota brand in third place among UK OEMs with a record of 6.61 % of the market share. Additionally, Toyota passenger cars set new market records for retail and total market share at 7.04 and 6.30 % (Media, 2023).

Table 6: Toyota GB 2022 sales 
[image: ]
                                 (Source: Media, 2023)
The above data has been collected from the Toyota Website (Media, 2023). It indicates the total sales of Toyota in the UK. Toyota passenger cars have achieved new records of total sales of 101,641 and a new market share of 6.3 %.
Toyota Motor Europe (TME) achieved a market share of 6.6 % with sales of 573,976 in the first half of the year. In Europe, TME sold more than 71% electrified cars with sales reaching 77% in Western Europe. In the first half of 2023, Toyota sold 539,956 cars. Top-selling models for the brand included the Yaris cross, which topped the B-SUV market, the Corolla line, The C-HR, and the RAV 4 (Toyota, 2023).
Table 7: Market share of Toyota in the UK 
[image: ]
                                                    (Source: Toyota, 2023)
The above data shows that Toyota had secured a third position in the UK market in 2023 with a market share value of 5.5 % in Nov with total sales of 8,550. From January - November 2023, it achieves a market share value of 5.8% with total sales of 102,189 (Toyota, 2023).
Toyota's production system in the UK shows a continuous improvement from year to year in terms of sales, management, production system, and maintaining customer loyalty. 
Table 8: Comparison of market share of Toyota UK from 1965 - 2023 
[image: ]
                                            (Source: Toyota, 2023) 
Here is the data showing the total number of sales of Toyota in the UK from 1965 to 2022 and 2023. In 2023 Toyota GB achieved a market share value of 5.80 % with total sales of 68482. NG Yaris Hybrid secured the first position in total sales of total product of Toyota with 14,930. The second position is secured by the Yaris cross with sales of 13,550. The third position is secured by AYGO X with a total number of sales of 12,645. Hybrid cars and passenger cars were mostly in demand from customers as customers are sensitive to the environment. Hybrid cars play an important role in reducing global warming, and carbon dioxide emissions which is responsible for maintaining the health of the environment and sustainable development.
4.1.2 - Challenges and opportunities faced by the Toyota GB: 
Due to the change in climate as reported by the Committee on Climate Change, the concentration of carbon dioxide (CO2) in the atmosphere is currently over 409 parts per million and is still rising. The average surface temperature of the planets has continued to rise, with 2017 ranking among the warmest years. The amount of sea ice in the Arctic has still decreasing since 1979.
To solve the above problem, the UK government has set high targets to reduce greenhouse gas emissions. With an emphasis on cities like London, the UK government is determined to reduce transport pollution in the country. The United Kingdom government has imposed a ban on all new petrol and diesel vehicles. The UK cut its emissions in 2017 by 30 %. The power industry was the most successful in lowering emissions in the production of electricity, cutting emissions in 2018 by 75% from 2012. Transport has been the UK's biggest greenhouse gas emitter since 2014, it was responsible for an astounding 27% of the country's Greenhouse gas emissions. Heavy goods vehicles (HGVs), cars, and vans make up most of this transportation industry. To achieve the UK government's goal of having 100% new car sales Ultra-low emission vehicles (ULEVs) policies must be introduced. The combination of alternative fuel vehicles with green electricity helps in reducing greenhouse emissions. Plug-in hybrids, electric vehicles, hybrid vehicles, and hydrogen vehicles are responsible for maintaining the environment's health and lowering the emission of greenhouse gases (Besbes et al., 2019, p. 28).
Toyota GB has an opportunity to generate new environmentally friendly vehicles to gain customer loyalty and achieve sustainable competitive advantage.
Toyota company unveiled its “Environmental Challenge 2050” in 2015, which consists of six tasks. They include creating new goods and technology, recycling, managing general resources, optimizing the use of water and energy, and the role of the brand as a facilitator to a better relationship with the environment (Bouabadallah, 2022, p. 173).
