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Abstract
This research paper will examine the analysis of the Toyota Cars which manufactures compact, luxury and sedan cars. The research will focus towards various aspects of internal and external environment influences of the company. The analysis will determine the new direction of the company on the basis of the external and internal influences. The in-depth analysis of company’s environment will help in gathering various insights that can play an important role in measuring the success or failure of the company. The paper will also aim towards carrying out the SWOT analysis that can give the idea about potential strengths, weaknesses and opportunities that company possess in alignment of its competitors.











Executive Summary
The research paper aims towards conducting the in-depth analysis of Toyota Cars which is an automobile manufacturing company dealing in compact and sedan cars. The analysis of Internal and External environment of the company will be able to help company in terms of meeting various problems and issues, as well as will also help in aligning itself with the competitors. The SWOT analysis aim towards finding out potential strength, weaknesses, opportunities and threats than can influence the business in terms of alignment of the competitors. In order to comply with all the demands, the company needs to focus by developing a strategic focus on the basis of the analysis and find potential competitive advantages which can help the business to compete with competitors and rivals present in the market.
Situational Analysis
Internal Environment
Marketing Goals
The company’s marketing aim and goal is focused towards providing the vehicles to the consumers in effective prices and quality. Initially the company has also focused towards manufacturing the vehicles that comply with the environmental standards and laws. This can be considered as an effective step towards environmental efficient product. The company has adopted its own strategy known as “Toyota Way” which focused on robust manufacturing, development and processing of the products. The “Toyota Way” features robust product development, problem solving tactics and values in the process. 
The cars manufactured by Toyota features energy efficiency and management techniques which make the Toyota cards environment and energy friendly. The Toyota has also launched its electric vehicle called Toyota iQ electrical vehicle which works 100% on the electricity. In terms of constant innovation and technology development towards energy efficiency, the Toyota is also working on fuel cells vehicles which will generate electricity for providing energy to the motors in the vehicle. The Toyota is seeing this technology as an innovation for the future that will change the face of the products by ensuring environment friendly techniques. This could be proved as a great step towards achieving the marketing goal.
As the mission of the company is to provide safe products to the consumers with the assurance of energy saving technologies that would not harm the environment. The company is manufacturing the energy efficient and environment friendly vehicles that would not harm the environment, Company Profile: Toyota (Akio, 2016).
Current Marketing Strategy and Performance
The Toyota Company is focused towards manufacturing the cars which target all sorts of customer segments. The company’s current marketing strategy is focused on manufacturing the vehicles that could fit the needs of the consumers. The company is also working towards providing the better after-sales servicing through its initiatives on car repairing, services etc. post the sales of the vehicle. The company has also launched sedan and hatchback cars for the emerging and potential markets, Situational Analysis (Gurun, 2010).
In seeking the scenario in contemporary market, the Toyota is now more focusing on launching compact vehicles like- Etios, Etios liva etc.  as there is a need for these types of vehicle in the market. The company is launching the luxury and sedan compact cars in the emerging markets of Asia and other potential continents which seeks the demand of the middle class earning income group. These cars could make the special place between the mid-earning income level groups. Apart from the compact vehicles, the company’s SUVs are also being sold in various markets like that of Russia. The company is aiming differently in terms of marketing their vehicles according to the environment and economy of that particular country. 
In terms of market share, the company’s market share and profits are constantly growing. It is seeing the constant growth of more than 13.4% of marketing share in Asia followed by 45.5% in Japan for the Lexus vehicles. The company’s total revenue is approx. 27.234 trillion Japanese Yen. In year 2015, the Toyota earned the profit of 2.173 trillion Japanese Yen. In 2015, the company has experienced the sale of approx. 9,116 units of vehicles. But in the year 2015, the company experienced a little downfall in the sales i.e. 8,972 as compared to the sales in the 2014.
The company has also faced various downfalls related to the manufacturing defects, the company has recalled more than 3 million vehicles purchased in the US due to some manufacturing defects. The Toyota has also faced some losses nearly around 180 crore in the Asian markets like that of India. The company has faced consecutive losses in FY 2014 and again in 2015.
Current and anticipated organizational resources
