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[bookmark: _Toc132888174]Introduction
The assignment is based on the title International Marketing. The selected company is Toyota. A critical analysis is done of the business of the enterprise in two different markets. The chosen countries are India and the United Kingdom. The macro and micro environment analysis of the two markets is done by PESTLE Analysis and Porter's five forces analysis respectively. The STP framework is used to judge Toyota in India and the UK. Moreover, the marketing mix elements are compared in both nations. The directional development strategy of the company is described with the application of the Ansoff matrix. 
[bookmark: _Toc132888175]Company background
Toyota is a popular multinational company in the Japanese automotive industry. The organisation started its journey in 1937 and its current headquarters is in Aichi. Koji Sato is the present CEO of the firm and it has around 366,283 employees (Toyota-industries, 2023). The enterprise has global recognition and it has an excellent customer base all over the world. Some of the main subsidiaries of the Japanese organisation are Daihatsu, Hino Motors, FAW Toyota, and others. After gaining a stronghold in Japan, it opted to expand to other markets. Toyota entered India in 1997 while expanding to the British market in 1965. 
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Figure 1: Toyota logo
(Source: Toyota-industries, 2023)
[bookmark: _Toc132888176]Macro environment
PESTLE Analysis 
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Figure 2: PESTLE Analysis
(Source: Christodoulou and Cullinane, 2019)
Political factors: India is the world's largest democracy and is one of the most powerful nations (Store.marketline, 2023a). The country has always tried to maintain political stability over the years. However, Toyota never faced any political disturbances in the country and that makes the factor favourable. However, political stability in the UK is better. Due to this, the Japanese firm has always maintained a good relationship with the government. The multinational company has not faced many trade barriers in the UK. However, it witnessed certain difficulties in India in terms of setting up manufacturing plants but the disputes were solved within short spans. Toyota has suffered from the exit of the United Kingdom from the European Union. Due to this, there was a permanent stoppage of acquiring potential employees from the EU markets (Cairney et al., 2019). Therefore, it was unfavourable and challenging for the automotive company to create a skilled workforce. However, obtaining government support has remained common in both markets.
[bookmark: _GoBack]Economic factors: India is the fifth largest economy in the world and it has maintained a good GDP growth over the years (Armstrong and Richter, 2022). Due to this, it has been easy for Toyota to achieve higher sales growth as consumption volume has increased with time. However, the country has shown excellent growth in the last two decades. The UK is the sixth largest economy in terms of nominal GDP and it lost the fifth spot to India in 2022 (Armstrong and Richter, 2022). However, the British economy has not fluctuated much in the last few decades. It was favourable because it has helped Toyota in maintaining a stable sales volume over the years. A key similarity between India and the UK is that both countries have good exports and imports. As a result, Toyota has been helpful in many ways. The corporate tax rate of India is 40% for foreign companies (Paisabazaar, 2023). It has been a challenge for the Japanese automotive company as its net profit has remained low, which makes the factor unfavourable. Moreover, different profit issues have resulted after the incorporation of GST. On the contrary, the corporate tax rate of the United Kingdom is 25%. The main problem is that it has remained to fluctuate over the years (Bbc, 2023). Therefore, Toyota has found it challenging to gain profitability in the same range over the years. 
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Figure 3: GDP growth comparison of India and the UK
(Source: Armstrong and Richter, 2022)
Sociocultural factors: India is the second most populated country in the world with a population of around 1.4 billion (Worldometers.info, 2023a). Henceforth, it can be considered a gigantic consumer market, which makes the factor favourable. It has remained beneficial for Toyota as high sales volume has been obtained. On the other hand, the population of 68 million makes the UK a decent consumer market (Worldometers.info, 2023b). Therefore, Toyota has limited its production in this country so that an equilibrium is maintained between supply and demand. The Japanese company has benefitted from both markets in the context of labour. India is the home of cheap labourers (Store.marketline, 2023a). Based on this, Toyota can create a huge workforce so that its productivity can remain high. However, the British market provides skilled workers due to its 99% literacy rate (Store.marketline, 2023b). Therefore, a qualified workforce has been made easy. Customer buying behaviour is different in both countries. Indians prefer both quality and price before purchasing luxurious items while British people give a higher preference to quality. It has remained a challenge for Toyota in setting the price of its products. The Japanese culture is somewhat different from both the Indian and British cultures. Hence, dealing with it has remained a key challenge for Toyota. 