Challenge 1. Reduce CO2 emissions: 
Toyota set a goal for itself to cut CO2 emissions from cars by 90 %. This will be accompanied by 2050 in comparison to 2010 levels. Toyota has set an intermediate target of lowering the latest vehicle average carbon dioxide emissions to manufacture next-generation automobiles with low or zero CO2 emissions. Toyota has produced next-generation vehicles with low or zero carbon dioxide emissions, and it has also reduced the fuel consumption of all motor vehicles. These cars include gasoline-powered hybrids, gasoline, hybrid, and electric vehicles.
Challenge 2 - Zero CO2 emissions: 
Toyota has set a goal for itself to reduce all carbon dioxide emissions from its cars to zero throughout its lifetime. This covers all emissions, not just those from manufacturing and transportation. During the material and car production stages, some automobiles emit more pollutants than typical. Toyota is now developing all of its new vehicles following the environmental vehicle evaluation system (Bouabadallah, 2022, p. 174).
Challenge 3 - Zero factory emission of carbon dioxide:
The third challenge is to have zero factory emissions of CO2. In addition to emitting CO2 while in motion, most vehicles also produce CO2 during the manufacturing process. Therefore, production facilities must be the focus of efforts to combat climate change. As these environmental actions are carried out at Toyota plants worldwide, Toyota's strategy includes improving production technology and conversion to various forms of energy (Bouabadallah, 2022, p. 174).
Figure 4: Toyota GB plc's target for CO2 emissions reduction 
[image: ]
                                   (Source: Toyota GB, 2022) 
This data further illustrates that there is a 35 % reduction in the emission of carbon dioxide in 2023 as compared to 2019 and in 2025, zero emission from the vehicles is projected by the Toyota GB.
Challenge 4 - Reduction of the usage of water: 
This challenge involves minimizing the use of water and conserving water as much as possible while also encouraging efficient wastewater management. Recycling and reusing as much as possible are crucial for reducing the quantity of water used in manufacturing products. Toyota implemented a rainwater collection policy in its plants and created a purification process to either reuse or treat the water before returning it to the environment.
Challenge 5 - Creating an environmentally friendly society:
It works on encouraging recycling and implementation of end-of-life vehicle treatment. It focuses on the reuse, recycling, recovery, and reduction of a variety of useful products to create an environmentally friendly society. Creating systems and society on recycling Toyota contributes to the formation of an environmentally friendly society.
Challenge 6 - Constructing a society of the future that coexists with nature:
Toyota advocates for its mission of “valuing and improving society lives” by operationalizing small- and large-scale projects globally. Activities for protecting the environment are being planned outside of the Toyota group to include its commercial associates. For instance, it supports programs in the field of education, grants for the environment, green urban systems, and forestry (Simao & Lisboa, 2017, p. 191).
According to Upadhyay, A. et al., the current trend of various technologies that are rapidly changing in the automotive industry has put increasing pressure on UK automakers to adopt technologies that can improve their operations and supply chain, despite the economic contribution of the UK automotive industry. Blockchain technology was suggested as one of the technologies that can provide answers to the “seven kit innovation opportunities” They must try to improve supply chain operation, including delivery and manufacturing. It has been demonstrated that Japanese production techniques have been significantly change agents in the modern UK. Even though empirical data suggests the missionary zeal and speed at which UK businesses were adopting methods that were previously thought to be unique to Japanese (Upadhyay, A. et al., 2020, p. 17).
4.1.3 Marketing strategies and various tactics used by Toyota GB to engage customers:
Toyota UK wants to satisfy their customers by offering the best products at the best prices, delivered in the quickest amount of time, and with the best quality. It features a fuel manufacturing process that includes paint, assembly, press, and welding. Every step of the process is built with quality and before line off, a thorough functional and visual inspection is done to guarantee client satisfaction (Basu & Mirashnik, 1999, p. 724).
 The implication of a Toyota production system by Toyota GB helps in becoming the reputable automotive industry in the UK. It helps to achieve customer satisfaction and loyalty. There is a rapid increase in the value of the market share of Toyota in the UK just because of the Toyota production system.