The Toyota Company deals with the manufacturing of the vehicles. Currently, in terms of its manufacturing units located in different locations, the company has more than 344,109 employees. In terms of company’s total assets, it is valuated worth ¥47.729 trillion as of financial year 2015. Apart from it, the company has more than 545 subsidiaries Toyota Kirloskar India, Toyota Motor Europe etc. The Toyota has various owners, stakeholders and controlling companies’ like- Japan Street Bank and Trust company, Nippon Life Insurance Company etc. 
The company has good revenue and resources that can help it in meeting the anticipated demands in the future. In many of the countries, the Toyota is operating with the revenue and net profits. In terms of human resource, the Toyota is anticipated to hire new workers and employees to focus on after-sales services model, Internal and External Analysis for marketing Plan (ICMR, 2011).
Current and anticipated cultural and structural issues
The Toyota has faced various structural issues in the past ranging from the recalling of vehicles and the issue related to PRs, the company has faced various cultural problems too. The management style of Toyota has also faced various problems related to which the company has faced various structural based problems in terms of decision making. The company has adopted its own way called “Toyota Way” but still it has some issues and problems that is hindering the growth in some of the aspects. Other anticipated issues may arise related to the company’s structure rather than the cultural aspects. 
In terms of current marketing strategy, the company’s structure is somewhat supportive in terms of decision making, management and manufacturing. The structure provides a supportive environment to takes decision which may help in the growth of the organisation. 
Customer Environment
In terms of analysing the customers, the Toyota offers the products and vehicles that fits into the needs and requirements of the consumers. The Toyota offers wide range of segments like- hatchback, SUV etc. The major set of customers is more attracted towards the sedan and compact vehicles of the Toyota. In some of the developed countries, the people demand luxury vehicles like- Camry etc. It works according to the demand set of geography and demography. The economic factors also affect the consumer’s choice. The customers more likely to purchase the Toyota vehicles from its franchise based stores and dealership which is available in most of the countries and continents worldwide. 
The vehicles manufactured by Toyota easily fit between the different set of consumers. In case if consumer wants to buy a car that can accommodate his family, he may choose a vehicle according to his choice basis. The Toyota offers the vehicles based upon the choice basis and requirements of the consumer like- compact vehicles, SUV etc. 
The company is already addressing the problem of environment friendly vehicles. All the vehicles of Toyota are manufactured with environment efficient techniques. This is the prime reason why the consumer chooses Toyota as a potential brand of buying the product. In terms of knowing about the scenarios when the consumer buys the products, many consumers prefer on buying the products during on-going offers like exchange benefits, loan benefits etc.  In terms of addressing the scenario, there may be a potential set of segment which may not buy the Toyota’s vehicle. In regard to this there may be a reason of limit choice of vehicles. Many other brands provide the diversified choice in the segments, but Toyota has limited set of vehicles in each of its segment.
External Environment
Competition
The Toyota is also facing a tough competition from its various competitors like- Ford, Volkswagen, Honda, and General Motors etc. In terms of these competitors, these major competitors fight with the Toyota in more or less same segments of compact cars, SUVs etc. The Honda is a potential competitor which is also dealing with wide range of cars including high end SUVs. In terms of Volkswagen, it mainly deals with the hatchback and sedan. The General Motors can be considered as competitors although it doesn’t have an influential position in various markets. In market share, the Honda and Volkswagen has overtook Toyota. 
Economic Growth and Stability
The Toyota is having presence in many different locations worldwide. The economy of the particular country or continent often influences the economic growth and stability of Toyota. For example-In many parts of Asia, the Toyota’s business has been slightly dropped down due to the economic influences and pricing strategy of the products. In US too, the Toyota has suffered an economic downturn.  
Political Trends
The political stability is proving as a boon for the Toyota as a business. As Toyota is present in various flourishing and growing economies, there are very less cases when the Toyota has suffered a political downturn. The Toyota has been benefitted from various political and trade agreements within the countries which helped the Toyota to expand the business in political terms. The free trade agreements between various countries also influence the expansion of the company and hence it is a major political influence.
Legal and Regulatory Issues
There are various legal and regulatory that can pose problems to the company such as the regulatory laws and legal issues related to patents and intellectual property. As such there are very less chances of any legal issues related to these scenarios. The regulation doesn’t affect the business in much larger way as it works according to country level compliances and laws.
