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Executive Summary
The competitiveness of the industry in which Toyota operates has been evaluated by applying Porter's five forces model. A comparison between these forces in different countries has been developed. Macro environmental factors were also discussed in the study, followed by comparing them between Japan and America. The report has further provided a comparative analysis of the marketing mix of 7ps of Toyota firm among those countries. A recommendation has been made in the last section of the report.
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[bookmark: _Toc142377075]Introduction

The report will be developed in the business context of a renowned automotive company, Toyota Motor Corporation. The countries which will be highlighted in the report where the company operates are Japan and America. The macro-environment in which the company operates will be evaluated by comparing and constricting different factors of PESTLE. Moreover, Porter's five forces analysis will be conducted to evaluate the industry's competitiveness. Furthermore, the company's internal environment will be analysed along with a presentation of STP analysis in two different countries. Furthermore, some recommendations will be provided to improve the international marketing approaches of Toyota. 

[bookmark: _Toc142377076]Company Background
“Toyota Motor Corporation (TMC)” is an eminent “multinational automobile manufacturer” whose headquarters are in Japan. The organisation was established in the year 1937 by Kiichiro Toyoda. It is “one of the largest automobile manufacturers'' in the world, which manufactures nearly 10 million vehicles every year. Over the years, the organisation has been prolific in understanding the needs and preferences of customers present in the market, which has helped the organisation to gain a significant customer base in the market. The primary mission using which the organisation operates in the country is “to manufacture better cars, to create a suitable future where every single individual would be able to have the necessary freedom” (Toyota, 2021). Along with this vision statement is that “it would lead the future mobility society through enriching lives of citizens throughout the world.” The “Japanese auto giant” has remained the number one carmaker around the world in 2021, with a net profit reaching $22 billion which was nearly 27 per cent more than the previous year. In 1957, “Toyota Motor Sales” was established in America in order to carry out operational activities in the American market like the Japanese one. 
[bookmark: _Toc142377077]Macro Environment Analysis of Toyota
A macro environment is considered to be a set of different conditions which is seen to have existed in the economy of a country as a whole. It generally includes the trends which are considered to be related to a country's GDP, employment, inflation, fiscal policies and others.
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Figure 1: PESTLE Analysis (Source: enterslice, 2023)

Political factors 
Toyota is one of the renowned companies in the automobile sector and does good business in Japan, and thus the country's economy is dependent a lot on the business of Toyota. The political stability in doing business is positive as the government is always on a welcoming side and thus international companies also hold a good future operating in Japan. As Japan is open to free trade agreements, therefore, doing business in the country is favourable for Toyota. Furthermore, as the company is into promoting eco-friendly automobiles, it will be much help for them in doing business in Japan (Liker, 2021). Therefore, for Japan the following factors are favourable enough for the firm in doing business. Therefore, Toyota is one of the biggest names in the automobile sector of Japan. 
As per the company's business in America, it can be stated that the mother country of Toyota, Japan, holds a suitable relationship with America. Henceforth, doing business with America is not an issue for them. Likewise, in America also the political stability of the government is on the positive side and allows free trade agreements in doing business. America is also into promoting eco-friendly vehicles, and as the company is also into manufacturing, it has an advantage for the firm to do business in America. As Toyota is into making eco-friendly vehicles, the following condition is favourable for them to operate in America. 
Economic factors 
Regarding the business of Toyota in Japan, it can be stated that the following organisation is seen to have a stiff competition from the companies such as Hyundai, Ford and BMW. Also, the weakening of the Yen (Japan's currency) from that of the dollar affects the problem in doing business. The recession that caused to the impact of the pandemic affected the company in doing business in Japan. A situation like this can be considered unfavourable for their future operations and therefore, the firm needs to keep this in mind and make strategies accordingly. 
As per the business of Toyota in America, it can be stated that the GDP, the company's per capita income, and the purchasing power of Americans were affected by the pandemic. It has heavily impacted the company's business (Soliman, 2020). The former president of America Donald Trump had a deal with the government of Japan in order to protect their automobile industry. This deal was a huge boost for the company in doing business in America. That is why Toyota is considered the best-selling Japanese car in America, and the following factor is favourable for the company for their operations. 
Social factors 
The company had to recall many of their vehicles in Japan due to faulty automobile petrol pumps. The following hugely affected the company as it has damaged their reputation. Though after some time they recovered that damage but the mark still remained. The company faced the outrage of many Japanese customers regarding safety issues in the car and thus lost their trust in the brand. Situation like this are unfavourable for a brand like Toyota to operate. Therefore, the automobile manufacturer must thoroughly test their car before launch to avoid these problems. 
In America, the country's citizens are more into demanding automobiles that not only demand cost efficiency but are also looking for energy-efficient vehicles (Brandl et al., 2020). In America, the company faced backlash from some customers due to its faulty pedals and acceleration. Americans later started seeing the brand negatively and sales dipped afterwards which the company managed by launching their eco-friendly vehicles. It had made the following factor unfavourable for the company and in order to mitigate that, Toyota launched their eco-friendly vehicles. 
HOFSTEDE Module of Cultural Dimension
The amount of power distribution and acceptability within a culture is measured by power distance. Japan accepts power inequality more than the United States, yet both nations are below the global average. Individualism and collectivism are significant characteristics of society, with the United States placing first in terms of individualism (Hofstede, 2023). Japan has a communal culture that emphasises teamwork and decision-making. Uncertainty avoidance differs significantly between American and Japanese cultures, with the Japanese being more concerned with laws and regulations and Americans being less bothered. Femininity and Masculinity are two characteristics of sociocultural goal orientation. In Japanese culture, work, prestige, and money precede personal life and family (Hofstede, 2023). Americans live a more relaxed lifestyle and are more concerned about others. Time orientation differs significantly between American and Japanese cultures, with the Japanese favouring long-term planning and incentives and Americans preferring short-term planning and rewards. Japan has a poor grade for its restrained culture, cynicism, and pessimism, whereas the United States receives an Indulgent (Hofstede, 2023).