The cultural aspects of the two countries can be understood by applying Hofstede's cultural insights framework. The main advantage of Hofstede model is that key differences between cultures can be known (Minkov and Kaasa, 2021). Additionally, better understanding of cross-cultural individuals is acquired. However, a key limitation is that it is based on inconclusive research (Pirlog, 2020). Furthermore, the framework lacks accuracy.    
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Figure 4: Hofstede cultural comparison between India and the UK
(Source: Hofstede-insights, 2023)
The main cultural difference between India and the UK is that the former possesses unequal power distribution whereas power is shared and widely dispersed in the latter one. Therefore, Toyota has to give centralised power to the country head in India. However, the company has multiple individuals on the Board in the UK. Their presence of a collectivist nature in India where individuals are closely tied (Shukla, 2021). It has helped Toyota in forming compatible teams in the market (Toyotabharat, 2023a). However, individual rights are paramount in the UK. Due to this, a deep focus has been given by Toyota on employee rights in the British market. Relating to the score of indulgence versus restraints in India, it can be said that employees are very much focused on their responsibilities (Shukla, 2021). It has been advantageous for the Japanese firm to accomplish its corporate objectives. On the other hand, British employees tend to give equal priority to professional life and personal time (Storry and Childs, 2022). Therefore, the automotive company is focused on giving deeper focus on staff benefits (Toyota.co.uk, 2023a). The culture of India is somewhat similar to the United Kingdom in areas such as masculinity versus femininity, uncertainty avoidance, and long-term versus short-term orientation. Therefore, the Japanese multinational did not bring any massive changes while operating in these markets. 
Technological factors: India has shown a good improvement in the area of technology in the last few years. An excellent prevalence of social media has been seen in this market (Hole, Pawar and Khedkar, 2019). It has helped Toyota in attracting customers via different promotional approaches on social networking sites. On the other hand, the UK has remained a technologically advanced country over the years. It has shown good performance in adopting Industry 4.0 technologies (Store.marketline, 2023b). Hence, it is a favourable factor. Therefore, Toyota has succeeded in bringing top-quality products with technology integration. However, both countries are behind Japan in terms of technological growth. 
Legal factors: India has a good legal infrastructure, which has been beneficial for the operating firms. All companies have to follow the Companies Act 2013 (Store.marketline, 2023a). The Japanese firm obeys the legislation along with some other regulations. Hence, smooth conduction of business has been ensured. In the UK, there is a need of following the Employee Relations Act 1999, Equality Act 2010, and others (Khan et al., 2019). Therefore, Toyota has treated its employees well due to this. The organisation pays its workers while following the National Minimum wage rate Act 1998. The available legislation indicates it as a favourable factor.  
Environmental factors: India is suffering from different types of environmental pollution in the last few years and the contribution of the automobile sector is high (Store.marketline, 2023a). The government is very much worried and it is prioritising electric cars. Toyota has acknowledged it while bringing certain EVs into the Indian market, which makes the factor favourable. On the contrary, climate change has remained a key concern for the British government (Loureiro and Alló, 2020). Hence, car brands have focused on lowering emissions. The Japanese company has prioritised it while reducing its environmental impacts. 