According to Grove et al., Taichi Ohno started the Toyota production system (TPS) to create the ideal system. He began by recognizing the crucial rules that waste and inventory play. He then introduced ideas like “just in time” and quality circles which are cornerstones of Toyota's capacity to build high-quality vehicles at competitive prices. Lean thinking evolved from the Toyota production system (TPS) and is currently used in a wide range of competitive industries such as retail, insurance, and manufacturing. Lean organisations221 aim to minimize waste because doing so lowers costs and boosts customer satisfaction. Lean concepts help to create a more controlled environment from which to improve by standardizing procedures and implementing work practices that control the impact of demand variation(Grove et al., 2010, p. 205).
The Toyota production system's guiding idea is to cut expenses in manufacturing environments like Toyota's by merely eliminating waste: 
Four types of waste are typically encountered in manufacturing production operations: - 
1. An abundance of production resources
2. Excessive manufacturing
3. Overstock of inventory 
4. Needles capital Expenditure (Sahil, 2017, p. 20)
Toyota GB uses the Jidoka and time method to engage more customers and achieve a sustainable competitive advantage.
Jidoka - Jidoka refers to the application of automation that still retains some human element. Toyota GB used it in operations or equipment, enabling them to halt the entire production process if they discovered a defect in the relevant process. It aids in preventing overproduction by stopping the machinery when the desired quantity is reached. It also aids in the control of abnormalities of any kind by enabling the production system to investigate any flaws discovered by the worker in the item or equipment.
Just in time - A just-in-time production system aids in preventing those situations in which issues with uneven inventory, surplus labour, and equipment. To overcome this problem Toyota GB makes every effort to create a production system that will shorten the time it takes to complete a vehicle from the time materials are received (Sahil, 2017, p. 20).
Toyota GB provides financial incentives and encouragements supply chain companies to implement just-in-time (JIT) manufacturing methods in addition to switching to cell manufacturing and other elements of modern manufacturing techniques that are referred to as a Toyota production system. Toyota UK's closest supplier's positive experience highlights the company's potential as a learning resource. This is to be the only supplier of seats, the supplier established operations close to the Dearby plant. The company was a well-known supplier to the Toyota plant in America (Wirifield & Kerrin, 1994, p. 7).
The Toyota production system has set cost reduction as its top priority. However, they also focused on Respect for humanity, Quality assurance, and quantity control. Quality assurance guarantees that only high-quality units will be supplied to TPS for further processing. Respect for humanity contributed to the development of a respectful culture at Toyota (Sahil, 2017, p. 20).
Toyota GB implanted a green marketing mix strategy to achieve customer satisfaction as its focus is to create a product, develop a process in such a way that it engages most of the customers with itself, and meet the environmental needs by reducing the carbon dioxide, and greenhouse gas emissions. They generally work toward the goal of continuous improvement so that they Produce products in such a way that it benefits the organization, customers, and environment.
The effective creation of environmentally friendly products was crucial to the success of the green marketing plan. It can facilitate business and economics quick transition to sustainable development. End-of-pipe technology is emphasized in green product Development, where businesses become conscious of ecological issues during the production and design process. It minimizes the use of non-renewable resources, stays away from hazardous materials, and uses renewable resources throughout its entire life cycle (Yan & Yazdanifard, 2014, p. 34).
Toyota GB thinks that by minimizing investment in cutting-edge technology and creating greener cars, such as plug-in hybrid electric vehicles (PHEVs), Battery electric vehicles (BHEVs), and fuel cell electric vehicles (FCEVs), it can reduce its carbon footprint. These developments assist in lowering vehicle emissions, push global automaker standards, and follow a route towards lowering vehicle CO2 emissions and safeguarding the environment (Rouault, 2020, p. 336).
According to Yan & Yazdanifard, Toyota manufactures the Prius. A vehicle that benefits both the environment and customers in a no. Of ways, as it has an environmentally friendly engine that is petrol with reduced emission, it can reduce nitrogen and carbon dioxide emissions. Toyota created the Prius to reduce fuel costs because of rising fuel prices which in the eyes of many customers can be a good thing. Strong environmental concerns among customers will probably lead to the purchase and use of hybrid cars by environmentally conscientious individuals who take environmental claims and safety into consideration (Yan & Yazdanifard, 2014, p. 34).