Advantages and disadvantages of the Hofstede model
Advantages: Cultural awareness, comparative analysis, practical application, predictive value, research-based foundation, and a framework for discourse are all advantages of the Hofstede model. It fosters cultural awareness, improves communication, and informs decision-making in multicultural settings. The model's findings may be utilised in various disciplines, including international business, human resources, marketing, and cross-cultural management. Its research-based foundation provides a firm foundation for understanding cultural differences and encourages collaboration and mutual respect among people from many cultures.
Disadvantages: Cultural generalisations, a lack of context, a limited scope, cultural change and development, a lack of individual-level analysis, and an overemphasis on quantitative data are all shortcomings of the Hofstede model. It can oversimplify cultural differences and perpetuate stereotypes while ignoring individual variations and cultural changes. To properly comprehend cultural variations, other aspects and context must be considered in addition to the Hofstede model.
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Figure 2: Comparison of cultural dimensions (Source: Self-created)
Technological factors 
In Japan, the company is into spending millions of dollars on the innovation of hydrogen cars as it is the future of the automobile sector. They had a new rule of continuous progress and have always accepted the latest trends that aided the brand to stay on top of the list. It is favourable for the brand as eco-friendly cars are the future. 
To stay in the market of the American automobile sector market, the company is rapidly changing their business model and working towards finding alternative fuel cars that are more efficient (Cortiglioni et al., 2020). This condition is also favourable for the company as alternative fuel cars are the future, and in order to operate themselves they need to manufacture the following type of cars more. 
Legal factors 
In Japan, when the company recalled their faulty vehicles, some of the customers filed a case against them, which resulted in a loss of reputation and cost huge to the brand. Conditions like this is unfavourable and a brand like Toyota, in order to avoid such issue in the future need to thoroughly test their vehicles before launching them in the market. 
In America also, the same had happened as many customers had filed a case against the company; therefore, to settle the matter, Toyota had to pay 1.2 billion dollars in settlement. Situations like this are unfavourable for the company and thus, the company had to pay a billion dollars for settlement. Therefore, in order to avoid that the company must invest in their R&D and thoroughly test their automobiles before launching in the market. 
Environment factors 
Regarding the environmental factors that affect the company in doing business in Japan, it can be stated that it had taken steps in lowering its carbon footprint in Japan. In the following country, the company introduced hydrogen cars in order to fight the carbon emissions and believes in recycling (Yamamoto et al., 2019). The following is considered to be favourable for Japan’s climate and also for the company as hydrogen cars are the future. 
In America, in order to mitigate the problems that the environment faces in manufacturing automobiles, formulated Toyota Environmental Challenge 2050. The company, therefore, is into setting the challenges that include manufacturing zero CO2 emission vehicles. The company's main motive in operating in America is to minimise and optimise water usage and the establishment of a recycling-based society (Profiroiu et al., 2020). Thus, in order to measure the environmental risks, the company set up an environmental management system which makes them favourable for combating the environmental challenges that they face in operating in the American automobile market. 
Similarities and Differences in the Macro Analysis of Toyota:	
As per the similarities between Japan and America, it was observed that both countries have political stability that helps the firm in doing business. In both countries, the company is facing a considerable amount of competition from companies like Hyundai, Ford, BMW, and Volkswagen and so on. The steps taken for manufacturing eco-friendly vehicles is one of the similar steps that the company's management had initiated in both countries. 
As per the difference between the countries is considered it can be stated that the company had faced outrage from Japanese customers regarding making faulty fuel outlets in the car. Furthermore, the same company also faced the outrage of American customers for making faulty pedals and acceleration (Flannagan, 2022). Security is always a great concern for customers buying cars in the price range that Toyota offers. In Japan, the company started manufacturing hydrogen-efficient cars; in America the company is into making electric cars.  
[bookmark: _Toc142377078]Porter's Five Forces of Toyota
Porter’s five force model is a specific method of evaluating the operating environment of a competitive business. 
.           Figure 3: Porter’s five forces model (Source: Sako and Helper, 2018)[image: ]
I) Threat of New Entrants:
In Japan, the threat of new entrants in the automotive industry where Toyota operates the business is relatively low due to various barriers. Established automakers, like Toyota, have strong brand recognition, significant capital requirements, and economies of scale. Moreover, the automotive industry is highly regulated and complies with environmental and safety standards which can pose huge challenges for new entrants.
The threat of new entrants in the automotive industry is high in America. The emergence of new technologies and electric vehicles has recently attracted new players, such as tech companies and startups. However, established automakers, like Toyota, still have a highly competitive edge due to their manufacturing capabilities, strong customer relationships, market demands, and distribution networks (Bloomfield, 2017).
II) Bargaining power of Suppliers:
In the automotive industry of Japan, suppliers generally have moderate bargaining power. The automotive industry mainly relies on a vast network of suppliers from raw materials to advanced technology suppliers. While automotive companies have strong purchasing power due to their high-volume demands, suppliers with critical and unique components can have more leverage (Sako and Helper, 2018).
In the American automotive industry, suppliers have moderate bargaining power. Suppliers who offer high-quality and unique components have the ability to influence the pricing of automotive companies. Moreover, the country's automotive industry depends on suppliers to obtain various components.
III) Bargaining power of Buyers:
In the Japanese automotive industry, buyers, such as fleet operators and individual customers mainly have a moderate level of bargaining power. The market of automotive is highly competitive in Japan that offers buyers a wide range of options to choose from. Moreover, bulk purchases by fleet operators can grant them string negotiation power. However, companies like Toyota with brand reputation, innovation, and quality can significantly influence buyers' preferences.
In the American automotive industry, buyers have high bargaining power. The market is very competitive as many automotive companies offer their products at competitive prices and high quality. Therefore, customers can easily shift their preferences from one company to another. Fleet operators can also have more negotiation power due to their bulk purchases. In this case, automakers try to differentiate themselves through high-quality offerings, unique features, and pricing to influence customers’ choices and limit their power of bargaining (Bloomfield, 2017). 

