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[bookmark: _Toc124298692]INTRODUCTION


Currently, having a prosperous and sustainable business is one of the objectives of many firms, corporations, and companies. However, the situation is more challenging than it looks. Many reasons affect a business as its environment (external and internal), laws, consumer behaviours and management. How process, personnel and cash flow are managed demonstrates the strategies to implement them. One of those strategies is marketing. According to Kotler et al. (2019, p. 6), marketing is an exchange of actions to attract, strengthen and produce value for customers to obtain a company value. In general, marketing is a tool that a company use to transmit their offers to fulfil a customer need.
 
Not only the customer needs are essential to analyse the external environment but forces as political, economic, and social play a role in building strategies that prevent disadvantages in the market. Also, the internal environment will show data about what is working and what needs improvement. Analytical tools such as PESTLE, Porter's Five Forces and Swot will be used to analyse those environments. So, this report aims to analyse Toyota's environment and its marketing role.
 
This report is arranged as follows: the first section will be about analytical tools such as PESTLE, Porter's Five forces, and SWOT to analyse the company's environment (macro and internal). Next, Toyota's strategies as STP and marketing mix (4ps). Lastly, a recommendation using the Ansoff matrix. Finally, the conclusion about Toyota's marketing and environment.











[bookmark: _Toc124298693]Toyota Environmental Analysis

Managers are part of the performance of a business. They promote the mission and values that the company wants to obtain through their products and services. In addition, shareholders, stakeholders, and employees are the main protagonists in the company. So, because a company is constantly interacting with others, it is crucial to have that information to take measures that could attenuate its effects. The manager uses tools such as PESTLE, SWOT, and Porter's Five Forces to analyse the company's external environment.
 


[bookmark: _Toc124298694]PESTLE 

It is a tool to analyse the external environment of an organisation as the factors that could affect the industry and how to create strategies to reduce a negative impact on their operations (CIPD,2021).

[image: pestle pestel pest analysis for strategic life design and personal strategy]
Source: https://strategium.space/en/lesson/sprint-1-pestle-analysis-for-personal-strategies/
Figure 1 PESTLE analysis

[bookmark: _Toc124298695]Political

In recent months, the United Kingdom has shown its main pollical party with disagreements that cause MPs to leave. The new government faces the consequences of the pandemic and Brexit, implementing new laws that favour businesses and people. However, the inflation and the war in Ukraine have affected Toyota cars' production and demands. The consumer must wait longer for a car than in previous years due to the shortages of parts reaching assemblers (Toyota annual report, 2022). In general, the UK political environment has been favourable for business continuity but unfavourable for the consequences of the war affecting the supply chain.

[bookmark: _Toc124298696]Economic

The lockdowns cause a reduction of GDP in the economy of the UK. In addition, according to Office for National Statistics (2022), inflation has decreased to 10.7% compared to the previous month because the price of goods and petrol has decreased. For Toyota, it is favourable because their profits will increase from 7.900 million euros to 14.700 million euros in 2022 (Toyota annual report, 2022). This profit growth could be the financial options they give customers to buy a car or people with a stable income not wanted to use public transport.

[bookmark: _Toc124298697]Social 

Consumer behaviour post-pandemic has changed due to the fear that brought covid 19. Consumers are more interested in buying from environmentally friendly companies and helping the communities (Gupta and Mukherjee, 2022). For Toyota was favourable and unfavourable because people with a stable and high salary could afford a car; however, the increase in products made people prioritise their needs.

[bookmark: _Toc124298698]Technological 

The world has been changing, and the use and growth of technology in business is necessary in this new world. The best technologies as AI and quantum computers are used to create a competitive advantage (Deloitte Insights, 2022). In other words, companies are using the latest technology to produce products that enhance the consumers' lives, but at the same time, are creating an equity brand. Toyota always tried the latest technology to produce their cars, to increase the security of their customers and to be competitive in the market. In the production of hybrid and electric cars, Toyota will decrease due to the shortages of chips (Reuters, 2022) so this environment is unfavourable for its sales and profits. 