Technological Advancements
The company is constantly working towards improving the technology as it is inventing the methods that can contribute towards preserving the environment. Another influential technology it is working on is bio fuel, which will totally depend on eliminating the pollution. The company has strong research and development which could make the advancements possible. 
Socio Cultural Trends
The people and potential client’s socio culture trends may change; the company may have different branding and reach out strategies according to the cultural trends. The company has focused on fitting up on those trends by correct reach out and branding strategy to comply with the cultural trends. It reflects on the regional divisions of the company’s organisation and outreach. The rising trend of cars and sedan has influenced Toyota to manufacture vehicles according to the socio cultural demands.
SWOT Analysis
Strengths
The Toyota is considered to be as the brand which has reflected the strong sense of company’s image on its vehicle. The company also has R&D and innovation techniques that tempt the consumers to buy its cars rather than seeking for any other competitors. Apart from this, the company also offers varieties of segments in its products/vehicles. The brand awareness also makes the product popular among the potential target, “Contradictions that drive Toyota’s success”.
Weaknesses
The company has to seek towards the immense competition from other market players’ like- Ford, Honda etc. The company also has a low presence in the markets where the potential competitors have already created the influence. Apart from it, the manufacturing defects are also posing problems for the brand.
Opportunities 
The company can seek potential towards the energy efficiency techniques and environmental friendly technique in its products. The company also has a potential to grow in the emerging markets. Apart from it, the company can focus on mid-level earning consumer segment through hatchback cars. 
Threats
The major threats include the variety of products available in the competitive market. Other than this the innovative technology is also being offered by various major competitors of the brand that can pose threat to Toyota’s sale.  The consumer demands and compliance with the taste is also a threat to the brand (PESTLE, 2014).
SWOT Matrix
 (
Threats
Competitors and choices available to consumers.
Low cost innovative technology available in market.
Change of consumer taste.
) (
Opportunities
Potential in Efficient technology and energy friendly ways.
Growth in new & emerging potential markets.
Mid-level consumer segment.
) (
Weaknesses
Growing Competition in Market.
Low presence in the potential and emerging markets/countries.
Manufacturing Problems/Defects.
) (
Strengths
Strong sense of Consumers.
Brand Image
& Awareness
.
Strong R&D and Technology.
Varieties of segments.
)
Toyota Competitive Advantages
1. Environment Friendly ways: The Toyota has been following environment friendly ways in production of its vehicles. It imparts the technology in its cars which feature energy efficient and environment friendly components. It works towards making a vehicle environment friendly with lesser pollution emission, Analysis of Toyota (Nkomo,2012).
2. Robust Research & Development: The Company’s Research & Development team focuses on inventing new ways to develop products which gives them advantage over other competitors in terms of technological innovations. The technology like Bio Fuel, electric vehicle can provide advantageous innovation to the company.
3. Low cost differentiation strategies: The Toyota follows low cost differentiation strategies to manufacture and market their products. The products of Toyota could suit every type of consumer. This is another aspect which makes Toyota different from its competitors. 
Strategic Focus
1. Targeting Emerging Markets: The Toyota should focus on the emerging markets like Asia and other upcoming potential markets to market their product. The Toyota needs to manufacture the products keeping in mind the needs of its potential consumers in these emerging markets.
2. Research & Development: The diversification of products with the research and development in innovation could invent the best possible products for the potential customers. The innovation should be the strategy to market and deliver new set of technology in the products. 
3. Environment Friendly Techniques: The Company should focus towards the environment friendly innovation techniques so as to promote the product with the advantage of environment savvy to its consumers. It should use environment friendly techniques in both the products and manufacturing. 
Marketing Goal A: To increase Toyota’s Market Share
One of Toyota’s marketing goals is to increase the company’s market share. Toyota seeks to retain previous buyers by ensuring that the customers buy from the company, on a regular basis. Therefore, this means that the company will  focus on attracting customers and keeping them. In other words, by increasing the market share, Toyota will create followers, believers, and fans. This will eventually lead to customers becoming “addicted” to the company’s products.
Objective A1: To increase product distribution by 5%