Conclusion
It has been found that political stability in both the UK and India has remained a benefit for Toyota. However, it has suffered from Brexit in the United Kingdom. The markets have high GDP growths, which has been beneficial for the automotive company. A key difference is the population as India is a humongous consumer market for the automotive firm as compared to the UK. The enterprise has to accommodate the Indian culture and the British culture while making specific changes. The company has tried to deal with the climate change problem in the UK while lowering its emission.
Similarities and differences
The key similarities between India and the UK are political stability, high GDP growth, technological advancement, and others. On the contrary, the major differences are seen within population, environmental challenges, cultural differences, and others.  
[bookmark: _Toc132888177]Micro environment
Porter's five forces framework 
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Figure 5: Porter’s five forces 
(Source: Chesula and Kiriinya, 2018)
The threat of new entrants: The threat is low in the Indian automotive sector as well as in the United Kingdom. The company entered India in 1997 and it currently has a 2.89% market share in the hugely competitive industry (Godigit, 2023). Hence, it does not think about new entrants. Moreover, it has a loyal customer base. On the contrary, the company has a 6.61% share in the organised British automotive market (Media.toyota.co.uk, 2023). As a result, it can be said that the Japanese automotive firm has driven out the competition magnificently in this country. Therefore, new companies are not so challenging for Toyota. 
Bargaining power of suppliers: The threat is low in both the Indian and British automotive sectors. In India, multiple suppliers provide quality raw materials to car brands (Sahoo, 2020). It has helped Toyota in ensuring supply chain effectiveness up to a certain extent. Moreover, the United Kingdom also has an exceptional infrastructure for automotive organisations (Giampieri et al., 2019). It has helped Toyota to set up its manufacturing plant in this market. The company has not worried about the suppliers in both countries and effective control has been obtained. 
Bargaining power of buyers: The threat is high in India but low in the UK. The people of India often give better emphasis on price rather than quality while buying cars (Store.marketline, 2023a). It has remained a challenge for the Japanese company in terms of making the products affordable for the target customers. Along with that, it has remained tough to understand the needs of the buyers. However, British customers give more focus on quality over price when purchasing luxurious items (Store.marketline, 2023b). In this case, they do not bargain much for quality products. Toyota mainly thinks about providing top-notch cars to customers without thinking about the price. 
The threat of substitutes: The threat is high in the automotive sectors of both countries. The Japanese firm mainly sells fuel cars to meet the needs of the customers. The main alternative to such products is an electric vehicle (Secinaro et al., 2020). Toyota has introduced some new variants in this new product line such as Innova Hycross ZX, Cruiser Hyryder E, and others (Toyota-industries, 2023). However, it is not possible for the company to replace all fuel cars and focus only on electric cars. In this case, different challenges are to be faced as both countries have excelled in their EV markets. 
Competitive rivalry: The threat is high in the Indian automotive industry and moderate in the British automotive industry. The automotive sector of India is very much competitive because of the presence of many top names. It is dominated by car companies such as Maruti Suzuki, Hyundai Motors, Tata Motors, KIA, and others (Sahoo, 2020). Hence, the Japanese firm has witnessed enormous challenges to make its mark. The competition is not so vigorous in the UK, which helped Toyota to achieve a 6.61% market share (Media.toyota.co.uk, 2023). The main competitors are Ford, General Motors, Volkswagen, and others. Nevertheless, the firm must focus on expanding its share in the coming days. 
Similarities and differences
India and the UK are similar in certain grounds such as threat of new entrants, bargaining power of suppliers, and threat of substitutes. However, they differ in bargaining power of buyers and competitive rivalry.
[bookmark: _Toc132888178]SWOT analysis
	Strengths
	Weaknesses

	· Toyota has a strong brand image all over the world for its high quality cars the organisation is successfully operating in 67 countries for manufacturing purposes and it already entered and conducting successful business operations in over 170 countries’ markets across the globe (Toyotauk, 2023c). 
· Toyota generated $276.57 billion in revenue in 2021, which demonstrates immense revenue growth as the organisation generated $251.62 billion in annual revenue in 2020 (Companiesmarketcap, 2023). 