[bookmark: _Toc124298699]Legal

In the UK, many laws protect employees and consumers. With Brexit, many laws will remain, and others have been modified as the Rules of origin. This law needs to state the percentage of the raw material used to construct a product to pay or not a tariff. The law starts from 40% to 55% raw material, in six years in car exportation. (Nord France invest, 2022). In this case it is unfavourable because not all parts are in the country, so the car must pay when it is exported.

[bookmark: _Toc124298700]Environmental

The transformation of raw material into a product always affects the environment, and cars are no different in the case of mass production. Toyota tried to reduce its carbon print in its manufacture and its cars' emission into the environment. In addition, the UK has passed a law that stops using diesel and petrol cars by 2030 and hybrid cars with zero emissions by 2035 and only uses electric cars (Department for Transport, 2020). In other words, it is favourable for Toyota because they have a line of cars that are hybrid and affordable to consumers. However, also it is unfavourable because the hybrid is still emitting emissions (contaminating gas to the air), and Toyota's production of new electric cars will not be enough by 2035 because of previous issues mentioned (supply chain disruptions and shortages of chips).


[bookmark: _Toc124298701]Porters Five Forces

It is a model that analyses the environment outside the company, specifically the company's industry. There are five elements or forces: competitors, new entrants, suppliers, customers, and substitutes. The model aims to identify the rivals in the same industry and create a strategy to increase profits and have a competitive advantage (Lynch, 2018, p, 91).

[image: Diagram

Description automatically generated]
Source: Adaptation of the author.
Figure 2 Porter’s Five Forces.





[bookmark: _Toc124298702]Threat of New Entry

In the car industry is challenging to compete in a saturated market with big brands such as Tesla, Mercedes-Benzes, BMW, Ford, and Honda. The threat of new entry is low due to companies’ mass production to reduce costs and have a firm brand name to be competitive. Furthermore, in the UK market, now the government is supporting the production, sale and buying of electric cars. Toyota cars are recognised for their technology and use of hydrogen in their hybrid cars, making them competitive. Tesla has had the best technology in recent years, so being competitive with it is not easy, but with the price, it is possible. So, Toyotas hybrid cars are one level down from electric cars with less cost.

[bookmark: _Toc124298703]Threat of Substitution

During the pandemic and after, many people started looking for less inversion on products, so they looked at other options than buying a new car. There are few substitutes in the market, such as public transport, used cars, and cycling scheme. As stated, the options are there; however, for Toyota, 2021 was one of the best years selling hybrid cars in the world (Carlier, 2022); this means that even there are substitutes if a brand as Toyota is strong and keep the expectation of customer the power of substitution is low.

[bookmark: _Toc124298704]Supplier power

The car industry's primary materials are metal (steel and aluminium), tires, and electronic parts. Even though Toyota has backward integration with a manufacturer in the UK that reduces cost in assembly cars, not all parts are produced for all models. In this case, supplier power is medium because raw materials are produced in other countries where the pandemic and war have affected production and increased price. Also, the workforce can increase the cost of the production of materials and assembly. Hence, that gives the supplier power to choose whom to sell their products.

[bookmark: _Toc124298705]Buyer Power

The car industry is extensive and global, and production is increasing because of the demand. Even though during the pandemic, people stay at home, many use their car as a medium of transport, and people who do not though of buying a car did it. The power of the buyer is medium because only some were ready to buy a car, even after having the money. Customers are sometimes loyal, and in the situation that is the UK now that the prices are high, they will look for the cheapest options. In addition, dealers are trying to differentiate with extra features at an extra price. As for Toyota, every dealer offers different benefits over the same car model. However, when the price is competitive, buyers keep loyal because of the benefits (technology and fuel saving) offered by a brand such as Toyota and the buyers' power increase.

[bookmark: _Toc124298706]Competitive Rivalry

There are many cars brand in the automotive sector, so the rivalry is intense. Toyota competes with brands such as Tesla, Mercedes- Benz BMW and Volkswagen (Statista, 2022). The competition is for price, technology, variety, and competencies. Even though Toyota competes with low prices to different market segments, the new laws in the reduction of emissions in the environment make research and development a high priority for companies. This increases new products in the market with similar qualities, prices, and benefits.

