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Introduction
"Market expansion" refers to a company's efforts to expand into other markets. This practice is also called "internationalisation" (Azhar, Prayogi and Sari, 2018). The realms of consumer electronics and cutting-edge technology are both ones in which Toyota dominates the competition on a global scale. One of the areas of competence that the firm has is the creation of a wide variety of cars. This company also reportedly makes spare parts, as stated by Baehre et al. (2021). The firm exports over 25% of Japan's total. It has also become a leading automobile brand. This study investigates Toyota's internationalization strategy and planning for China, the focus country.
Company Background
TMCC operates as a wholly owned subsidiary of Toyota Jidsha KK. According to Leninkumar (2017), in 2008, it became the most profitable carmaker in the world, surpassing General Motors. Over a thousand of its subsidiaries and sister firms produce autocars, autocar components, and commercial and industrial vehicles. The Toyota headquarters are located in Toyota hub, Japan's major industrial center to the east of Nagoya. Toyoda Kiichiro established Toyota Motor Corporation (now Toyota Industries Corporation) in 1933 as a division of Toyoda Automatic Loom Works, Ltd. The company's first mass-produced vehicle was the Model AA in 1936. The next year, Toyota Motor Company, Ltd. was established under Kiichiro's direction. The company chose Toyota because it sounds better and looks better in Japanese. 
Both Toyoda Machine Works, Ltd. (1941) and Toyota Auto Body, Ltd. (1945) were established by Toyota after his death. Truck production took precedence over autocar production throughout WWII. After WWII, when the company's facilities were damaged and the economy was in shambles, the Model SA was the first passenger autocar built (TOYOTA MOTOR CORPORATION, 2019). The firm temporarily halted production and sales of some of its top models in 2010 due to the global financial crisis of 2008. Disaster in 2008. Sales were down. Due to concerns about the safety of Takata airbags, the US government has initiated the recall of millions of autocars since 2014 (Blut, Teller, & Floh, 2018). According to the National Highway Traffic Safety Administration, this was "the largest and most complex safety recall in the history of the United States."Every continent is represented by a Toyota factory or dealership. Companies in this area produce autocars, steel, synthetic resins, automated looms, cotton goods, and cork, as found in a study by deJong et al. in 2020. Land, prefab houses, and commodities are all fair game for some traders.
Company’s Objectives and Strategies	
The During the phase of planning, the administration decides on official goals and develops a timetable of activities to be carried out. During the planning phase, management may evaluate a number of different strategies for achieving the goals at hand before deciding on the most appropriate one of those strategies (Jingnan et al., 2018). Throughout the process of planning, management will conduct an analysis of the organization's purpose, its long-term goals, and the existing distribution of its resources in order to decide the most appropriate action to take. The creation of long-term goals is an essential component of strategic planning, which is often the responsibility of an organization's higher management. The leadership of the company will conduct an analysis of potential dangers, consider the benefits and drawbacks of running the company, and devise a comprehensive plan for achieving sustained success in a competitive market. 
Objectives
Toyota will lead the future mobility civilization by producing the most reliable and environmentally friendly vehicles. We strive for excellence in quality, innovation, and environmental stewardship (Jaujan et al., 2020). One of the most important stages in achieving Toyota's overall goal is rigorous planning and attention to detail. Toyota employs this persona to make a globally competitive, extensively utilized product. Toyota, a leading electronics company, has been focusing on the best ways to achieve its goals (Jaujan et al., 2020). Current invention and implementation rates are worrisome. 
To compete globally, organizations must research the production process to improve product quality and machinery. Toyota's R&D department uses many strategies to meet global consumers' evolving needs. Market, clients, interest, productivity, amazing opportunities, and more influence organizational strategies (Hampel et al., 2020). Finding profitable overseas trading potential requires careful planning and research. Toyota's decades of experience made it easy to create the best business plan. Toyota has dominated the device industry with this strategy.
b.  Planning
In order to achieve the goals approved by the higher administration, an organisation needs a formal and obvious architecture of power other than the progression of authority through the regions adjusted and composed. Toyota building is a representation of the company's rapid growth from a local trading company to a global conglomerate that creates cutting-edge technology (Goldsby et al., 2018). The organisation uses a number of activities the board systems across a variety of industries and fields thanks to the authority it lends to a wide range of tasks. The corporate design of the company has helped it break into new markets and develop successful strategies for existing ones, giving it an edge over its rivals.