· Toyota has a strong global employee strength of 366,283 individuals, which makes the human resource of the organisation highly strong (Toyota-industries, 2023). 
	· A significant chip shortage in its supply chain made Toyota cut its production volume (Trivedi, 2022). It shows a weak supply chain of the organisation.
· Toyota had to recall millions of cars due to experiencing significant manufacturing defects in 2018 (Wsj.com, 2018). It even happened in the past on a number of occasions. 
· Additionally, there are also inefficiencies within the internal operations of the organisation, which hindered it from achieving exponential growth in the global automotive sector. 

	Opportunities
	Threats

	· A high level of government support in the markets it operates. 
· Access to cheap and skilled labour.
· Growth of social media in India.
· Growth of Industry 4.0 technologies in the UK. 
· Favourable legal infrastructure in the countries it operates. 

	· Different cultural preferences in different markets.
· Closure of employee sources from the EU countries in the UK. 
· High threat of substitute products in the markets in which it operates. 
· High competition in the Indian automotive sector. 
· Environmental degradation concerns around the world.


Table 1: SWOT analysis for Toyota
(Source: Created by author)
Similarities and differences
In terms of similarities, Toyota gets support from both the Indian and UK governments, in terms of a key opportunity to grow. In this context, both countries have high labour availability along with ideal legal infrastructure, favourable to Toyota. On the other hand, in both countries, the organisation has substitute threats and unfavourable conditions regarding environmental degradation. In terms of differences, the growth of Industry 4.0 in the UK is an opportunity for Toyota, which it cannot avail of from India. On the contrary, the social media growth in India is a favourable situation, which is not observed to the same extent in the UK. The closure of employee sources from EU countries is a UK-specific issue for Toyota, which is not observed in India. On the other hand, the competition level in the Indian automotive sector is a threat, which is not observed in the case of the UK market. Additionally, a dissimilarity is also observed in terms of customer preference, creating a threat to the organisation.   
[bookmark: _Toc132888179]Segmentation, targeting and positioning
Segmentation
Market segmentation is the strategy a company adopts for developing an accurate marketing mix and allocating resources more effectively to a specific group in the entire market to ensure a high level of business success (Arsova and Temjanovski, 2019). This strategy helps companies in tailoring their marketing activities and practices according to the condition of the selected market segment so that high effectiveness of those activities and practices can be ensured, contributing to the growth and development of that company. Market segmentations can be of different types such as demographic, geographic, psychographic, socio economic status and geo demographic in a broader sense (Salome, 2020). In India, the organisation focused on demographic segmentation. In this context, mainly family demography is emphasised by the organisation, as mainly family cars are the main category in terms of the product range in this country (Toyotabharat, 2016). On the other hand, in the case of Toyota in the UK, the organisation focuses on demographic segmentation. In this context, age demography is emphasised by the organisation. It is found that the average age of the buyers of Toyota cars in the UK is 63(Hosking, 2018). Thus, it can be said that in the UK, the middle-aged market segment is emphasised by the company. Hence, there is a slight dissimilarity in terms of the choice of demography to differentiate its marketing strategies in the UK and India.      
Targeting 
The targeting strategy used by a company in a market can mainly be of three types such as undifferentiated marketing, differentiated marketing and concentrated marketing (Dong, 2022). Depending on the nature of the customer base, companies develop the marketing mix strategy(s), where these above-mentioned targeting strategies play a key role. Here, in the case of India Toyota emphasises undifferentiated marketing as the targeting strategy. This is because, in undifferentiated marketing, organisations focus on developing a single marketing mix strategy, addressing the entire market (Breesam, Atta and Mahdi, 2019). In India, Toyota mainly focuses on quality cars in an affordable range for the entire market (Toyotabharat, 2016). However, in the UK, Toyota emphasises a differentiated marketing strategy as two categories are emphasised here, such as original cars and customised cars with different pricing strategies while maintaining high quality (Toyota.co.uk, 2023b). Hence, dissimilarity in these two different markets can be identified from this discussion. 