[bookmark: _Toc124298707]SWOT 


According to Lynch (2018, p,267) swot analyses the internal and external factors of the organisation, and differentiate this in four elements as strengths, weakness, opportunities, and threats.


[bookmark: _Toc124298708]Strengths

Innovation

Toyota's mission to use the latest technological advancements to help people mobilise is seen in its products. The collaboration with other subsidiaries as a woven planet with its software Arene, delivering communication to keep drives safe (woven planet, 2022). also, the Toyota research institute (TRI) focused on the investigation of materials that are environmentally friendly to use in their products (TRI, 2022). This advancement has led to around 69,000 patents to make their product efficient. Those patents include engines, chassis, batteries, software, automation, and electrification (Toyota, 2022).

Variety.

Toyota works in alternatives to fuel as electric cars, battery hybrid cars and hydrogen cars (Toyota, 2021). Most of these types of fuels have a variety of models, Prius, Lexus, Aygo, Yaris, RAV4, Corolla, Highlander, Land Cruiser, Hilux and bz4x. Also, the car is sold in more than 170 countries (Toyota, 2022), making them a well-known brand. Thus, the range of options in its portfolio makes them attractive and creates an advantageous position in the market.

Large Supply Chain 

Toyota believes in more than one supplier because that will increase competition in the quality and price of the materials (Shih, 2022). It is the effect of their values and leadership in the lean system and the JIT (just in time) supply system. These systems motivate and boost creativity to solve problems.

Brand Value

According to Brand Finance (2021) and its report on Automotive Industry, Toyota's value increased in the year 2021 to $59.5 billion. This is due to the increase in sales and the delivery of their product compared to other brands during the pandemic. Also, the strategy manufactures locations that help assemble a car agilely.

[bookmark: _Toc124298709]Weakness

Lack of innovation -Electric Cars.

The production of an electric car is only starting now, being at a disadvantage to its competitors, especially Tesla. The production has yet to be implemented because President Akio Toyoda believes it will reduce jobs in the automobile industry (Morris, 2021). In a competitive market such as the automotive industry being responsible and open to recent technologies is necessary to keep in the mind of consumers. So, this is a weakness that Toyota is trying to cope with the realise of their new model, the bz4x

Quality issues – Manufacturing faults

Toyota has recalled 2700 cars of the ebz4x for problems with the wheels (Liang, 2022). In 2020 in the USA, they had another problem with specific models such as Lexus, Avalon, and Corolla. On that occasion, 700,000 cars were recalled because of a fuel pump failure (Guzman and Ahmed, 2020). They were impacting the brand value for its products' quality and sales. Also, the recalls had a spillover effect on market investors concerning a new product by the competition (Liu and Varki, 2021). The spillover effect is the perception created by an object concerning others of similar characteristics. Liu and Varki (2021) found that if the brand has a high value in the market, the competitors have a reduction of investors. So, Toyota should address this with propriety, public relationships, and marketing strategies.

Inadequate Marketing 

Their eco-friendly cars, a hybrid with economic and premium prices and differentiation, give the consumer variety. Toyota has dealers in more than 170 countries; however, its marketing is not notorious in common channels such as newspapers, television, and social media. Toyota's social media as FB in the USA is high; however, in other countries is lower, which makes the brand invisible to the consumer looking for environmental solutions. If Toyota works more on brand awareness, it could increase its value and profits.

[bookmark: _Toc124298710]Opportunities 

Data

With its software, Toyota can create a database to analyse the most frequent mistakes a driver makes, the type of interaction a customer has with the software, and how many people use it. It has many opportunities to enrich its database to reduce issues and give a better service to customers.