This will be achieved by increasing the product distribution channels, by using dealerships and retail as means of distribution. This will help earn more buyers, hence increasing the revenues. This will be achieved by hiring sales reps that will help widen the reach of the products. As a result, the company will easily cut down on costs associated with opening new offices in targeted locations. 
Another way through which Toyota will increase product distribution is by developing the international markets. Generally, international markets help companies attain higher profit margins, besides having a big growth (Thomas, 2001). Therefore, Toyota will widen the international markets, by using distributors in foreign countries. This will help overcome cultural barriers, which is one of the challenges faced by companies operating in international markets.
Objective A2: To increase new customers by 5% in three years
 	Toyota will achieve this objective, by considering various strategies. For instance, the company will vigorously promote its product offerings. For instance, improving on branding using a digital advertising strategy will help capture the interest of potential consumers. 
Digital platforms are more economical and more measurable, since they provide investment returns, as opposed to traditional strategies (Thomas, 2001). Therefore, by using well trained and organized teams that understand the parameters of an online campaign, Toyota will attract new customers, hence achieving this objective effectively.
Marketing Goal B: To increase brand awareness
Toyota has a widely known brand that is considered to be one of the most dominant. However, it is important that the company increases brand awareness, especially in international markets where there is low penetration of products. This will help ensure that the products are visible to a large number of potential customers. 
Objective B1: Increase media exposure by 3% within a period of 6 months
One of the most effective ways of increasing media exposure is by sponsoring public events, especially in targeted areas or in secondary markets. In international markets, Toyota will host charity or public events such as golf tournaments. This will provide the company with an opportunity to display the name and the logo of the company, hence attracting the attention of consumers. 
Objective B2: Increase positive attitude of consumers by 4% within a period of 2 years
This objective seeks to improve customer perception towards the brand. Toyota will ensure that this is achieved is by maximizing customer satisfaction. This will increase brand awareness, through word-of-mouth marketing, an aspect that will help maintain a positive attitude. To attain high customer satisfaction the company will offer great customer service.
[bookmark: _GoBack]Marketing Strategy
Toyota’s products are designed to garner the attention of both primary and secondary target markets. The criteria used to create designs will range from capacity, exterior appearance which includes shape and color, as well as top speed. For instance, the company will target younger and adventurous people using small, high-speed, two-seat cars, while big-five seat models are used to target family-oriented consumers.
Generally, Toyota’s segmentation strategy will be consistent with its philosophy which states, “Right car in the right place”. Therefore, the company’s vehicles will be designed according to the specific target segment. Below is a description of Toyota’s primary market
Primary Target Markets
Identifying Characteristics
Toyota will target both men and women, aged 18 and above. The target market should consist of people from diverse ethnic and educational background. In addition, the target market will cover both married and single individuals. People in the target market will from middle, upper-middle, and high income levels. They will also be from different professional backgrounds. Geographically, the target market will consist of different emerging international markets: Asia, Russia, Brazil, Africa, and India.
	Toyota will also target individuals with different personality and lifestyle characteristics. For instance, there could be younger individuals who prefer modern models of vehicles, while others prefer vintage models. On the other hand, there could be older individual who prefer either of the two models. Therefore, Toyota will strive to satisfy individual differences through different brands.
	Buying needs and requirements
	Toyota will target individuals with different buying needs. For instance, it will target individuals who need to buy classy, sophisticated vehicles by  providing luxury vehicles. It will also target people who need safe and prestigious family cars. In addition, Toyota will target individuals who need highly functional vehicles that can be used for recreational purposes, as well as those who need vehicles for professional and commercial purpose.
	Toyota will also target people who require environmental friendly cars that will help them save on fuel. For instance, it will offer hybrid vehicles that will cover an average of 45 miles using gas that is equivalent to one gallon can. It will also target people who require low-cost and high-cost vehicles.
	Basic Habits and Preferences
	Toyota’s target market will include people who have a habit of buying quality products because they are guaranteed of safety. The company also targets people who prefer buying cars that bear high prices, since they believe that the product is equivalent to good value for money. There are also people who prefer buying vehicles from prominent dealers. Toyota will also target this group.