c.  Leading
Influencing the behaviour of employees and convincing them to work towards the organization's goals go hand in hand with leadership. In contrast to managing tasks, leadership entails taking charge of other people. Although leaders can organise their teams by delegating tasks and providing guidance, the most effective leaders are those who inspire their employees to put forth their best effort and develop their skills through the use of their interpersonal skills (Goestjahjanti et al., 2020). Supervisors can create a good work environment by setting out time for workers who need guidance or comfort and rewarding those who have gone above and beyond the call of duty with a small token of appreciation. By hiring new specialists and directors with strong engagement in creating, Toyota management and initiative group achieved progress towards cultivating the company's own creative products (Goldsby et al., 2020). The company uses a legitimacy-based structure, which encourages employees to speak freely about how they intend to contribute to the achievement of the company's goals in exchange for financial compensation. This shift also helped Toyota build stronger bonds with its staff and provide a new platform where employees may feel safe sharing their ideas.
Controlling
Controlling is the most common method for putting plans into action and making changes to those plans in order to ensure that the organization's objectives are met. At this stage, managers are accountable for a variety of actions, including getting their employees ready and monitoring the progress of deadlines. The leaders are in charge of hiring the employees and supervising the entire building process (ERKUT, 2021). Before moving on to the next stage, chiefs will perform execution assessments in order to provide representatives with feedback on their presentation. This input will cover both what the representatives did well and where they could improve in the future. It is important for managers to take into consideration rewarding employees who do well with a wage raise.
  Management and Operations
Toyota leads in digital media and convergence technology (de Gracia et al., 2017). This has created tremendous brand awareness for Toyota, so when the name is spoken or a new advertisement is presented, most people are curious about the product (Gagnon and Hadaya, 2019). Toyota ads usually promote new products. Since consumers trust the digital media organization, this offering will appeal to many. Because of this, their new products immediately catch shoppers' attention (TOYOTA MOTOR CORPORATION, 2019). All known companies are striving to recruit customers. That is how Toyota operations management became the best. The organization planned ahead and prepared customer-attracting products. After luring customers with a new product line, the company must endeavor to get them to buy (Boone et al., 2019). Once the company has instilled that understanding in consumers, all that's left is to retain the excellent quality that made them successful when they opened. Toyota management prioritizes consistency and dependability. Toyota's operations management team aims to produce high-quality, versatile, and customer-satisfying goods. 
This will also help the organization reach its second main goal of increasing sales and profitability. Toyota's operational management is dedicated to maintaining its digital media leadership. Since the company is now well-known in the automobile industries, this aim has been met on a massive scale (Ahmed et al., 2018). Toyota's operations management has used new technologies and techniques to prevent the corporation from earning money by focusing on product management and manufacturing, which would secure its digital media success. Toyota's quality and innovation have made it one of the world's most admired companies.

Countries’ Specifications 
About 3% of global GDP comes from the automotive industry, with a larger contribution in developing countries like China and India (7% of GDP). At a CAGR of 4.5% between 2022 and 2027, the worldwide automotive motors market is forecast to rise from an estimated $23.0 billion in 2022 to $28.7 billion (Azhar, Prayogi and Sari, 2018).
Home Country 
Over 5.5 million people are employed in 78 facilities spanning 22 prefectures, making Japan the world's third-largest car manufacturing sector and a key contributor to Japan's economy. Supply chains for autos have grown to become a substantial part of the Japanese economy, accounting for 89% of the country's biggest industrial sector (the transportation machinery industry). With increasing global production and demand for hybrid and electric cars, it's apparent that this sector is at the cutting edge of technical development (Azhar, Prayogi, & Sari, 2018). In Japan, indigenous automakers like Toyota, Nissan, Honda, Suzuki, and Mitsubishi dominate the market since imported vehicles are mostly seen as status symbols owing to the high cost of maintenance. Because of the prevalence of public transit, most urban Japanese do not own vehicles (Ahmed et al., 2018). Kei cars and motorcycles are still affordable substitutes to regular-sized cars and meet the country's demand for convenience in tiny places, but as the Japanese automotive industry becomes more environmentally conscious, consumers are shifting away from motorbikes and toward bicycles and e-bikes.