New materials- innovation 

The use of environmentally friendly materials is a top priority for Toyota, and the use of nanotechnology instead of their organic material as platinum and iridium (Toyota, 2022). That search will improve its products and will be according to its values. Also, continue with the research and production of FCEV(fuel cell electric vehicles). According to a study by Moon et al.(2021), where the Korean government supports FCEV, there is a market for FCEV. They find that consumers are ready to adopt new products as FCEV only need new strategies to reach them.

New models

Toyota is working on smart cars to help people who cannot drive due to several factors (old age, physical problems).

Diversification 

With technological research and innovative ideas, Toyota could continue producing AI products for the health sector as its Human support robot. (Upton, 2021). This robot is created to help the elderly with daily home activities.

[bookmark: _Toc124298711]Threats 
Environmental laws

With the new laws that ban the sale of new diesel and petrol car by 2030 and hybrid by 2035 (Department for Transport, 2020).

Competition

As mentioned previously there are many brands that use AI which creates solutions to the consumer. 

Technological changes

Advances and new technological techniques are used to create products and be unique in the market, which could be problematic for Toyota if it does not keep up with the demand for modern technologies.

Unfavourable Publicity

With faulty parts in its products, consumers could lower their expectations of the brand and find new alternatives in the market.

Recession 

It is not a secret that prices have increased all around the world. Therefore, the increment in raw materials, fuel, and labour prices increase in the final product. 
 
[bookmark: _Toc124298712]Evaluation of Porters Five Forces Model

Porter's Five forces are a model that evaluates the completion within the industry sector using some elements. The model gives information on new entrants and the power of suppliers and buyers, which are translated into specific points to create a strategy. Another advantage is the t possibility of horizontal integration, knowing the competitors and its benefits lowering the competition. Furthermore, this model shows some gaps in the industry and the possibility of adding value to the brand. Also, present the risk in the industry to minimise the risk-taking by the brand with new strategies. Lastly is a model where competitors and suppliers are the focus to give general industry information. (Lynch, 2018, p,96).

However, the model presents some limitations as they do not acknowledge other external factors that affect the industry as political, legal, and social. Also, the customers' needs and wants are not a consideration due to only looking at the capacity to buy a product (Lynch, 2018, p,95). In addition, they do not show the economic risk that affects a country, making it difficult to assess the risk. The data obtained is not measured in a realistic way to decide which is the crucial factor in constructing a strategy. Thus, it is a model that can be used to give information about the industry but should be used with other models, such as pestle and swot, to analyse a brand's external and internal environment. Given more vital information to create clear strategies that will add value and profits to the company.

[bookmark: _Toc124298713]Toyota Strategies

Companies use different strategies to help themselves be on the market with competitive products and services. One of the most common strategies is segmentation, targeting and positioning directly to communicate with various consumers with distinct characteristics. Also, the marketing mix (product, place, promotion, and price) strategy helps build a product or service that benefits the people the brand wants to reach.

[bookmark: _Toc124298714]Segmentation, Targeting and Positioning (STP) Strategies

Segmentation, targeting, and positioning are strategies that help the brand divide the consumers into the best groups to communicate a message, increasing the possibilities of customers and revenue.


[bookmark: _Toc124298715]Market Segmentation 

It is a divided group of consumers that compart similar characteristics and behaviour toward the product or services in the market (Kotler, 2019, p, 200). The market can be divided into geographic, demographic, psychography and behavioural.

Geographic

The market is divided according to small parts by considering the localisation of countries, cities, regions, rural areas, and climate (Kotler, 2019, p, 201). This will help to communicate according to the language and culture of the country or region.

Demographics

This segments the market into groups according to age, education, gender, income, and 
Occupation. this segmentation will bring groups with similarities in their society, and the message could be tailored according to these needs and wants. (Kotler, 2019, p, 201)
Psychographic

It is not easy to know a person, more when is part of a group, the objective of this segmentation divides the consumer into lifestyle and personality (Kotler, 2019, p, 203).

Behavioural

Consumers and customers buy according to many patterns, that companies save to construct data. This pattern can be known as habits in a specific date or season, the expected benefits and more from a product or service, new buyers, recurrent customers, non-customers; also, the frequency the customer uses the product and lastly, their loyalty to the brand (Kotler, 2019, p, 203).