Beginning in early 2022, TMUK and Toyota Motor Europe conducted a feasibility study for the hydrogen Hilux project in collaboration with consortium members Richardo, ETL, D2H, and chem research. Funding was obtained through the Advanced Propulsion Centre with assistance from the UK government. The Toyota Mirai hydrogen fuel cell electric saloon whose technology has proven its quality in nearly ten years of commercial production, provides the foundation for the new power train. Pure water is the only exhaust product produced by the fuel cell when it is operating (Clifford, 2023).

Figure 5:  Picture showing the working of a hydrogen Hilux project. 
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                        (Source: Clifford, 2023) 
According to the staffel, Hydrogen powdered cars can reduce global warming while also enhancing air quality. The annual cost of air pollution in Europe is estimated to be b/w h330 and h940 in external costs. A nationwide ban on all our combustion vehicles by 2025 has been announced by the UK. Hydrogen fuel vehicles are implemented by the Toyota Motor Corporation since pure H2 can be run on conventional internal combustion engines. PEM fuel cells, which have high efficiency, high power, and density are the fuel type most used in fuel cell electrophile vehicles. Competing power trains include internal combustion engines (ICEs) that run on petrol, battery electric vehicles, and plug-in hybrid vehicles (Staffell, 2019, p. 465).
Following are the pictures showing the new Yaris car and the Mirai car of Toyota. 




Figure 6: New Yaris 
 [image: ]
            (Source:  Blog, 2015)
Figure 7: Mirai car 
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              (Source: Driver, 2021)
Toyota's environmental requirements for suppliers of parts or materials create more environmentally friendly supply chains. Toyota has also lowered the distance that trucks travel empty in between shipments, and shifted cargo from truck to rail. Important packaging and the use of reusable metal shipping containers in place of cardboard and wood pallets are the two more green supply chain initiatives for supplier corporations and logistics. Toyota has taken steps to lessen the environmental effects of its manufacturing facilities and procedures, including buying wind-generated power, environmental concerns, and implementing reduction and recycling programs.
To meet the water conservation challenge, Toyota converted its Topcoat paint to a water-borne type, which was one of the main improvements as a main source of environmental impact in production. By using water - borne cleaning solvents in place of conventional ones were used to lower the emission of volatile organic compounds (VOC) from organic solvents (Nunes & Bennet, 2010, p. 407).
Toyota Motor Manufacturing in the UK has invested separately in rainwater harvesting and uses treated wastewater discharged from their painting process of compressors and boilers (Ball et al., 2008, p. 1090).
To create Harmony with nature, Toyota GB is aware of the critical function bees perform in pollinating plants and the growing need to safeguard them. To give the honey-producing heroes a home, two hives wire were brought to Bulge Health back in 2015. Toyota sells its extra honey to employees to support its charitable partners. By forming a partnership with the Royal Botanic Gardens, Kew to improve the ecological and environmental quality of its UK operations, Toyota took the lead in the UK automotive industry. The goal of TGB has been to identify, use, and establish native plant species from the nearby countryside on the site to create an Eco-HQ (Toyota. UK).
Figure 8: The pictures show the fascination of Toyota GB with nature. 
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                    (Source: (Toyota.UK))
Figure 9: Toyota representing Harmony with nature 
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               (Source: Toyota, 2022, p. 33))
Most customers are attracted to Toyota for their several secure services for the recycling and disposal of end-of-life vehicles (ELVs). Toyota GN complies with the End-of-life directive (EU) and the UK's ensuring laws. More than 250 car recycling facilities are represented by Auto Green in the UK, so Toyota and Lexus owners can easily access local services. Toyota works on a global scale to minimize the impact of its operation on the environment, stated Tann Denton, Manager of environmental and social affairs for Toyota in Great Britain (Media, 2005).