IV) Threat of substitutes:
In Japan, the threat of substitutes in the automotive industry is comparatively low. Though public transportation and different forms of mobility can give alternatives for some customers, private vehicle ownerships stay a key mode of transportation in Japan. However, emerging trends, such as car-sharing, ride-sharing, and the potential for autonomous cars can introduce new substitutes and influence the automotive industry in the future.
In the American automotive industry, the threat of substitutes is moderate. Though private vehicle ownership stays predominant, alternatives, like ride-sharing services, public transportation, and evolving mobility solutions, like electric bikes and scooters have obtained popularity in urban areas. However, for many Americans, private vehicles will continue to be a key mode of transportation and the independence and convenience they offer can mitigate the influence of substitutes.
V) Competitive Rivalry:
[image: Automotive Market in Japan - Automotive Industry 2026]
Figure 4: Automotive market in Japan (Source: Krzywdzinski, 2021)
In Japan, the automotive industry is characterised by immense competition. Several domestic and international companies operate in the market, which results in fierce competition. Renowned Japanese automotive companies, such as Honda, Subaru, Nissan, and others with global players immensely compete for market share. They offer high-quality products at competitive pricing that provide a huge threat of competition to Toyota.
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Figure 5: The automotive market in America (Source: Abolhassaniet al., 2022)
In America, competitive rivalry in the automotive industry is high. Many domestic and international automotive companies are present in the market that compete with each other. Established American automotive giants, such as Ford, General Motors, Chrysler, and others along with international companies are engaged in fierce market competition. They offer innovative products at competitive pricing. 
Similarities and Differences in Market Forces Analysis
From the above-applied model and discussion, it can be stated that there are some aspects in which Toyota gain similar forces. For example, in both countries, the bargaining power of suppliers is moderate for Toyota as it is a renowned company and suppliers want to maintain healthy relationships with the company. Moreover, competitive rivalry in Japan and America for Toyota is very high as the automotive industry of both countries involves numerous competitors with similar offerings and competitive pricing.
In some aspects, the level of force is different for Toyota. For example, the threat of substitutes in Japan is low as private vehicles are vital modes of transportation. However, it is moderate in America as new alternatives are emerging daily. Moreover, the bargaining power of buyers in the automotive industry where Toyota operates is moderate in Japan as customers have some options to choose from. However, it is high in America as customers have numerous options to shift their preferences from one company to another. In the case of new market entrants, Toyota is an established company in Japan and new players have several barriers to entry; therefore, the threat of this force is low. Whereas in America, it is quite easy for new entrants to enter the market due to the emergence of electric vehicles and advanced technologies (Abolhassaniet al., 2022)
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SWOT Analyses of Toyota in Japan and America
	Strength
	Weakness