[image: Graphical user interface, text, application
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Source: Kotler et al., Principles of Marketing.
Figure 3: Market segmentation.

In the case of Toyota, segmentation is vital to create campaigns that communicate the quality of the product, satisfy customers and be competitive in the market (Zhou et al., 2020). Thus, demographic segmentation is directed at young to older people. The article publicised by Toyota on its USA website, "best car for teenager" (2023), shows that the age is related to the legal age a consumer can drive. In the list appear the corolla hatchback, Prius, corolla cross and RAV4.also, they produce family-size cars, according to income, the non-premium and premium cars, personal and business. In addition, their geographic segmentation has operations worldwide but in Japan, Europe, North America, and Asia. As seen in figure 4 below, Toyota's great market is Japan and USA. They produced cars according to climate and created the land cruiser, Hilux, and Tacoma, built to endure difficult roads.
[image: Chart, timeline, bar chart
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Source: https://www.statista.com/statistics/279652/revenue-of-toyota-by-region/ 
Figure 4 Toyota revenue in 2022 

Toyota's psychographic segmentation is divided into social class (higher, upper, and middle) and lifestyle. This can be shown in the prices of their products from £18000 to 50000 (Toyota, 2022). Furthermore, behavioural segmentation is based on benefits and loyalty. According to a survey by "what car?" customers think that most cars are faultless(Toyota,2022), economy and environmental. Also, loyalty can be seen in big markets such as Japan and USA.

[bookmark: _Toc124298716]Market Targeting 

After diving into the market with similar needs is time to evaluate those segments and decide which is the best option to implement (Kotler, 2019, p, 208). According to Kotler et al., marketing could be undifferentiated, differentiated, and concentrated.

Undifferentiated or mass market 
Target all consumer and assume that a product or service cover all the needs of the masses.

Differentiated or segmented marketing 
Target different segments with new and different offers and benefits.

Concentrated or niche market
It is a small portion of a segment market, where their needs are specific and so the product or service could be tailored. 

According to targeting strategy, Toyota uses differentiated and concentrated strategy for their segmentations. The variety of products to medium to high class shows that every segment's needs are covered, helping to have unique features compared to their rivals.

[bookmark: _Toc124298717]Market Positioning

The capacity to shape consumers’ view of a company compared to rivals creates an image of the consumer (Kotler, 2019, p, 215). Which leads to positioning in the society. The market positioning can be divided by benefits, users, and competitors.

Benefits

Every company offers a range of products directly to consumers that expect specific benefits. If the expectations are satisfactory, the brand has gained a position in the market for other brands.

User

It is when the brand uses a figure to attract awareness of their products or services.
 
Competitive 

The positioning aims to compete with the number one brand and change consumers' perception of the other brand.

Being in the consumer and customer's mind is more challenging than creating an ads campaign and waiting for the public to recall the brand. In the case of Toyota, they are positioning through benefits, the quality of its cars and technology at low cost. That is why they have many collaborations with suppliers and subsidiaries that cope with the demands of new technological advancement and raw materials. Also, Toyota uses celebrity endorsement positioning. Using influencers (famous or not) to increases consumers' perception of the brand. However, this campaign should include the right message to get into the consumers' minds and desires(Zhou et al., 2021). For example, Toyota works with famous people to create sympathy with their audience, as in the adverts of the Hilux in 2020, where Martin Ivanov, a stunt awards winner, drove the car in harsh terrain to get the packet. In that advert, Toyota appeals to emotions and benefits of the consumer with an unbreakable, reliable, and fast car and its beautiful shape.
In contrast, there is another advert where Pollyanna Hope, 16 years old, with a disability in her leg, made a commercial in 2021 called "Beautiful Movement" (Toyota, 2022). In that commercial, Toyota give the message to the audience that they support disabled people and shares their challenges. Also, they produce products that could benefit them. 