Table 9:
	       Material 
	Recycling operation 

	       Rubber and Tyers 
	Used for crash barriers, flood defence, and 3G sports 

	       Batteries 
	They are carefully stripped so that valuable copper wiring can be recycled. Plastic and acid are reused

	       Glass 
	It can be separated into pieces and sold again. Recycled or crushed into dust and dust is converted to fuel

	       Plastics 
	Toyota has made it simple by labelling the kind of plastics used in each component since 1981


 
                                           (Source: Media, 2005) 
The Green Marketing mix strategy led to cost reduction and differentiation of Toyota products. Customers are conscious of environmental health. Differentiation and cost reduction mainly attract customers as customers only demand high-quality products at a low cost. The differentiation and cost reduction strategy implemented by Toyota GB results in the total quality improvement and management of products with an achievement of a sustainable competitive advantage globally.
Despite Green marketing, Toyota GB also uses traditional Marketing, marketing mix strategy, and digital marketing to gain customer value. Toyota sells its cars through four primary channels. Corolla for compact cars, Toyopet for medium-sized cars, Netz for customers seeking new values, and Toyota for luxury cars (Madoh et al., 2019, p. 72).
They use advertising on social media apps such as Facebook, Instagram, and YouTube to build the conversation gap between the customers and the organization. It results in time savings and increment of interaction with customers to know about the customer’s needs and demands (Naser, 2021, p. 154).
Market segmentation is used by Toyota to know every customer's needs and to satisfy them. They divide customers according to their needs and demands based upon their age, and profession and manufacture the products when they need them. One customer was fascinated by Passenger cars while most of them were fascinated by hybrid cars.
Toyota GB used strong headlines to draw attention in their Prius advertisement, which focused more on emotion. This resulted in highly impactful advertisements and longer recall data. The product was promoted in TV commercials on the Discovery and History channels, as well as in feature films like Get Short and magazines (Vanity Fair and Newsweek). This print advertisement messaging is widely used to present low-emission vehicles. The Toyota Prius has been marketed as a “Breath of fresh air” a vehicle that will inspire technology further through environmental thinking (Hickman, 2023, p. 90).
Below are the pictures showing magazines for the advertisement of the Toyota Prius. 
Figure 10: 
[image: ][image: ]
                          (Source: Hickman, 2023, p. 90))
Toyota promoted cars and their environmental features on events like Earth Day to attract most customers and engage them (Rouault, 2020, p. 335).
They also organize a motor show every two years in which they share information about their new vehicles (Savior et al., 2019, p. 20).
Since most customers discover the model on the Internet. Digital and social media are important for RAV4. A unique mini set on Facebook devoted to the model year will be created to highlight the new features, complete with images, videos, and a virtual tour of the car. Furthermore, 72 % of RAV4 buyers are regarded as loyal. Some retailers claim that " RAV4 " is among the staff favourites and it is an easy sale for returning (Ponce, 2024, p. 22).
4.14 - Factors affecting Toyota's marketing strategy 
A business environment is the culmination of all internal and external factors and conditions that have an impact on the existence, expansion, and advancement of the company. Analysis of the business environment involves looking at and evaluating the opportunities and threats that the environment presents. A business's internal environment is linked to its strengths and weaknesses, while its external environment is linked to opportunities and threats (Tersiya et al., 2017, p. 17).
PESTLE Analysis  
Pestle analysis is used to determine the external factors affecting the business. PESTLE analysis is a tool for identifying and analyzing the main forces behind change in the strategic or business environment. Political, social, technological, legal, and environmental factors are the external factors affecting Toyota's marketing strategy in the UK (Sin et al., 2012, p. 2).
The UK government supports Toyota manufacturing plants. They provide grants and funding to Toyota to establish new projects e.g., a hydrogen Hilux project. UK rules on climate change gave the opportunity to Toyota to enhance their Toyota production system and to focus on producing more alternative fuel vehicles. The UK government also removes taxation on customers pursuing Hybrid vehicles to engage more customers towards Toyota.