	· High production: In Japan, Toyota has higher production capabilities in the business operation due to large numbers of manufacturing units (Wada, 2020). Advanced and robotic technology can be seen in the manufacturing unit of Toyota which can help in the high production of cars. 
· Leadership style: a strong leadership style can be seen in the operation of Toyota which help the business to overcome the turmoil situation effectively. 
· Strong brand value: Strong brand value can be seen in Japan for Toyota as the company becomes the largest car seller in Japan. Due to strong brand value, the company is able to attract customers to the business and create a loyal customer base. 
· Strong financial position: Toyota America has a strong financial position in the business operation due to higher investment support for the firm (Sarvankar and Yewale, 2019). Strong cash flow management is effective for the business to generate higher investment opportunities. 
· Pricing strategy: in order to condemn a large customer base in the organizational operation effectively, Toyota is using a competitive pricing strategy in the USA. 
· Strong supply chain: A strong supply chain network can be seen for Toyota in the USA which helps the business to manage the financial supply effectively.
	· Poor marketing strategy: Although Toyota has a strong brand value in the market, a poor marketing strategy can be seen in the business operation of the company effectively. 
· Manufacturing defects: there are several complaints have been seen in Japan regarding the defects in the manufacturing process of Toyota in the current business environment (Profiroiu et al. 2020). Manufacturing defects have created issues for the business from the perspective of quality assurance. 
· Lack of Strategic management: Toyota is currently facing issues in the business operation regarding the strategic management process. Due to a lack of innovation and diversification, strategic management issues can be seen. 
· Lack of diversification: Toyota mainly focuses on the same types of automobile production in the manufacturing operation which create issues from the perspective of diversification. 
· Overdependence on suppliers: In the USA, Toyota highly depends on similar types of suppliers in the business operation which create issues for the overdependence on the suppliers. 
· Poor marketing: Marketing is one of the weakling of Toyota in the USA (Zhang and Xu, 2022). The company does not have a strong marketing strategy in the business operation which creates an issue to reach a large audience effectively.