Positioning
Low Price
High Price
Low Quality
High Quality

Figure 6: Perceptual mapping for India
(Source: Created by author)
In India, Toyota mainly uses benefit positioning. It is to compete with other companies such as Tata Motors, Hyundai, Maruti Suzuki, KIA Motors and a few others (91wheels.com, 2023). Benefit positioning is the strategy where an organisation stresses product benefits to its customer base for enhancing the sales volume in a market (Amadi, 2022). It is observed that while promoting cars in India, Toyota significantly focuses on benefits provided by the cars, price and various other information, as it has a dedicated webpage for every model (Toyotabharat, 2023b). It shows the organisation's high dedication to maintaining an optimum level of benefit positioning to secure a competitive advantage in the Indian market.  
Low Price
High Price
Low Quality
High Quality

Figure 7: Perceptual mapping for the UK
(Source: Created by author)
In the UK the organisation emphasises user positioning as it categorises them as the users of original car models and the users of customised car models (Toyota.co.uk, 2023b). This is used by the organisation in order to effectively compete with the organisations in the UK market such as Ford Motors, General Motors, Volkswagen and a few others. The user positioning strategy emphasises developing products or services following the expectations of specific user bases to increase the appeal of those products or services more(Hu, 2020). In the UK, the user needs for both original car models and customised car models are addressed by the organisation. 


Similarities and differences
The similarity in the case of the UK and Indian markets is in both cases, demographic segmentation is emphasised. However, in terms of specific demography, a dissimilarity can be observed in targeting Indian customers and UK customers. A high dissimilarity is also observed between India and the UK, in the case of targeting, As Toyota emphasises undifferentiated marketing in India, whereas following differentiated marketing in the UK. Additionally, positioning strategies in both countries are dissimilar, as in India, Toyota uses benefit positioning, whereas, in the UK, it follows user positioning. 
[bookmark: _Toc132888180]Marketing mix
Product
Toyota Motors is a Japanese company; this organisation includes Toyota, Lexus, Hino and Daihatsu. However, in the case of India, it has been found that the Toyota brand has used individual product branding as here Toyota has used the brand name Toyota Bharat (Toyotabharat, 2023a). Here this is termed as individual branding as this branding is not closely connected to Toyota Motors and its offerings. However, the brand is a namesake of Toyota Motors which is similar. On the other hand, a similar approach of individual branding has been found in the case of the UK so here it has been branded using the name Toyota UK. This indicates in the two countries standardisation of products is maintained (Venaik and Midgley, 2019). However, while branding in the case of India for the target audience the one segment of product that is an affordable range of family cars is offered. However, in the UK the line stretching is evident here Toyota incorporated upward stretching by enhancing product quality (Toyota.co.uk, 2023b). Therefore, here for the middle-aged customers segment the company has offered two ranges of cars one is the affordable ones and another is high-quality cars with the higher price which are customisable too. This way the product aspect of the company has similarities in overall branding but differences in the approach of product line management. 
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Figure 8: Toyota product range in India
(Source: Autos.maxabout, 2023)
[image: Toyota is the Which? Car Brand of the Year 2021 - Toyota Media Site]
Figure 9: Toyota product range in the UK
(Source: Toyota.co.uk, 2023b)
Price
In the case of India as the target market is the customers who prefer quality products at a reasonable rate so that here Toyota has used a competitive pricing strategy (Toyotabharat, 2016). This is because there are several players in India that positively create a threat to the organisation by offering cars in the affordable range (91wheels, 2023). However, in the case of the UK, it has been found that here the quality is preferred highly. Hence, here Toyota has used line stretching. Therefore, Toyota has taken the strategy of value-based pricing. Therefore, they offer different models within different price ranges based on the value of the product. The more the product quality gets increased and customisation takes place the more the price of the products increases (Toyota.co.uk, 2023b). Hence, this shows that in India and the UK, the pricing strategy has a major difference. However, this difference is developed to address the different target customers of the organisation. Hence, this is a key strategic move to market the products to ensure success. Therefore, this indicates here the adaptation strategy is kept based on the local market demand for strategic pricing. 