Economic factors include taxation, Insurance, and other factors that affect Toyota's Economic growth. Until Oct. 2018, purchasers of PHEVs and EVd could receive a subsidy through the plug-in grant. This initiative demonstrated that the British government supported Hybrid vehicles as a sustainable mode of transportation. But in October 2018, the grant was modified to only support EVs (Last et al., 2021, p. 2017).
Due to the COVID - 19 and issues with the global supply chain, UK vehicle production fell by - 6% in 2022 making automobiles such as Toyota GB more difficult to produce cars to meet demand (Toyota, 2022, p. 33).




 Figure 11:  The graph showing a decline in automotive sales in the UK in 2022. 
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                        (Source: (Toyota, 2022, p. 33))
Toyota GB is supported socially by the customers as the Toyota production system (TPS), environmental concerns, and production of alternative fuel vehicles engage most of the customers. It increases the marketing sales of Toyota. Due to the advancement in technology such as the use of hydrogen in the fuel system, and the use of lithium-ion batteries to produce environmentally friendly vehicles, Toyota GB gained customer satisfaction and loyalty. They contribute to reducing environmental pollution by creating environmentally friendly products and by implementing green technology in their production process to reduce the emission of greenhouse gases. Implementation of 4R (Reuse, Recycle, reduce, and recover) led to the reduction of environmental pollution and the production of a useful substance.
In 2021, The UK increased interest rates to 5.75 %. Toyota UK suffers when interest rates rise because it is unable to bank its money in Japan (Study Moose, 2017). 

SWOT Analysis 
A SWOT analysis assesses the opportunities and threats that are external to an organization as well as its internal strengths and weaknesses (Bonnici, 2015, p. 1).
	Strength - Toyota GB has a strong reputation in the UK automotive industry. They created high-quality products with zero and low greenhouse gas emissions.  It achieved a high-quality market share value. Toyota GB focused on creating environmentally friendly products such as Plug - Hybrid, hybrid cars which mainly attract most of the customers. Toyota's production system is the main strength of Toyota GB as it meets the demand of the customers without loss to the environment and organization.
	Weakness - Toyota GB suffered from heavy taxes by the UK government. There is huge competition in the UK automobile industry as BMW and Ford are the main competitors in the UK. The global supply chain system is affected mainly due to its weak supplier chain system. Competition plays an important role in the business performance of an organization.  Toyota GB faced huge competition in the UK automotive industry (Toyota. 2022, p.33).

	Opportunities - Toyota in the UK faced many opportunities and challenges such as the Rule governed by the UK government helped Toyota to produce more environmentally friendly vehicles. Toyota's 2050 challenges help Toyota to recruit well-trained employees and thus produce more vehicles to meet the demand of customers. There is an opportunity for Toyota GB to provide training to the students so that they can build well-trained engineers.  Its opportunity to make a partnership with the environmental society helps in meeting the challenge of maintaining harmony with nature. 
	Threats - According to Porter's five forces there are mainly five threats such as threats of a new entry. Power of suppliers, purchasing power, the danger of substitutes, and strong rivalry competition. Strong competition is the main threat that usually results in the declining performance of the organization. Marketing and sales are mainly affected by the customer purchasing power and weak supplier system (Nkomo, 2019, p. 4).




4.2 – Discussion: 
From the above data, it was analyzed that the Toyota Motor production (GB) UK can meet the customer needs and demands which results in attaining Sustainable competitive advantage and customer loyalty. Toyota GB acquires 6th position in the UK.  automotive industry with a market share value of 5.6 % in 2023. It had a huge reputation in the UK automobile industry. There are certain rules imposed by the UK government for improving the climate conditions and managing environmental health such as banned on petrol vehicles, banned on vehicles with high greenhouse emissions and carbon dioxide emissions. This provides an opportunity for Toyota to produce and manufacture those products that are responsible for the reduction of global warming and conservation of the ecosystem. Toyota GB used a green Marketing strategy to attain this. Green Marketing mix technology focuses on green products, green places, green prices, and green promotion to reduce environmental pollution in each series. They use differentiation and cost reduction strategies to attain sustainable competitive advantage. They mainly focused on producing environmentally friendly vehicles such as Alternative fuel vehicles such as plug-in hybrids, electric vehicles, and hydrogen vehicles. A Green Marketing mix strategy leads to cost reduction and differentiation, which attracts most customers. They not only mainly focus on producing greener vehicles but also on all the processes, production systems, supplier systems, and pricing systems so that they reduce global warming and meet customer needs.