	Opportunity
	Threats

	· Expansion in an emerging economy: Toyota has the opportunity in Japan to expand its business in the emerging economy to increase its sales proportion. 
· Focus on eco-friendly products: Toyota has not been stepping up on eco-friendly product development in the business (Sarangal et al. 2023). Toyota has the opportunity to expand its business in the EV segment as well. 
· Diversification of products: Toyota Japan has the opportunity to work on the diversification of its product in the market to expand the market base. 
· Technological advancement: Toyota has the opportunity to advance its technology in the manufacturing process which can help in the production process and quality management effectively. 
· Product diversification: Toyota can diversify the product range in the USA market to increase the range of customers (Zhang and Xu, 2022). 
· Develop marketing strategy: Developing the marketing strategy can lead to promoting the product in the market and enhance sales performance.
	· Increase market competition: Increasing market competition is considered one of the major threats to Toyota in Japan. There are a number of competitors present in the automobile sector in Japan. 
· Negative publicity: Negative publicity regarding manufacturing defects, legal reformation, and taxation has created a negative impact on the brand image of the company. 
· Increase market competition: Increasing marketing competition has created threats for Toyota in the USA market. 
· Operating cost management: As Toyota supplies the parts of the manufacturing unit in the USA, operating costs are higher in the market. 
· Global pandemic: Due to the global pandemic, issues in cost management can be seen in the business operation (Sarfraz et al. 2021).




Similarities: Toyota's SWOT analysis reveals similarities between its strengths in Japan and America, such as its strong brand reputation, technological leadership, and efficient manufacturing system. On the other hand, Toyota has flaws such as recall concerns, reliance on the Japanese market, and limited product diversification. Toyota's reputation for quality and dependability has suffered due to recalls, and the company's reliance on the Japanese market might be a weakness in the case of a local market slump. Furthermore, Toyota's dominance in the sedan and SUV sectors may limit its product offers in sports cars and pickup trucks. Toyota has possibilities to enhance its electric car offerings in Japan and America as electric vehicle demand grows. Toyota might pursue partnerships and collaborations to boost its technology capabilities in emerging economies, which have a burgeoning middle class. However, challenges in both locations include severe rivalry, economic downturns, and changing government rules governing emissions standards and safety standards. Toyota may take advantage of these chances to increase its market share and improve its product offerings.
Differences: Toyota's SWOT analysis indicates many distinctions between its market position in Japan and in the United States. Toyota is a national brand in Japan, with a strong reputation for quality and dependability, but in America, it is recognised for its fuel-efficient automobiles and environmental friendliness. The company has a more significant market share in Japan, but it faces stiff competition from local automakers in America. Toyota's problems in Japan and America, on the other hand, might be attributed to cultural differences, product portfolio flaws, and market trends. Due to government incentives and environmental concerns, Toyota's opportunities in Japan and America may be better for hybrid and fuel-efficient automobiles. At the same time, electric vehicles may be more important in America due to customer demand and government rules. Toyota's partnerships and collaborations with other firms may also change across the two markets, with Toyota having distinct options to engage with local suppliers, technological companies, or government agencies in each. It faces threats from a competitive landscape, economic reasons, and regulatory contexts. Toyota competes in Japan with Japanese manufacturers such as Honda and Nissan, while in America it competes with local automakers such as Ford and General Motors.
[bookmark: _Toc142377080]Marketing Segmentation Strategies of Toyota
Segmentation
As the market segmentation, Toyota is currently following psychographic segmentation in the Japanese market. The company focuses on the value and behaviour of the customers in the present environment to effectively identify the target audience in the business process. To customise the product and design the product in the Japanese market, the company mainly focus on the interest and personal trait of the customers eventually. On the other hand, in the USA market, Toyota is following demographic and psychographic segmentation in the business (Sarfraz et al. 2021). The company focuses on the product's pricing by considering the customers' purchasing behaviour in the USA market. The company planned to invest in the EV by considering the shift in customer behaviour towards green energy. 

Targeting
As the target customer base, Toyota mainly targeted people from different backgrounds such as economy customers and average customers. The company targeted families, individuals, the young generation, car rental companies, travel companies, and businessmen. Toyota creates opportunities for the people who are asking for higher quality and low-priced products in the market. The company also targeted people aged between 20 years to 60 years in Japan and the USA both markets. Toyota is currently focused on the concentrated targeting by delivering the product with higher market demand and higher potential in the market. 
Positioning
The company is currently placed in the 1st coordinates in the positioning map as the company offers high quality and competitive price products to the customers. Toyota is the leader in the SUV market in Japan due to its durability and compactness. Considering the pricing and quality, it can be stated that Toyota is positioned as one of the leaders in the USA and Japan markets. The company's competitors include Nissan, Hyundai, Isuzu, and Mitsubishi in Japan and Ford, Chevrolet, Polaris, and Rivian in the USA.
Perceptual Map of Cars
Perpetual maps are graphical display that helps to determine the position of each business in the industry. The company's competitive environment in the present environment can be identified through the use of perpetual maps. Here, perpetual maps have been used to identify the position of Toyota in the market with respect to its competitors. 
From the above maps it is seen that the Toyota is placed in the coordinates where it offers low price high, quality products. In these coordinates, Ford and Honda have also been placed as the company offers customers the same categories of products. Toyota is currently get the advantage of the product pricing in this place due to low price product customisation over other companies.        