Furthermore, Toyota aims to reduce their CO2 in the production line product to tackle environmental issues (Toyota, 2022), having a pro-environment positioning. Depending on the region, the strategies and the value are different. In the United States and Japan, for example, the experience and history (history/parentage positioning) have more weight and confidence in the brand, as shown in figure 6 below, the United States and Japan being its more significant markets.

[image: Chart, diagram
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Source: https://global.toyota/pages/global_toyota/ir/library/annual/2022_001_integrated_en.pdf
Figure:6 Toyota Global sales 2022.


Lastly, Toyota has been developing its cars into a new market, considering activities like sports using psychographic characteristics. For example, the GR car series are user positioning in sports activities (Toyota, 2022). Some models are the Yaris GR Sport, Corolla Hatchback GR Sport, Hilux GR Sport, and Yaris Cross Sport, as shown in figure 7 below.
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Source: https://www.toyota.co.uk/discover-toyota/toyota-gazoo-racing/gr-sport-range
Figure:7 Toyota GR models.



[bookmark: _Toc124298718]Marketing Mix Strategies (4ps) 

Challenges affect organisations, and how they face them leaves them to improve. Challenges are the main topic in the market, and companies surf it through strategies as the marketing mix. So, in other words, a marketing mix is a set of adaptable measures to use in a specific market to obtain sales (Wichmann et al., 2022). Companies modify the elements of the marketing mix according to their needs. In this case, the marketing mix will be product, price, promotion, and place because it is a company offering a product.


[image: The 4Ps of Marketing with Complete Example]
Source: https://expertprogrammanagement.com/2022/03/4ps-of-marketing/ 
Figure 8: The 4ps of Marketing
 



[bookmark: _Toc124298719]Product 

Toyotas has a variety of products for several reasons according to its target market. For tough terrains, for first-time users, sports lovers, family, higher income customers, economy customers, small and big, and for people concerned with the environment (electric vehicles and hybrid). As shown in figure 9 below.
[image: Diagram
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Source: https://global.toyota/pages/global_toyota/ir/library/annual/2022_001_integrated_en.pdf
Figure: 9 Toyota Portfolio



Toyota has more than 100 models distributed for business and personal use (MarketLine, 2022). Toyota uses some branding strategies to be in the market and among consumers. Toyota has an “up market” (line stretching) of its product with the production of Lexus. A premium product with higher quality and benefits to higher income customers. Adding to this strategy is the line extension. Many of their products have more than ten years (the life of the product given by Toyota) and are still in the market in their maturation stage. So, Toyota to avoid the decline stage of the product extended. One of those is Toyota Aygo, Toyota Yaris, and Toyota corolla, with the new branding cross Toyota Aygo cross, Toyota Yaris cross, and Toyota corolla cross.

The corporate Umbrella branding is Toyota with different range brandings, such as Toyota Corolla, Toyota Prius, and Toyota Hilux. This power in the market allows them to produce a variety of colours, sizes, and prices, as the Toyota corolla hatchback with three doors and five doors (Toyota, 2022).


[bookmark: _Toc124298720]Price 

Prices strategies are differentiated through all the brand's names. According to Han et al. (2022), a brand can use costumers reviews in its social media channels to increase the product's value. Also, the authors stated that if the comments are negative, they could not help the brand. Another strategy is their economy of scale production focusing on the non-premium market, as shown in figure 10 below. The prices start from Toyota Aygo X at $15 975 (Toyota, 2022), Toyota corolla at £30,210 (Toyota, 2022) to Toyota land cruiser at £47 675. (Toyota, 2022). As can be seen, these are competitive prices in the market as Volkswagen cars from £14000 to £56,000 in the basic range. They also have bundle prices like adding extra features to the car's price increase (Volkswagen, 2022). Also, Toyota has its premium car, Lexus, with prices from £34,700 to £102, 545 (Lexus, 2022). 
With time some brands are stretching to luxury with some models, for example, Toyota highlander, Toyota Sequoia, Toyota Prius Prime, Mirai, and sienna (Toyota, 2022). They show that in the market was a gap that Toyota gained with their new products or upgrades of the existing brands. This show that there is a range of prices for customers with medium to high incomes. The low-cost price effects of its leadership in line production with its JIT (just in time) inventory and Kanban in its factories. Nevertheless, their manufacturers are in countries (Asia, Japan, India, Turkey, and Poland) with low labour costs. 
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Source: MarketLine 2022.
Figure10: Toyota positional Map