They also focused on conserving water by rainwater harvesting. It focused on building harmony with nature by knowing each need in an ecosystem by having a partnership with various environmental societies. Toyota's suction system helps in the continuous improvement of Toyota and meeting customer needs in a short period. They generally work on a strategy that results in lowering Greenhouse gases, zero carbon dioxide emissions, and meeting the customer needs and demands in a short period. Toyota GB focused on recycling, reducing, recovering, and reusing strategies to conserve the environment.
It also uses other marketing strategies such as digital marketing, marketing segmentation, and traditional Marketing to engage more customers with itself. The use of digital marketing results in building the communication gap between customers and organizations. The marketing segmentation strategy considers each customer's needs and produces products according to their demands. They advertise their vehicles on TV, in magazines, in newspapers, and on social media and organize various shows to gain customer loyalty and customer satisfaction. 
Chapter 5 - Conclusion and Recommendations 
5.1 Summary of the main finding:
Toyota is well - a reputable automobile industry focusing on meeting every individual customer's needs with good quality products at a low-cost Price. Toyota GB Plc is a Toyota manufacturing plant in the UK. It achieved a well-reputed position in the UK automobile industry. Marketing management plays an important role in achieving sustainable competitive advantage. It helps in building the customer organizational relationship. There are many challenges and opportunities faced by Toyota UK in the UK Automotive industry to attain a reputable position. This challenge involves meeting the customer's needs while taking care of environmental health. It involves building electric vehicles, plug-in hybrid vehicles, and the use of a new technology hydrogen vehicles to reduce environmental pollution and lower the emission of carbon dioxide emissions to a zero extent. Toyota in the UK Automotive industry achieves a market share value of 5.8 % with the highest number of sales of the hybrid Yaris (most demandable vehicles) in 2023. In 2022, it achieved a market share value of 6.6 % by acquiring a third position in the UK OEM report.
The progression of Toyota in the UK is due to the Toyota production system. It generally focuses upon the just-in-time management and jidoka system for the continuous improvement of products and manufacturing the products in such a way that results in the least wastage, and conservation of natural resources such as water, power, etc.  Green marketing mix strategy leads to Differentiation and cost reduction of products of Toyota which results in gaining the sustainable competitive advantage. 
The use of recyclable, reusable, recoverable, and recyclable products in Toyota products, green packaging, green supply chain management, and green promotion advertising strategy results in attracting more UK customers as well as global customers towards itself. Digital marketing also helps to gather the attention of customers. Organization of various motor shows and emotional advertisements using magazines, and newspapers for promotion engage more of the customers towards Toyota UK.
The UK government is compatible with the Japanese multinational company Toyota as it provides grants and funding to Toyota for the organization of various projects. The UK government is responsible for promoting its electric vehicles through non-taxation of electric vehicles.
Toyota GB's main aim is to build a harmonious relationship with nature so to preserve the natural species, they were responsible for taking care of honeybees and other natural environments. Adoption of a green Marketing mix strategy helps the Toyota production system in the UK to maintain its customer-organization relationship and meet the customer needs in each step of and manufacturing process as well as maintaining environmental health.
5.2 - Conclusion based on the research questions: 
According to the above Research, Data Analysis, and results it was concluded that Toyota GB attained a well-reputed position in the UK automotive industry with a market share value of 5.8 % in 2023. The European Car of the Year award goes to the new Yaris Hybrid which is so proud movement for Toyota in the UK. 