[image: screen-shot-2014-11-23-at-17-22-57.png]
Figure 6: Perceptual map of cars (Source: Crafts, 2019)
[bookmark: _Toc142377081]Marketing mix elements (7ps) of Toyota
For a renewed automobile organisation like Toyota, it is necessary to utilise the legend of the marketing mix in a systematic manner based on which it would be capable of being more strategic in its operations. The primary importance of marketing mix elements lies in enabling the organisation to understand the present market scenario where it operates. Based on this, it can be able to produce customer-specific products or items in a considerate manner. At the same time, it has been helpful for the organisation to be more strategic and more effective in its car manufacturing services. Toyota uses sustainable packaging for its vehicles, which enables the firm to enhance its environmental image in both America and Japan. Also, the firm produces its cars using mild steel as its ingredient. In this regard, a discussion on similarities and differences of 7ps of marketing mix namely, Product, Price, Place, Promotion, People, Process and Physical Evidence of the Toyota organisation in both Japan and America would be helpful to understand this in detail. 
[image: ]
Figure 7: Marketing mix elements (Source: Nomura, 2021)

Place
Toyota sells their cars through retailers and authorised dealerships all over the world. Additionally, Toyota sells spare parts for their vehicles in their retail showrooms; the showroom staff is helpful and provides information on warranties and financing options.
Price
Toyota's pricing strategy effectively caters to both low and high-income consumers by setting prices based on their income in different regions. This approach has resulted in increased sales and maximum profits. However, the pricing is highly dependent on supply and demand. Providing specific examples and addressing potential criticisms would strengthen the credibility of their approach.
Promotion
Toyota's eco-friendly vehicles have gained popularity due to their effective promotional activities and commitment to quality and meeting consumer needs. They have used various media platforms like television, newsprint, and radio to promote their products.



People
This company values every employee, regardless of their role. They use direct communication between managers and workers to empower and focus on customers. This approach promotes a positive and productive work environment where everyone feels valued and supported.
Product
Toyota has a long history of providing products and services that meet their customers' needs. They succeed by offering diverse and intangible items that fit consumers' tasks and meet their expectations. Toyota's car and accessory products are continuously evolving in the market, with new designs being introduced regularly.
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Process
Toyota has gained a large market share by using a lean production model. They focus on good management to reduce waste and production costs, which increases efficiency. Toyota can produce products just in time, contributing to their success in the industry.
Physical Evidence
Toyota has managed to maintain a physical presence and a reliable dealership with its loyal customers, which has resulted in continued access to the manufacturer's services whenever necessary. This has instilled confidence in consumers, which has led to increased sales for the company.