Host Country 
With yearly sales of over 30 million vehicles and domestic production projected to hit 35 million by 2025, China is the world's largest autocar market. The Ministry of Industry and Information Technology reports that sales of motor vehicles in 2021 were over 26 million, including 21.48 million passenger vehicles, up 7.1% from the previous year (TOYOTA MOTOR CORPORATION, 2019). The total number of commercial vehicles sold was 4.79 million, down 6.6% from the previous year (Ahmed et al., 2018). China imposes the same 15% tariff on auto exports from the United States that it does on most of its other major trading partners. 

Figure-1: Toyota Sales chart
(Toyota Motors, 2019)
The U.S.-China Phase One Trade Agreement includes tariff exemptions and possible opportunities for U.S. exporters of vehicles (HS codes 8703 and 8704). After the COVID-19 outbreak, the Chinese government took measures to encourage people to own cars. These measures include of removing sales limitations for autocars that satisfy China's 5 Emission Standard, encouraging the use of electric vehicles, lowering car sales taxes, and enhancing parallel import rules. It is predicted that the annual increase in consumption due to these adjustments will be around $30 billion (Ahmed et al., 2018). The number of autocars China imported from the United States fell from 170,858 in 2018 to 155,337 in 2021, while the number China imported from China fell from 1,130,000 to 940,000.
External Analysis
The Pestel analysis can help to analyse the external environemnt of Toyota.
A Comparative PESTEL Analysis
The PESTLE Analysis conducted by Toyota considers the influence of political, economic, social, technical, legal, and environmental variables on the company. 
Political	Political stability is a major factor in determining an organization's fate. Maintaining positive trade ties on a bilateral level is also crucial. Japan's tense relations with North Japan have recently harmed Toyota business significantly in Japan (Li et al., 2020). Terrorism is a major danger to the corporation's ability to carry out its daily business as usual, as it now has operations in more than 80 countries. However, the economic climate in countries like China and India is positive for the company, allowing it to take advantage of the expanding consumer markets in these countries.		Economical	Consumer spending power can drop during economic downturns, especially in developed nations. As a result, leading companies like Toyota have little choice but to replicate their success in less developed nations. Stock market fluctuations and currency fluctuations that occur frequently can have serious effects on a business' bottom line. Despite the Japann economic downturn, Toyota managed to survive. The firm made over KRW 200.7 trillion even as personal debt in Japan rose. These companies have a major impact on the economy since they employ thousands of people, despite being vulnerable to the effects of the recession. Low employment, however, reduces people's ability to invest in automobile advancements.	
Social	Demand for goods and services, as well as people's desire to labour, are affected by differences in social standing. After expanding into so many different markets, Toyota had to adjust its products to better suit the tastes of local consumers (Othman et al., 2019). Consequences for firms, both good and harmful, can result from consumers' rapidly changing preferences. Brands like Toyota need to factor in these societal and cultural factors when planning their marketing strategies.		Technological	Every company is straining to figure out how to best harness the potential of technology to convey a distinct corporate identity. Toyota is a tech company that has benefited from new developments in the industry. The innovative company has continuously released cutting-edge goods onto the market (Rita et al., 2019). The business uses an array of digital tools for advertising and creating engaging experiences for customers.	
Legal	Toyota came under significant scrutiny when it was forced to recall automobiles due to inappropriate acceleration. It is facing a class action lawsuit that might cost it $1.2 billion to resolve. A trademark infringement action involving the Prius name was decided against Toyota in 2019 (Sousa et al., 2020). In 2009, Toyota claimed that 'Prius Auto Industries' had violated its Prius trademark by manufacturing and selling hybrid vehicles under the name "Prius." However, the Delhi High Court ruled in favour of 'Prius Auto Industries,' which had registered the 'Prius' trademark in 2002, long before Toyota had introduced its hybrid system.		Environmental	As concerns about the future of the planet increase, consumers are demanding that businesses take responsibility for their impact on the environment. Companies that source their goods sustainably and make ongoing efforts to lessen their environmental impact enjoy more customer loyalty. Toyota has made it a priority to reduce its energy use and its potential for water waste (Sudari, et al.,  2019). All workstations are equipped with energy management systems, and consumption and status data are being tracked in real time. In addition, the organisation has a policy in place for dealing with chemicals. The company has pledged to considerably reduce carbon emissions across the product's entire life cycle. Toyota Electronics and Green Development worked together to find ways to aid people in Mombasa, Kenya. The company's donation of bio ethanol-fueled cook stoves to the residents of Mombasa had a profound impact on their daily lives.	