While Toyota segments all the countries worldwide, hence identifying them as its target market, the company indicates that US tops its priorities, since it is the biggest market. The company considers US the main target market, since the country consumes approximately 30% of its products. Toyota’s product sold in the US range from US $10,000 to $30000 and above.
In the US, Toyota targets lower and middle income earners through the economy class cars, while luxury cars such as Lexus are used to target the higher income earners. There is a different class of products that target consumers based on their level of consciousness. For example, the Prius is a car that targets consumers who are environmentally conscious and those that value family, safety and quality, among others. Therefore, such Prius hugely targets consumers who mainly want to save on gas consumption (Barcelona, 2014).
The Toyota Company also targets US citizens who are in need of a vehicle that is highly functional and at the same time is suitable for recreation. An example of such a car is the Tundra. The Lexus, on the other hand, targets individuals who are “classy” and more sophisticated.  In other words, the Lexus is considered a car for people who are conscious about style, comfort, status, and luxury. 
The Lexus is also a suitable car for consumers who are more concerned about security, safety, prestige and family, and they need these aspects presented in a stylish manner. Lastly, Toyota manufactures trucks for people who need them for professional purposes or those who need them, simply because they are truck lovers.
According to Funaru (n.d.), by 2007, Toyota had managed to grasp the title of a world leader in terms of car sales. The US significantly contributed to Toyota’s first position, mainly because the country shows great interest in Toyaota’s fuel-efficient and environmentally friendly vehicles. Besides, in 2008, Toyota sold more vehicles than General Motors (GM), which has been America’s auto industry leader for more than 76 years.
Product Strategy
Toyota will use various strategies to successfully capture the attention of target markets.  Generally, the product strategy of Toyota will focus on providing high quality products, based on emerging innovative technology and research. Creativity will also be part of Toyota’s product strategy, and so is hard work. “KAIZEN” is one of Toyota’s most implemented product strategies (Funaru, n.d.). The strategy will guide Toyota during the implementation of the product strategy
As an integrated product strategy, KAIZEN is used to manage and improve Toyota’s business activities, hence aiding in monitoring the parameters of productivity and competitiveness by involving all staff members (Funaru, n.d.). This strategy will help derive product quality In other words, Toyota’s product strategy will represent continuous improvement, a concept that is used to attain a high level of product quality.
The Toyota Corporation has a wide range of products, however, Toyota automobiles is the most popular brand. Toyota will launch these products in the emerging international markets. For instance, the company will launch Lexus automobiles, which is a luxury product that will be manufactured by the company. Under the Toyota automobiles is the Welcab series, a product that will target people with disabilities as well as the elderly. Other products manufactured by the company will include engines, yachts, marine products, spare parts and automobile accessories 
Brand Name, Packaging, and Logo design
The Toyota corporation will use a Toyota Mark logo ([image: New Toyota mark and logo]) as a corporate emblem, hence, the mark will help identify Toyota’s brands. The logo, which is attached to all Toyota-Brand cars, consists of three ellipses that relay certain information. For instance, the vertical and horizontal ellipses signify car manufacturer’s ideal and customers’ expectations respectively. The manner in which they are interlocked represents the letter T (Toyota). The outer ellipse on the other hand, represents the global focus on Toyota’s infinite potential for growth as well as its advanced technology (TOYOTA Global Website, n.d.).
Toyota will brand all its products using the TOYOTA logo, apart from the Lexus brand which will use the Lexus ([image: The Lexus brand mark]) brand name and logo. The company will use this as a differentiation strategy that will help position the brand as a high quality product for high-end users.
Toyota will consider safety as a priority, when designing and assembling products. Therefore, the company will consider extreme safety measures when designing cars, thus, crash tests and computer simulations will be used to ascertain safety. The company will also install suspension and traction control, brakes, and advanced steering systems in order to help maintain control. 
To provide the occupant with maximum protection, body and chassis will be carefully assembled. In addition, Toyota-brand automobiles will have Supplementary Restraint Systems (SRS) airbags, which will act as a protection system during accidents. Generally, Toyota will implement extreme safety measures when designing and assembling cars. 