Similarities and differences, influences of the choices of market entry method with advantages and disadvantages  
Similarities 
Similarities are observed in the “Product”, “Promotion”, “Physical evidence” and People aspects of the 7ps of the marketing mix for Toyota in both Japan and America. Regarding Products, in Japan, Toyota manufactures passenger cars as well as motor vehicles including “Toyota Corolla”, “Lexus Automobiles” and others. Among passenger vehicles, it manufactures “Sedan”, “Camri”, “Etios” “Liva”, “Avalon” while among SUVs and cross rovers, it produces “Yaris Cross”, “Urban Cruiser”, “Venza”, “Rush” and others (Nomura, 2021). In America, the primary products of the organisation include “Corolla”, “RAV4”, “Sienna”, “Tacoma”, “Lexus RX350”, “Highlander”, “Avalon” and others. In the case of Promotion, in Japan, the organisation in order to promote its products uses “television”, “print advertisements”, “newspapers”, and “social media marketing”, which generates a viable opportunity for the firm to reach a significant number of customers (Liker, 2019). In America, the organisation likes to use “Sales Promotion”, “Personal selling”, and “Social media marketing”, with the earlier ones used for Japan for the promotion of its products. Also, it looks to take necessary environmental initiatives to strengthen its sustainable image in the market. With regard to Physical evidence, the attractive logo of the organisation serves as physical evidence for the people of Japan. It relies on making a tangible presence in America by forming a stable dealership. It aids the organisation in increasing selling operations in a more convincing manner (Helmoldet al., 2021). In the case of People, the organisation lies in recruiting dexterous workers who can turn out to be a vital asset for the organisation in the future. It aims to render value to the efforts made by its workforce for market proliferation in Japan. In America, the management of Toyota conducts learning programs for its employees from which they can be able to learn how to deal with customers. It makes a significant impact on earring profitability in the market. 
Differences 
There are significant differences in “Place”, “Price”, and “Process”. Regarding Place, the bulk of Toyota cars are viable in the Toyota City of Japan. As per recent statistics, it is considered the “ninth largest organisation” in the world. In Japan, it mainly relies on the “exporting market entry method”. Firstly, it helps enhance the firm's profit margins, which can be observed as an advantageous aspect. Secondly, this market entry strategy allows Toyota to communicate with its customers effectively in the Japanese market. It creates an effective scope for the organisation to operate in markets where the extent of competition is on the lower side. For this reason, it works as an influencing aspect for the organisation in Japan to use and choose this market entry method to capture more customers. At the same time, there are disadvantages to using this market entry method in the country. Firstly, it enhances the scope of increased workload for the organisation's members. Secondly, members having a limited market knowledge can also be a disadvantage aspect of using this strategy for the organisation.  On the other hand, places, which are famous for Toyota cars in America, include “Texas”, “Mississippi”, “Kentucky”, “Indiana” and others. Toyota enters through the “Joint Venture market entry mode” in this country. Regarding advantages, firstly, it has been helpful for the organisation to access new markets in the country (Wada, 2020). Secondly, it has increased the capacity loading for manufacturing various types of items such as “Toyota Sienna”, “Toyota Highlander”, “Toyota Avalon”, “Toyota Camry” and so on in the country. Due to this, members of the Toyota organisation feel very much influenced in selecting and using this method in America to be more prolific in the country. However, among disadvantages, it includes, firstly, the partners associated with the organisation expect different things which if not delivered then it can be difficult for the organisation to make profitable. Secondly, at the time of applying a joint venture strategy, there might be several employees who would be reluctant to compromise with the quality of the manufactured cars that can make a significant impact on the income generation activity. In the case of Price, in Japan, Toyota follows a “value-based pricing strategy” and a “market-oriented pricing strategy”. Using the first, the organisation likes to focus on the aspect of affordability in its car and other vehicle items in the market. Along with this, a “market-oriented pricing strategy” helps the organisation observe the market condition and aims to sell its products based on that. On the other hand, in America, the firm follows a competitive pricing strategy, which enables it to stay competitive with its rivals such as Ford, Honda, Chevrolet and others in the country's market. Also, this pricing strategy aids the organisation by occasionally providing attractive discounts to its times ahead of its competitors stated above which assists them to stay more competitive. Regarding Process, in Japan, the organisation uses the Just in Time approach in its manufacturing process, which helps the organisation strengthen its production system (Furuta and Shook, 2021). Contrarily in America, the organisation uses a lean manufacturing approach for processing or processing its cars and vehicles for citizens. 
[bookmark: _Toc142377082]Directional development strategy
A directional development strategy is a plan that details a company's actions and objectives to drive growth in a specified direction. Defining the strategic direction, conducting market research, establishing clear goals and objectives, identifying growth initiatives, allocating resources, developing an implementation plan, monitoring and measuring progress, adapting and iterating, and remaining agile and responsive to market dynamics are all part of it (Chron, 2021). Following these stages allows a firm to drive expansion while maintaining relevance and effectiveness effectively. A directed development plan may maximise possibilities and reduce risks by being nimble and sensitive to changes in the business environment. 
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Figure 8: BCG matrix (Source: Chron, 2021)
[bookmark: _Toc142377083]BCG Matrix
Toyota's directional development strategy is founded on the BCG matrix, which divides the company's goods into four quadrants based on market growth rate and relative market share (Chron, 2021). 
Star: Star refers to Toyota's hybrid and electric cars, with a high market growth rate due to rising demand for environmentally friendly vehicles and Toyota's significant market dominance in this area.
Question Mark: Question marks represent newer models or technologies of Toyota that are gaining market share, with a strong market growth rate but a lower market share than established models (Profiroiuet al., 2020).
Cash cows: Toyota's traditional gasoline-powered automobiles are cash cows, with a large market share but a sluggish growth rate.
Dogs: Dogs are certain models or market categories of Toyota with a low market growth rate and market share (Profiroiuet al., 2020).
Toyota may use the BCG matrix to identify where to focus its resources, invest in stars to retain market leadership, question marks to increase market share, cash cows to preserve profitability, and dog quadrant goods for disposal or repositioning. Toyota's directional development approach enables it to make educated decisions about product development, marketing, and resource allocation to maximise portfolio performance (Morgan and Liker, 2020).
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Toyota Japan
Strengths-Opportunities: Toyota, a worldwide automobile company recognised for dependability and quality, is dedicated to research and development, creating hybrid electric vehicles and fuel cell vehicles. Toyota may extend its electric car offering in emerging regions to capitalise on the rising demand for electric vehicles and environmental sustainability. Toyota can appeal to the middle-class population and discretionary incomes in these areas by focusing on market penetration and localisation (Muyenga, 2020). 
Weaknesses-Opportunities: Toyota should invest in quality control measures, grow its electric car portfolio, extend its presence in new countries, and cultivate collaborations with technology firms, suppliers, and startups. These steps will reduce product recalls and help Toyota preserve its reputation for dependable automobiles. Toyota should also concentrate on its marketing methods to raise brand recognition (Liker, 2021).
Strengths-Threats: To lower costs and extend market reach, Toyota should engage in R&D, reinforce marketing strategies, expand hybrid and electric car offers, improve manufacturing efficiency, monitor and react to changing legislation, and develop strategic collaborations with other automotive businesses. These measures will assist Toyota in staying ahead of the competition in technical innovation, maintaining good customer connections, and adapting to changing legislation (Muyenga, 2020).
Weaknesses-Threats: Toyota Japan may address product quality issues, improve sustainability practises, build supplier connections, invest in R&D, improve crisis management capabilities, and prioritise customer retention and loyalty. These tactics assist Toyota Japan in dealing with historical difficulties, mitigating risks, and maintaining a strong market position in the competitive automotive sector (Liker, 2021).