Industry Five Forces 
Bargaining power of Suppliers
Due to the possibility of functional separation between car software and hardware, the car industry features both hardware and software vendors. Due to the abundance of equipment manufacturers, hardware suppliers typically have little leverage in negotiations. Toyota Car has access to lower-cost products and parts than almost all of its competitors, which contributed greatly to the early success of Toyota Autocar by allowing it to produce cars with significant profit margins. Any company that Toyota decides to collaborate with is welcome to do so (Vlados and Chatzinikolaou, 2019). If the company tried to negotiate with monopolies, it would be at a severe disadvantage.
Bargaining power of Customers
Customers in the car business have a lot of leverage due to the variety of options available to them. Toyota goal is to capture as much of the market as possible, hence the company employs an aggressive pricing approach and invests heavily in advertising. Competition in the car market is high, so if a product's price increases, customers will soon look elsewhere (Vlados and Chatzinikolaou, 2019). On the other side, having loyal customers might provide the business an edge in negotiations. If the car autocar gives the impression of great prestige and good taste, customers may be reluctant to change their minds about buying it.
Rivalry among existing firms
The high aggressiveness of companies and the great diversity and distinction among enterprises are the driving drivers. Companies in the automotive industry compete aggressively with one another in a variety of areas, including product development and advertising. Toyota has stiff competition from a wide range of companies, who distinguish themselves in a number of ways (price, electronics, fuel economy, style, brand image, etc.). Toyota faces competition from a very limited number of major corporations despite the prevalence of minor automakers (Soyal, 2020). Nonetheless, this aspect of Toyota's Five Forces research reveals that the corporation needs all-encompassing solutions to deal with the formidable force of competitive competition.
Threats of new entrants
There is a low threshold for entry in the car industry. Google has released an open-source alternative in the form of Android (Vlados and Chatzinikolaou, 2019). Turnkey reference designs, which are fully packaged solutions, are increasingly being offered by chipmakers like Qualcomm. New producers, particularly those in China, can benefit from all of these enhancements. However, fierce competition would make it difficult for businesses to keep their edge and expand their market share. Large sums of money must be spent on R&D, which discourages new participants from entering the market.
Threats of substitute products of services
Until recently, a car autocar's primary use was for making and receiving calls and text messages. Using the internet and several useful apps, you can get these things done (Soyal, 2020). It's possible to utilise a laptop and pad instead of a autocar, although doing so would be cumbersome. In the not-too-distant future, smartautocars are projected to displace laptops. The threat from substitutes is minimal, but as technology develops, new options could emerge.
Market Analysis 
Competitors
Among the main rivals of Toyota are automotive industry heavyweights including Ford, General Motors, Volkswagen, Suzuki, Hyundai, Nissan, Honda, FCA (Fiat Chrysler Autocars), BMW, and Mercedez.

Figure-2: Car sales globally in 2020 first quarter
(Source- Sousa et al., 2020)
Market size
With a roughly 11.5 percent market share in 2022, Toyota led the list of the world's largest automaker brands (Ahmed et al., 2018). Japan's Toyota Motor Corporation, maker of the Toyota brand, is the largest automaker in the world as of 2020, overtaking the Volkswagen Group in the process.
Key success factors
Over the years, Toyota has been able to steadily advance their products. Some would say that they're just not progressing fast enough. (Sousa et al., 2020) However, Toyota's success can be directly attributed to their commitment to steady, incremental upgrades.
Toyota's primary goal was to create a dependable, fuel-efficient vehicle. Over the course of many years, they diligently refined and implemented the same plan of action. Toyota uses the "Toyota Production System" (TPS) to instruct its workers. This helps them produce safe, reliable cars as quickly and cheaply as possible.
Toyota is not known for being a company that acts quickly. Toyota has been so successful in part because they take their time making business decisions (Ahmed et al., 2018). Toyota does research before making strategic business decisions or introducing new products. They put in the time and effort necessary for R&D, and the results are excellent.