Differentiation/Positioning Strategy
For differentiation or positioning purposes, Toyota will emphasize on quality and superior design. This will help the company to create a strong brand quality that will convince the consumer that Toyota’s products are valuable and long lasting. This will give the company a competitive advantage, thus helping it to overcome past recalls and challenges.
Major Advantages and Benefits
The Toyota company will ensure that its brands are associated with various advantages and benefits. One of the benefits is that Toyota products will be highly affordable. Autos.com, (2013), indicates that Toyota is one of the dominant brands that retain resale value. Therefore, the company will ensure that it maintains the same status in the new markets. The Toyota Company will produce one of the most prominent eco-friendly cars on the market. This is will be achieved through hybrid vehicles. This implies that not only will Toyota produce vehicles that are environmentally friendly, but also safe and consumer-friendly.
Pricing Strategy
The pricing strategy that the Toyota company applies should fit the financial preferences of their target  emerging markets such as the Asian countries and other potential international markets. The pricing objectives  of the company will be:
· To increase the profit margin by 50% in the next one 12 months
· To increase sales volumes by 20% in the next two years
Toyota will apply various pricing methods, in order to achieve the above pricing objectives. According to Shefer (2007), marketing managers use various pricing methods to achieve their pricing objectives. Besides using the price methods, they may also design innovative pricing methods that fit the needs of both the organization and customers. Some of the most widely used pricing methods include, value-based pricing, cost-based pricing, and market-oriented pricing (Shefer, 2007). 
The Toyota Company will use two pricing methods: market-oriented pricing and value-based pricing. The market-oriented pricing main focus will be on the market conditions and competitor’s prices. The company will use this pricing method to determine the prices of a wide range of products such as trucks and sedan brands.  On the other hand, Toyota will use the value-based pricing to  determine the prices of high-end, luxurious brands such as the Lexus cars, Prius, and Scion. This pricing will capture the attention of customers who are more conscious about luxury  and value for money.
The company will also use a pricing strategy that includes low prices for low-end brands such as  Toyota Corolla and high prices for high-end, luxurious brands such as Lexus, Prius and SUVs. The prices will be consistent with the positioning strategy of the company, which is quality and design. Therefore, the company will consider the quality and design of a car when setting prices.
In addition, when penetrating into the emerging markets, Toyota will use a price skimming strategy, especially for various products. For instance, the company will use this strategy when setting the prices for luxury brand such as Lexus, Prius and SUVs. The company can, for instance, decide that when penetrating into new markets, the price of luxury vehicles should not be less than $30,000. This will help maintain the value of the products. 
Distribution Strategy
A distribution strategy is an outline that provides an outline of the distribution channels used by a company to avail products or services to the end-user. There exists a variety of distribution channels such as, wholesalers, retailers, e-commerce websites, dealers,  catalogue sales, dealers, and home shopping  networks.  A company, especially a small one, should perform a detailed market analysis so as to determine which distribution channel is appropriate for the customer (Flonterera, n.d).
The Toyota company will supply its products through indirect distribution channels. It should consider using two major distribution channels: Merchant wholesalers, also known as dealers, and retailers. Dealership is appropriate since it offers a wide range of services for the customers. Therefore, This method best suits Toyota, since most sales will occur at this level, hence, customers will easily access the products. 
Retailers can as well help Toyota market its products. The company will supply products such as car accessories and spare parts through retail stores. In each retail store, Toyota will ensure that products, prices, and level of services are consistent in all the retail stores that sell the company’s products. In addition, the retail stores will be convenient to all customers. For instance, they can be situated in major towns and cities in order to enhance accessibility.
Toyota will ensure that both distribution channels strive to maintain consistent branding. This helps the outlets to set a strong and well-built identity, hence attracting more customers. In other words, consistent branding is a way of ensuring that Toyota’s positioning strategy is reflected in its distribution channels.
 Consistent branding will therefore give the distribution channels competitive advantages, since customers will perceive the outlets as providing high quality products. Toyota will also ensure that the services provided in their outlets are of high standards so that customers can enjoy high levels of satisfaction. Basically, Toyota will make sure that it’s distribution channels help customers to recognize the company’s brand values.
