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Title - Analysis of Toyota’s marketing strategies and Marketing position in the UK automobile industry.
Introduction – 
Strategy is a term that refers to a broad range of utilization and chance to build a competitive advantage regardless of the sector, organization type, or size (Islami et al., 2020, p. 3). Marketing management 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 (Park, 2020). It is useful for the enhancement and growth of business. 
The automotive industry is the largest manufacturing sector in the world by volume, investment, number of workers, and annual revenue. In these industries, hundreds of businesses have jumped in to seize their opportunities. Toyota is one of them. It is the third largest automaker in the world (Hoque et al., 2013, p. 226).
In 1933, Toyoda Kiichiro founded Toyota as a branch of the Toyota automatic loom works. It became the Toyota Motor Corporation in 1937. Its headquarters are in Japan the corporation is one of the second-largest automotive companies in the world due to its adherence to strong guiding principles and commitment to creating the most innovative products and services. 
It entered the UK in 1965 through an Exporting strategy. In 1978 it joined an agreement, then in 1992 owned wholly owned subsidiaries, and then it joined by a Greenfield investment technique (Allera, 2022, p. 59)
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 centers. (Hoque et al., 2013, p. 227)
Toyota was able to establish new records in a few sectors for UK new car sales during 2022. With a record 6.61 percent market share, Toyota ranked third among the OEMs in the UK (Media, 2023)
Toyota’s main aim is to Gain customer loyalty and satisfaction. They focused on achieving the largest market share value. It can be achieved through various marketing strategies. Marketing is a way to sell its products by attracting a target audience. Toyota in the UK is globally distributed. The target audience is diverse including the customers from UK and all over the world. They use Traditional Advertising mediums, a huge dealership network across the globe, and four sales channels - Toyota, Toyopet, Corolla, and Netz.
The term marketing mix refers to the assortment to sell its goods or services. Product, price, place, and promotion make up the 4Ps network (Eneizan et al., 2010, p. 15)
It uses a differentiation strategy to create customer value. Differentiation is based on the decision, Brand reputation, Distribution, etc. They focused on producing green products as eco-friendly vehicles with no carbon dioxide emissions. The products are of high quality and Innova. E.g. - Passenger, Hybrid, SUV, commercial, etc. (Baroto et al., 2012, p. 190)
Toyota always puts its customers first and knows the Importance of making its products accessible to the target audience. They focus on Traction strategy and make cars to match the customer requirements. 
It uses cost cost-reduction strategy to gain competitiveness. They use various advertising strategies to increase sales through radio, newspapers, Television, etc. A slogan used by Toyota in the UK " Always a Better Way "attracts customers. Social media marketing such as YouTube, website, Twitter, and Facebook help Toyota with its advertisement and promotion. It also uses Digital advertising technology as Watson adds (Madoh, 2019, p.72)
It is used to gain a sustainable competitive advantage. It worked on the sustainable development strategy to enhance business performance, Gain customer loyalty, and Total value chain. Sustainability is the practice of reserving resources for future generations. It works to save the environment. A sustained competitive advantage can be maintained for a long time (Engert et al., 2015, p. 5623)
This dissertation contains five chapters. The first chapter includes an introduction, the second chapter includes a literature review, the third chapter includes research methodology, the fourth chapter works on the results and discussion, and the last chapter involves a conclusion and recommendations.

Research problem - 
The product, Distribution, promotion, and price methods used to create and carry out exchanges to create and carry out exchanges to reach the target markets are referred to as Market mix (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 & Sharna, p. 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.
Aim - The main aim is to analyze the marketing strategies and Marketing position of Toyota in the UK. It mainly focused on the role of a Green marketing mix technique to gain a sustainable competitive advantage. It includes enhancing business performance and gaining customer loyalty and customer satisfaction. 
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 the strengths, weaknesses, threats, and opportunities of Toyota in the UK. It is achieved by gathering information about Toyota in the UK.
Research questions - 
1) What is Toyota’s current market share and position in the UK automobile industry?
2) What is the green mix strategy adopted by the Toyota in the UK and how it will be achieved?
3) 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?
4) What are the challenges and opportunities Toyota faced in the UK market?
5) What are the factors affecting the marketing strategies of Toyota in the UK?

Preliminary Research –
Organizations have traditionally emphasized either profitability or market share (growth) as their drivers. Trends Because the main task of any organization is to maximize shareholder value, such a trend does not seem wrong. Toyota did all this as a company to please investors with a lot of attention paid to the products. Consumer behavior when buying cars has changed significantly in recent years, they visit showrooms and study automobile features and performance and further globalization and with increasing competition and market saturation, the automotive industry became extremely competitive. The perspectives of customers when buying cars are comfort, durability, economy, handling, performance, safety, and luxury. Toyota came out with high-tech innovations (Hoque et al., 2013, p. 227). Face perfect competition. As an organization, Toyota is customer and product-focused. Product development is always Toyota's most important activity, which is related to Toyota's customer focus and marketing orientation. Market orientation is a recognition of the superiority of the organization. Customer values ​​in exchange and the focus of organizational thinking and action on exchange customers. Toyota GB Marketing Director Paul Philpott believes four main things should be used to gain a competitive advantage. It includes marketing, customer demands, patience, and investment. Green marketing, social media marketing, and sustainable marketing increase the market share value of Toyota in the UK. Competition and lack of communication between the company and consumers affect the market share value (Hoque et al., 2013, p. 227)
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 Research and Development for hydrogen vehicles. Additionally, product advertisements like that for the battery-powered Reva car and Toyota car allow for direct targeting of consumers. With the use of an innovative eco-friendly and cost-reduction product, it gains customer value chain, customer loyalty, and customer satisfaction which results in enhancing the business performance and attaining a sustainable competitive advantage. It provides a 10-year warranty to its customers in the UK. The Prius model of Toyota has eco-friendly features such as the use of an emission-reducing petrol that reduces carbon dioxide and nitrogen dioxide emissions in the atmosphere which reduces pollution (Eneizan et al., 2016, p. 21).
It works on providing green products, green prices, green distribution, and promotion. It uses cost cost-reduction strategy by the reduction of unnecessary, non-value operations and eliminating wastes. Logistics management includes better transportation routes and water conservation. Eco-friendly, recycled material is used in packaging also. It uses modified advertisements through television, radio, and social media such as Twitter, YouTube, Facebook, and websites to attract customers. It helps get the customer feedback and review, what they want. It results in increasing the value chain of customers by connecting more customers. It uses four channels for its sales Toyota, Toyopet. Corolla and Netz. To produce its model Yaris, they also organized a show to attract more customers (Madoh, 2023, p. 73) 

Research Methodology - 
This dissertation is based on the information gathered by secondary research. It includes Research papers, Journals, dissertations, case studies, and financial data of Toyota in the UK. It includes proper citations and references to the research used. Research Questions are answered according to the secondary research. 
Risk - 
An error may occur in citations. But we try our best to fulfill all the needs.
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