Place 
Place refers to the distribution channels that are used by a brand to promote its product to increase sales. In the case of Toyota, it has been found that the company has a high dependence on dealerships for selling its products (Toyotauk, 2023; Toyotabharat, 2023c). This is a form of indirect selling. Hence, this indicates that Toyota uses an indirect selling strategy. However, this is highly evident in India as well as in the UK. Moreover, in the case of the UK, the brand has considered intensive indirect selling so in the UK they have nearly 177 dealerships (Carlier, 2023). On the other hand, in India similarly, the company is working on increasing the number of dealerships (Toyotabharat, 2023c). This indicates the similarity in the distribution channel setting. This shows the standardisation strategy for the organisation.
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Figure 10: Toyota dealership numbers in the UK
(Source: Carlier, 2023)
Market entry methods
However, in the case of the UK, Toyota has entered the joint venture market entry strategy with PSA (Toyotauk, 2023a). On the other hand, in India Toyota entered using a joint venture entry mode with Vikram Kirloskar in 1997 (Thakkar, 2019). This again indicates that even in the case of a market entry strategy to select a location and place the business strategically Toyota has used the standardisation strategy for marketing and used a similar entry mode that is a joint venture in India and in the UK market. The key advantages of joint venture are shared risk and liabilities while entering into a new market. However, here the disadvantage is lack of central control over the product and services management in the new market. 
Promotion
Promotional strategies are the most important part of marketing so sales growth gets increased with the strategic development of brand awareness (Venaik and Midgley, 2019). Hence, in the case of India, it has been found that Toyota has marketed its products using the advertising strategy on TV and other social media platforms (Toyotabharat, 2023e). Here for promotional activities and advertisements Toyota has preferred to use the local language and local popular faces to attract customers positively. This shows that here localisation has been used. On the other hand, in the case of the UK, its innovative social media online campaigns are developed for marketing. However, it has been found that localisation has been used in the case of advertisement and online content creative emotional angles are promoted while promoting equality and strength (Campaignlive, 2023). This indicates that to address the national culture of higher equality and individuality the content has been prepared accordingly. This shows that again local responsiveness is prioritised here. Apart from that, in both the country direct marketing is done using the trade shows by Toyota (Toyotabharat, 2023e). This again indicates the similarity in the marketing tactics. This shows that the promotional activities are similar in both markets. 
People
In the case of India, it has been found that Toyota possesses, nearly 4000-5000 employees. Here the local employees are employed to manage the local market (Toyotabharat, 2023d). The organisation is working on investing more in creating employment scope. Here the employees are given the training to maintain the standardised operation with being locally responsive. On the other hand, in the case of the UK, it has been found that Toyota possesses 3000 employees in the UK (Toyotauk, 2023b). The organisation has here also used the localisation strategy and employed local employees who have better knowledge about the UK market. This shows in the people selecting for marketing activities in both countries Toyota has used a similar strategy. 

Process
In terms of processes in India, the offline selling of cars from the dealership is the only process to purchase cars (Toyotabharat, 2023c). However, in the UK a similar process has been found to be used by Toyota (Toyota, 2023a). In both cases Toyota has separate official websites where the customers can visit the available models and price ranges afterward, they can contact the customers' service professionals to have support for identifying nearby Toyota showrooms while booking test drives (Toyota, 2023a; Toyotabharat, 2023c). However, the purchase stage takes place in the offline mode. This shows that in both the country the used process. However, the key norms are maintained effectively to promote central control. This indicates the standardisation of the process. 