Toyota will improve and develop its distribution channels by offering financial support. The company will offer adequate funding to its partners in order to ensure a smooth implementation of marketing programs. To ensure that the company distributes its funds evenly, it will provide a uniform support and marketing program to all the outlets.
Integrated  Marketing  Communication (promotion) Strategy
An Integrated marketing communication (IMC) strategy is the method used by a company  to integrate and coordinate different marketing tools, sources, and avenues into one solid program. The IMC strategy will focus on maximizing the impact on end-users such as consumers  at  low costs. IMC has an impact on a company’s marketing channel and internal communications. The objectives of Toyota’s IMC strategy  are:
· To reach 20% of the target market in the next one year
· To increase the attention of target market by 50% in the next one year.
Advertising
The company will use various consumer promotion strategies, in order to achieve the above objectives. By implementing various concepts in the promotion mix, Toyota will reach its target market. Toyota will develop a strong advertising strategy can highly attract the attention of the target market. The company will use various digital advertising methods through online platforms such as social media sites, websites. Toyota will also create an app that helps to display its products. This method is cost-effective, since it requires less financial resources. It will  help reach a large number of customers, since information is easily accessible.
Public relations
Toyota will also use public relations to develop a positive brand image and maintain the relationship between the company and its customers. One way of spreading information through public relations is by use of media platforms such as newspapers and magazines. The press release through television is also a good way advertising Toyota’s products. In addition, Toyota is looking to engage in community initiatives such as forming an environmental program that will involve the larger public. This communication method will play a key role in relaying information to the buyers through revolutionary technological media.
Personal Selling 
Personal selling is also key to Toyota’s marketing because a car is a product that requires high involvement for purchase conviction. The company will perform personal selling through local dealers who are well trained, to ensure that they are familiar with the company’s products. Personal selling is vital, since it is likely to target high-end customers, particularly those expected to buy in bulk.  Therefore, a Toyota’s representatives will be instrumental in convincing customers that Toyota products best suit their needs. Toyota should invest in employee training so as to ensure that the personal selling process is effective and flawless.
Sales Promotion
Lastly, Toyota will also focus on sales promotions, which is one of the most effective ways of capturing the attention of potential customers. For instance, the company will offer coupons and special deals on its products, mainly in new international markets. Sales promotion is a great way of attracting new customers, encouraging repeat buying, and  motivating staff. Sales promotion will, however, be a short-term marketing tactic.
Direct Marketing
 For corporate clients, Toyota will consider using a direct marketing promotion method. Therefore, this method will be used to market brands that are meant for the corporate segment. In order to increase response levels, a personalized message will be used to capture the attention of customers. For instance, the company can send one million messages to the targeted segment and ten thousand people are likely to respond. All these concepts of promotion mix will help Toyota reach a wide range of the target market since it will have used a comprehensive promotion strategy.
Marketing Implementation plan
Structural Issues
Toyota will implement its marketing strategy using the organizational culture approach. This means that the company’s mission and vision statements as well as the organizational culture will be used. Top, middle, and low-level managers, as well as other employees will participate in decision making, a process that will enable the company to achieve its goals and objectives. 
This approach will motivate employees to implement the marketing strategy, since they will be allowed to design their own work schedules, as long as they are of importance to the marketing strategy. The underlying aim of this approach is to motivate employees and to increase job performance, thus leading to effective implementation of Toyota’s marketing strategy.
Toyota will make changes in its organizational structure so as to ensure that implementation is successful. The company will employ some more employees, to ensure that the manpower resource is enough. This will ensure that the present employee are not overloaded. In addition, it will help to ensure that all tasks are covered appropriately.
Toyota will  also explore various internal marketing activities. For instance, the company will invest heavily, to ensure that employee attitudes, abilities, and concerns are catered for. In addition,  the top level management will review internal distribution; to ensure that employee recruitment  and training is  integrated into the implementation plan. These human resource activities will ensure that the abilities, experience and knowledge of employees is consistent with the marketing tasks allocated to them.