There are various challenges and opportunities faced by Toyota in The UK automotive industry. With the increase in traffic pollution, climatic change, environmental pollution, and increase in fuel price, The UK government imposed a new rule in the UK automobile industry to ban all the fuel vehicles that have higher emissions of greenhouse gases and shifted to the electric vehicles with low greenhouse gases emissions and zero carbon dioxide emissions. “TOYOTA implemented a 2050" environmental challenge " to control environmental pollution and meet the customer needs in each stage of the manufacturing process.
Green Marketing and green Marketing mix strategy adopted by Toyota UK to meet customer demands as well as benefit both the organization and the environment. The development of green products such as plug-in hybrid vehicles, electric vehicles, and hydrogen vehicles reduces environmental pollution. The use of a 4 R (Reduce, reuse, recycle, and recover) results in less wastage, reducing environmental pollution, and converting to useful products. Toyota GB's focus is to meet customer needs and continuous improvement in their work. Toyota's product system results in the cost reduction of Toyota products. Hence, it will provide products of high quality at a low price. Customers are sensitive to environmental health. They are ready to pay a premium price for buying the Hybrid card. They mainly adopt green supply chain management which results in reducing traffic pollution and delivering products in a short period of good quality. The use of green promotion and green advertising in a sustainable way attracts most of the customers.
Other Marketing tactics used by Toyota in the UK involve digital marketing, marketing segmentation, marketing mix, and traditional marketing to engage more of the customers.
Many factors affect Toyota's Marketing strategies and its position in the UK which is determined by the pestle analysis and SWOT analysis. The UK government supports the Toyota manufacturing plant in the UK. it has a strong reputation in the UK automotive industry as well as strong research and development centres. It faced a problem with heavy taxes imposed by the government on Toyota UK. It mainly contributes to maintaining environmental health and meeting the customer’s needs and demands.
5.3 – Recommendation:
Toyota GB has a strong reputable position in the UK automotive industry as well as its strong development in the R&D centres. 
Toyota GB must focus on Global supply chain management to meet the demands of customers worldwide. There is a need to recruit some of the Japanese workers in the Toyota GB to ensure the process of the Toyota production system. Japanese workers were well-trained and well-educated about the Toyota production system. There is a need to improve the supplier system and to build strong links with the supplier so that each customer gains satisfaction with their products.
There is a need to provide suitable training about the Toyota production system in schools and universities to youngsters to train them, youngsters, as engineers. Training is provided in other countries such as China, and Japan. 
It is recommended that Toyota GB build a strong relationship with the customers by knowing every demand of the customers. Toyota must focus on the marketing segmentation Strategy to ensure every customer demands.
By implementing a green Marketing mix strategy, customer demands must also be considered, as customers' demandable vehicles are passenger cars such as Yaris. Environmental features like low greenhouse gas emissions and no carbon dioxide emissions must be implemented to control environmental pollution and meet customer needs.
5.4 - limitations of the study: 
This is a secondary study using a mixed method of qualitative and quantitative approaches focusing on analyzing the role of a green Marketing mix strategy by Toyota to achieve a sustainable competitive advantage. It involves content data Analysis providing information about the Marketing strategies of Toyota in the UK, the Green Marketing mix strategy of Toyota in the UK, challenges and opportunities faced by it, and includes external factors affecting the Toyota marketing strategy in the UK.
It explains the role of green marketing in achieving a sustainable competitive advantage through Differentiation and cost - reduction. However, there was a drawback in the study as it lacks a review from the customers of Toyota UK which measures customer satisfaction and loyalty. It provides less information about customer satisfaction and customer reviews upon the marketing of Toyota GB in the UK.
5.5 - Recommendation for the Future work: 
This study mainly focused on Analyzing the marketing strategies and marketing position of Toyota in the UK. It aims to address the role of a green Marketing mix strategy to achieve a sustainable competitive advantage. It lacks information about customer reviews and customer satisfaction.
Thus, Empirical research was considered in the future to study the role of customers in enhancing the business performance of Toyota in the UK. Future research on the study of the Role of human resource management in managing the green Marketing and Toyota production system in the UK.
The study on the comparison between the green manufacturing of Japan and the UK the Toyota manufacturing organization is helpful in future work to address the strengths and weaknesses of Toyota company in both the country.
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