Physical evidence
In the case of the physical evidence, the artefacts are highlighted. In the case of India, it has been found that the dealerships are presented with similar norms with similar interiors as the UK and other countries (Toyotabharat, 2023a; Toyota, 2023a). This is because the dealership’s artefacts are the factors that hold brand uniqueness. Hence, to stand out and showcase one brand image the physical evidence is similar in nature in both countries. Hence, this has made the physical evidence effective. On the other hand, a similar uniform is used in both countries which also indicate the standardisation of the physical evidence of the organisation in the Indian and the UK market. 
[bookmark: _Toc132366277][bookmark: _Toc132888181]Directional development strategy
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Figure 11: Ansoff’s matrix
(Source: Chintalapati, 2020)
Directional development is a critical factor to consider which can be explained significantly using Ansoff’s matrix. Ansoff’s matrix is a business growth theory that consists of four key strategies which include market penetration where the existing product is promoted in the existing market (Chintalapati, 2020). On the other hand, product development is another one where the new product is developed in the existing market. However, in differentiation is a unique strategy where a new product is introduced in a new market (Chintalapati, 2020). In the case of India, it has been found that in terms of directional growth Toyota has opted for this strategy and introduced its new product that is Toyota Qualis model in the Indian market (Thakkar, 2019). Here the market was new and the product as well. The product was an innovation from the joint venture between Toyota and Vikram Kirloskar. On the other hand, in the case of the UK, it has been found that Toyota has entered into introduced their existing model named Corona (Mag.toyota, 2023). This model was first introduced in New Zealand. However, after entering the UK Toyota first sold this car. This indicates that Toyota has used the market development strategy here. This is because the market development strategy is the one that is used while ensuring growth with a new market expansion strategy with the existing product (Chintalapati, 2020). Hence, this shows that there is a strong difference between the development strategy in the Indian and the UK market. 
[bookmark: _Toc132888182]Conclusion
From the analysis, it has been found that the Indian and the UK markets’ external business environment have created several opportunities and threats for Toyota. Therefore, they have developed their target market and the marketing plan so that success can be achieved. However, Toyota’s internal fundamentals are strong enough that is creating competencies. India Toyota has targeted customers who prefer high-quality cars at an affordable range and in the UK the middle age customer segment is the target market. Therefore, they have standardised some of the marketing elements like product branding, distribution channels and market entry, people, processes and physical pieces of evidence. However, there is a difference between product line management, pricing, and promotional strategies. Moreover, the development process is different as diversification is used for India and the market development strategy is used for the UK. 
[bookmark: _Toc132888183]Recommendations
	Factors
	Opportunities (O)
1. Favourable government support.
2. Cheap and skilled labours.
3. Indian social media growth.
4. Industry 4.0’s growth in the UK.
5. Favourable legal infrastructure. 
	Threats (T)
1. Different customer preferences.
2. Employee shortage in the UK.
4. High substitute threats.
5. High competition in India.
6. Environmental concerns. 


	Strengths (S)
1. Strong global brand image and presence.
2. Strong financial resources. 
3. Robust human resources
	SO – Maxi-Maxi strategies
1. The organisation can utilise its strong global image and presence to capitalise to effectively exploit social media growth in India, industry 4.0 technologies' growth in the UK, favourable government support and favourable legal structure to push its sales more in the market by emphasising the market penetration strategy as per Ansoff matrix. This is because this strategy focuses on increasing the sales volume of an organisation in the market it already operates in (Alkasim et al., 2018). 
2. With the strength of strong financial resources the organisation can effectively integrate industry 4.0 technologies more in terms of a cost-reduction strategy through innovations (Bag et al., 2021). 
3. The organisation is also suggested the strategy of acquiring most employees from India and the UK to further strengthen its human resources while exploiting the opportunity of access to cheap and skilled labour in these countries. This is important as cheap and skilled labour can significantly increase the productivity and efficiency of a workforce (Sima et al., 2020).  