[bookmark: _Toc124298721]Promotion 

One of the company's missions is to create tangibles (products) and intangible services directed to people who need them. However, the product or service will fail if they do not communicate with others about them. So, promotion is the company's communication with consumers about its products. To be effective, many channels can be used to deliver that message. The channels depend on the company and the budget. 

According to Faria (2023), Toyota spent $1.6 billions on an advertisement in 2021 in the United States. Toyota is promoting the features of its hybrid models as efficient and environmental. Toyota uses various channels to promote its vehicles' as digital media, such as Instagram, Facebook, Twitter, and Pinterest. Digital marketing increases the value of a brand by using the right channel to attract customers able to invest in their products (Olson et al., 2021). The reason is to attract customers and create relationships through these channels and their posts. These channels help consumers interact with the brand, ask questions, give reviews, and share experiences with others. Toyota uses the press release through its media site UK, where Toyota review its products (Toyota, 2023). Also, Toyota uses its online magazine (Toyota, 2023) to post content related to new models, projects, stories, and tips about its models (Toyota, 2023). Their adverts usually show Toyota the car. However, there are others where there are women, families, and younger adults.

[bookmark: _Toc124298722]Place

The leading company headquarters is in Japan; however, because it is a multinational has many bases in other regions (Europe, Asia, Africa, and America) and countries (North America, UK, Francia and more). The strategic ubication of its factories helps with the production demanded by their customers in a region. They distribute their products through dealers, who oversee attracting customers. Furthermore, new customers use the website to personalise an order and book a test drive. 


[bookmark: _Toc124298723]Recommendations


[image: The Ansoff Model [Marketing strategy matrix] | Smart Insights]
Source: https://www.smartinsights.com/marketing-planning/create-a-marketing-plan/ansoff-model/
Figure 11: Ansoff Matrix
According to the external environment of Toyota, there are other strategies that can improve the brand's value and create awareness and profits. Ansoff Matrix can be used to expand a new strategy to grow in new markets with the same products. Toyota's opportunities will grow in new markets having the skills such as supply chain, marketing, technology, experience, and data of behaviours of the consumers in the new markets, such as Argentina. According to Khan and Khan (2021), having marketing skills are practical for competing in new markets. 
There are distinct factors why a company decides not to go to new markets, such as countries where violence or other factors affect the firms' sustainability. In their study, Williams and Steriu (2022) illustrated that Heineken could use their resources, such as skills, technology, and management, to create a brewer factory. However, this was possible with social projects toward the community. In the case of Toyota, it is possible to go to new countries even though it could appear challenging to conquer. In the case of South America, they have a factory in Argentina. Therefore, knowing more about the behaviour of the consumer and their needs but not as consumers but as a society, could increase the brand's value and growth.
Toyota is a company with a vision to help people's mobility with its app sociability (Toyota, 2022), where disabled people find information about places, events, and networking. In places such as Argentina, the app could be a solution for the community and show the brand's responsibility towards many sectors of society. So, Toyota has new markets to conquer with many of its products, technologies, and strategies.










[bookmark: _Toc124298724]CONCLUSION
External factors impact the lives of people and companies in diverse ways. The reactions to these factors make the difference in overcoming the consequences of those forces. In this report, Toyota manufacturer UK was analysed to find the external factors that affect them and the new recommendation for growth in the market. It is essential to mention that tools used to analyse the external environment are not free of error. However, using them in combination can give a more precise analysis. Also, Toyota's marketing strategies are robust, and the consumers believe in the brand for the reliability of their products even though they had some unexpected recalls. Lastly, investing in marketing strategies such as promotion is a tactic to stay in the market, creating a difference in consumers and gaining a competitive advantage towards its competitors.
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