Toyota America
Strengths-Opportunities: Toyota America can invest in electric and autonomous cars to meet technical advances and consumer demands. Expand into new markets by providing low-cost, locally tailored models. Collaborate with technology firms to advance linked car technologies and mobility services. Prioritise sustainability through producing environmentally friendly automobiles and lowering emissions in manufacturing operations (Toyota Newsroom, 2023).
Weaknesses-Opportunities: Toyota may broaden its markets, improve quality control procedures, engage in R&D, and improve its brand image and customer experience. Increased marketing efforts, localised product development, and strategic alliances will be required. Toyota should also spend on research and development to create novel goods and preserve a competitive advantage (Liker, 2021).
Strengths-Threats: Toyota should prioritise innovation, extend its electric and hybrid car offerings and increase customer loyalty. To keep ahead of technical breakthroughs and match changing customer tastes, prioritise research and development (Toyota Newsroom, 2023). Improve marketing strategy by tracking and adjusting to market developments to understand better client wants and expectations.
[bookmark: _Toc142377086]Weaknesses-Threats: Toyota America should diversify its product offerings, penetrate new markets, manage suppliers, develop brand positioning, analyse rivals, and continuously improve to strengthen its competitive position. Toyota America will be able to handle issues and establish a more diverse business model by implementing cost management measures, simplifying processes, investing in technology, and doing frequent cost analyses (Toyota Newsroom, 2023).


Conclusion
According to the study's findings, Toyota flourishes in Japan and America due to political stability and competitive pricing methods. Toyota utilises value-based pricing in Japan, whereas it takes a competitive strategy in the United States. The organisation uses sales promotion, personal selling, social media marketing, and staff development programmes. Toyota Japan specialises in R&D, hybrid electric vehicles, and new markets, whereas Toyota America excels in electric and self-driving vehicles, sustainability, and market expansion. Toyota must grow its markets, invest in R&D, and prioritise innovation, customer loyalty, and continual improvement to keep its competitive advantage.
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