	ST - Maxi-Mini strategies
1. The organisation can exploit its strong brand image and presence to effectively combat the threats of high competition in India and high substitution threats in the Indian and UK markets. Here, the organisation can take the strategy of emotional branding to further exploit its brand image and presence, as it is highly suitable for enhancing customer loyalty (Permata and Hussein, 2022). 
2. It can use its strong financial resources to take the strategy of high investments to use data analytics and with that insight, comply with customer preferences. As well as it can also use this strength to take effective environmental measures to fight off the threat of increased environmental concerns in the markets it operates.  
3. As the organisation has strong human resources, it can widely utilise international assignments to cope up with employee storage in the UK. This is because international assignments significantly help in strengthening human resource management in an organisation (Panda, Pradhan and Singh, 2022).  

	Weaknesses (W)
1. Weak supply chain.
2. Weak R&D.
3. Poor operational efficiency. 
	WO - Mini-Maxi strategies
1. With the help of Industry 4.0 technologies, the supply chain weakness of the organisation can be mitigated. This is because Industry 4.0 in the supply chain significantly helps in increasing the efficiency of the supply chain to make it stronger (Fatorachian and Kazemi, 2021).  
2. The opportunities of favourable government support, favourable legal structure, and access to cheap and skilled labour can be utilised by the organisation to Emphasise collaborations and overcome its weaknesses in R&D, through that. 
3. The organisation can exploit social media growth in India to overcome its operational inefficiencies by recruiting talented candidates. This is because social media is significantly helpful in gaining access to a large potential candidate base for effective recruitment (Ruparel et al., 2020). 
	WT - Mini-Mini strategies
1. The organisation needs to focus more on supply chain automation to strengthen its supply chain and effectively deal with threats such as different customer preferences, high substitute threats and high competition in India. This is because supply chain performance significantly impacts organisational performance of a company, which can be improved by supply chain automation (Xu, Mak and Brintrup, 2021).   
2. The organisation needs to invest more in R&D to overcome its weakness and effectively address different customer preferences through innovations and also address environmental concerns subsequently. 
3. The organisation is also suggested to employ workforce automation to remove its weakness of operational efficiency and effectively mitigate the threat of employee shortage in the UK. This is because workforce automation significantly enhances both efficiency and productivity (McClure, 2018). 


Table 2: Recommendations for Toyota in TOWS format
(Source: Created by author)
Product life cycle
The product life cycle model helped in determining the stages Toyota is at in the Indian market and the UK market. 
In 2021 in India, the organisation encountered a significant loss of sales after preferable year-on-year sales growth in the past few years (Thakkar and Shyam, 2021). It shows that the organisation has completed its journey in the growth stage and entered into the maturity stage in terms of the life cycle of its business in India. Hence, here, a defense strategy can be recommended to apply. In this context, the position defense or fortress strategy is recommended to Toyota for application in India, as the strategy emphasises protecting the advantageous factors available to an organisation that helps in securing the competitive edge in the market by strengthening the business as a fortress (Kanagal, 2018). It will prevent the organisation from going into the decline stage in terms of PLC in the Indian market.         
On the other hand, in the UK, it is observed that the organisation is keeping a high level of year-on-year sales growth as it is continuously enhancing its market share in the country’s automotive sector (Media.toyota.co.uk, 2021). This factor shows that the organisation is in the growth stage in terms of its life cycle in the UK market. Therefore, an attack strategy will be feasible for the organisation, aiming to further enhance its growth of market share in the UK. Here, the organisation is suggested to adopt the leapfrogging strategy. This strategy stresses incremental and consistent innovation by an organisation in order to stay ahead of the competition (Moeketsi and Letaba, 2022). As the substitute threat is a key challenge to the organisation, the strategy of leapfrogging will help it effectively encounter it and increase the market share in the UK as a result. 
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