Host Country Analysis
Country’s National Diamond 
It is anticipated that sales of Toyota autocars in China will skyrocket in 2021 as a direct result of the country's streamlined supply chain. The robust supply chain that Toyota maintains was able to overcome the challenges that were caused by the global semiconductor shortages, which contributed to the company's new car sales in China hitting a record high of 1.94 million units, which is an increase of 8.2% from 2020. (Ahmed et al., 2018)
Country Business Risks 
Due to a lack of understanding of the business, Toyota was not successful in establishing a strong presence in the Chinese market. As a result of Toyota's adoption of a price-skimming strategy upon its initial entry into the Chinese market, the car with which the company first competed in that country's market was initially priced at an extremely high level (Simões, 2020).  The current autocar manufacturers, such as Volkswagen, Honda, and Hyundai, had priced their vehicles with the price sensitivity of Chinese consumers in mind when they set those prices. Toyota's expansion into the Chinese market has been fraught with challenges. Sales of the Vios, one of the company's top three models on the mainland, fell by more than 30 percent year over year in the first seven months of this year, leaving it even farther behind the vehicles made by Honda Motor, Kia Motors, and General Motors. About 85,000 automobiles were sold throughout the time period, making up less than 4% of the passenger car market (Simes, 2020). Despite having entered the Chinese market too late, the Japanese carmaker nevertheless hopes to sell one million vehicles by 2010.
Internal Analysis
Global value chain
Global Production 
The foundation of the Toyota Production System is the "Just-in-Time" notion, where each process produces only what required for the next process in an ongoing manner, and the "jidoka" idea, which can be interpreted as automation with a human touch, because when an issue occurs, the equipment stops right away, preventing the production of defective products.
Global Marketing 
Toyota's marketing strategy places a premium on setting itself apart from other brands (Kudriavtceva, 2019). Toyota tailors their approach to the specifics of each market, whereas rivals like Ford and GM use a universal strategy to increase their market share worldwide.
Global HRM
IHRM's primary responsibility is to put into practice cross-cultural management strategies such as global integration and expatriation, as well as international leadership and adaptation of global HR systems. Through a comprehensive case study of Toyota Motor, the author of this essay intends to investigate the application of numerous significant features of IHRM. After conducting an analysis that combines the IHRM theories with the realities of Toyota, some conclusions will be developed, and constructive ideas will be offered, with the goals of assisting Toyota in further perfecting the existing HR policies and resolving the issues that are at hand (Kuhlmann et al., 2017). Studying this company's achievement in human resource management (HRM) and researching the important elements in its integrated human resource management (IHRM) process is much more meaningful given that it is a typical family business in Japan.
SWOT analysis
Strength	Toyota runs on a foundation of respect for its employees and a commitment to constant development. Productivity is increased and new ideas are generated thanks to these guidelines. The idea of "lean management" may be directly attributed to them. These guiding principles have provided Toyota with enduring strength for decades Rita et al., 2019). The automotive industry is working towards the goal of producing emission-free cars by developing two primary technologies: hydrogen fuel cells and electric autocars. About 5,680 hydrogen fuel cell-related patents have been issued worldwide to Toyota. Toyota now has a formidable foothold in the growing market for emission-free autocars thanks to these patents.		Weakness	Even though Toyota is the best in quality control, its products aren't flawless. For instance, in January of this year, Toyota recalled 700,000 vehicles owing to an issue with the fuel pumps. When this happens, consumers lose trust in the brand, potentially destroying years or even decades of hard work.  Tensions may arise between management and employees when they disagree on the need for tight quality control methods to maintain high output and profit (Sudari et al., 2019). Recently, employees at a Toyota plant in India went on strike over issues related to compensation and working conditions. These issues limit the company's ability to meet customers' demands.	
Opportunity	Opportunities exist alongside difficulties in meeting the expanding demand for Toyota products. Toyota also dominates the market for autocar hardware components. As a result of recent corporate scandals, there has been a dramatic increase in the demand for specialists. It can compete for a larger portion of the market in several sectors by introducing a new product and expanding the features of existing ones (Sousa et al., 2020). In addition, increasing design and production flexibility throughout development for several goods is achievable through the separation of product subparts. Toyota brand-new offering: Toyota hopes to improve the air conditioning product category and attract more customers and revenue by using a proprietary technology dubbed "triple protection offer."		Threat	The increased tariffs will also have an adverse effect on the Toyota assembly plants located in the United Kingdom. It is possible that Toyota is the biggest automobile manufacturer in the world. However, Sudari et al. (2019) discovered that Tesla is the carmaker with the highest market value, which puts Ford in the position of having the second highest value. The current market value of Tesla is roughly 175% more than that of Toyota. Despite the fact that Toyota's president has said that Tesla is not a "real" autocar firm, Tesla is nevertheless providing Toyota with significant competition in the market for post-fossil fuel technologies.	



International Strategies 
Toyota's success in certain areas is a direct result of the company's implementation of strategies developed by Japanese experts in those fields. The cornerstone of Toyota and other Japanese companies is the KAIZEN method to continual improvement and its influence on product quality. "KAIZEN" is an integrated strategy, which means it's a cross-departmental plan that assigns the progressive improvement, management, and continuous business operations and criteria of quality, productivity, and competitiveness, with direct participation of all employees (Thabit & Raewf, 2018). Toyota's product strategy is based on the company's dedication to creating products that are both innovative and reliable. Toyota is unsurpassed when it comes to creating innovative automotive technology. To solve the problems facing the current car industry, Toyota designs eco-friendly autocars. To combat the problem of harmful emissions, Toyota is looking at many strategies for cleaning up the air in and around its vehicles (Syerov, 2020). Toyota is committed to making the creation of clean technology vehicles based on the research and development of hybrid systems, which mix multiple sources of power. Progress has been made in the design of engines that can run on renewable energy sources. Combining many energy sources into a single, flexible system is a viable strategy. The greatest chance for Toyota's goal of producing environmentally friendly vehicles is hybrid technology.
Entry Modes
Franchising requires market entry now. In this strategy, Toyota allows a franchisee to use its brand and business systems and processes to sell goods that meet Toyota standards (Ogunsiji and Ladanu, 2017). This organizes franchises. Before reinvesting, franchisees pay an upfront fee and a royalty on revenues. The franchisee receives a well-known brand name, tried-and-true items, a standard storefront and marketing materials, and instructions on how to manage the business, attract consumers, train personnel, and develop the product. The franchisor gains money and reduces business administration (Paurova and Gregova, 2020). Franchising is an excellent way to learn about the industry and start in China's youthful economy. Businesses can learn what the community wants from the unemployed when there are more job seekers. This method could boost sales and grow into new markets. Eliminating vertically integrated network management can reduce human resource expenses and infrastructure investment. This method boosts the company's brand awareness. Franchisee lending speeds turnover for franchisors.
Corporate Social Responsibility 
The company gives low-income students significant financial aid. The company sponsors awareness events and has great classroom space. These rules benefit students and employees. Company CSR emphasizes skill development. These expenditures have substantially benefited the health care industry, especially in sanitation, technology, and clean water. Environmental and personal safety awareness campaigns improve society's health. Such donations respond to humanitarian disasters. They assist disaster-stricken towns recover.
Toyota is striving. Toyota's motto is "Together for Tomorrow!" Aiding Others. Toyota is promoting education, employment, and livelihood activities for children, youths, women, seniors, and those with special needs. Toyota prioritizes environmental sustainability, ecological balance, agroforestry, conservation of natural resources and many other things. Restoring historical buildings and artworks, creating public libraries, and promoting traditional arts and crafts help preserve the nation's history, present, and future. Training boosts Olympic, Paralympic, and national sports achievement.

Conclusion
Toyota is a huge worldwide enterprise that operates in several industries. Since it covers so many components, a firm of this scale and breadth should have an outstanding system and board structure to manage them. Toyota incorporates innovation into its business operations since it is so committed to developing into new goods and markets. This has given it an advantage over its competitors in the most traditional way of applying new ideas before anybody else, and it explains why Toyota products seem to have so many capacities. This company uses time strategically to gain a commercial edge, unlike its competitors, who exploit existing technologies. As a result, customers trust Toyota and look forward to its new products. Your business will face hurdles like any other, but how you solve them is the key. Toyota customers reported receiving potentially harmful returned goods. This may have been caused by a mix of circumstances, such as the administrative office's disregard for product safety and quality control, the company's culture, or a rush to market. Each hypothesis is plausible. Thus, the company would be better off if it didn't rush product development and instead considered its quality group's concerns.
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Appendix

Figure-1: Toyota Sales chart
(Toyota Motors, 2019)


Figure-2: Car sales globally in 2020 first quarter
(Source- Sousa et al., 2020)
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