Tactical Marketing Activities
	Specific Tactical Activities
	Person/Department
Responsible
	Required
Budget
	Completion
Date

	Product Activities
1. Concept testing of various Toyota products
2. Test marketing by setting up experimental show rooms for Toyota brands
3. Familiarizing with quality control procedures in the new markets
	
Marketing
Research department
Quality Control Group 

	

$ 30 million
	
February, 2017



	Pricing Activities
1. Offering complementary trial products such as oils for free.
2. Provide free consultation services for car maintenance
	
Marketing
Consultant department
	
$ 20 million
	
March, 2017

	Distribution/Supply Chain Activities
1. Obtaining contracts with new dealers and  retailers
2. Source for dealers and retailers who are convenient to customers
3. Work with dealers to improve customer service through advanced customer care technologies
	
Supply and chain management department
	
$ 50 million
	
April, 2017

	IMC (Promotion) Activities
1. Set up sales promotion through trial complementary products
2.Design a website 
3. Give a press conference about protection of the environment
4.  Sponsor major community initiatives and corporate events 
	

Marketing Department
	

$100 Million

	

May, 2017



Evaluation and Controls
Formal Controls
	Input controls
	The Toyota Corporation will invest in both human and financial resources so as to ensure that the implementation process is flawless. The human resource department will contribute to the recruitment and training of employees. This will ensure that task allocation is handled effectively. In addition, Toyota will allocate more financial resources, which will be instrumental during the launching of products. Additional capital will also cater for equipment, facilities, and research expenses, hence facilitate to develop and market the products in emerging markets. Therefore,  the company will overcome its competitors easily. 
	Process controls
	During the implementation process, Toyota will ensure that it motivates employees so that they can be fully committed to the marketing objectives. Firstly, the company’s top management will be fully committed to the execution of marketing strategy. This will motivate other employees to be committed to the marketing strategy. In addition, Toyota will support employees’ efforts by  compensating them. Part of the compensation program  will be rewarding the most outstanding employees with a Toyota vehicle. 
	Output Controls
	Performance standards will be constantly evaluated because as a company, Toyota is fully committed to offering high standard customer service. Therefore, customer care representatives will be required to offer services that are consistent with the standards of the company. For instance, the number of customer complaints will be used to measure the company’s performance standards, with regard to customer service. On the other hand, the level of market share will be used to measure the performance standard based on customer retention and acquisition.
Informal Controls
Informal marketing controls are unspecified mechanisms that indirectly affect employee behavior. These mechanisms could affect individuals or groups. Personal objectives as well as group norms and expectations help engage in informal controls (Ferrell & Hartline, 2010). The Toyota company will focus on three forms of informal control: employee-self control, social control, and cultural control (Ricoy, 2012).
Employee self-control
Employees have a self-control mechanism than enables them to take charge of their own behaviors. As a result, they are likely to involve this mechanism in the implementation of the marketing strategy. Employees tend to set personal objectives, through which they monitor the results of an activity. Toyota will focus on employee satisfaction and commitment so as to ensure that employee self-control has a positive influence on the marketing strategy. Therefore, there will be a high probability that employees will set personal objectives that are uniform with the marketing objectives as well as the company’s objectives.
Social Control
Toyota will emphasize on team work in order to foster meaningful social interaction that will help implement the marketing strategy successfully. The company will create positive peer pressure by developing teams or groups, whose main purpose will be to achieve the objectives of the company through the marketing strategy. Teambuilding training programs will be used to ensure that employees are fully involved in their respective teams.
Cultural control
Organizational culture can have a positive or negative impact on a marketing strategy. Therefore, The Toyota management team will communicate the  beliefs and shared values of the company with all employees. Toyota will emphasize on continuous learning through improvement, which  is one of the components of the company’s organizational culture. The company has a simple organizational culture, hence, employees will easily integrate all cultural components in the implementation process.
Implementation Schedule and Timeline
	Month
	March
	April
	May

	Activities                                          Week
	1
	2
	3
	4
	1
	2
	3
	4
	1
	2
	3
	4

	Product Activities
	
	
	
	
	
	
	
	
	
	
	
	

	Installation of safety systems: Suspension controls, Brakes, advanced steering systems, airbags
	x
	
	
	
	
	
	
	
	
	
	
	

	Body and chassis assembling, design finalization
	x
	x
	
	
	
	
	
	
	
	
	
	

	Safety tests and other related tests such as durability and smoothness
	x
	x
	
	
	x
	x
	
	
	x
	x
	
	

	Product Launch
	
	
	
	x
	
	
	
	
	
	
	
	

	Pricing Activities
	
	
	
	
	
	
	
	
	
	
	
	

	15% off sale at wholesale
	
	
	
	
	x
	x
	x
	x
	x
	x
	x
	x

	10% off sale at retail
	
	
	
	
	x
	x
	x
	x
	x
	x
	x
	x

	20% discount on trade
	
	
	
	
	x
	x
	x
	x
	x
	x
	x
	x

	Distribution Activities
	
	
	
	
	
	
	
	
	
	
	
	

	Finalizing on partnership contracts with new dealers and  retailers
	x
	x
	x
	
	
	
	
	
	
	
	
	

	Shipping products to dealers
	
	
	
	x
	x
	
	
	x
	x
	
	
	x

	Shipping products to retailers
	
	
	
	x
	x
	
	
	x
	x
	
	
	x

	IMC Activities
	
	
	
	
	
	
	
	
	
	
	
	

	Launch sales promotion by giving free auto repair service
	
	
	
	
	x
	x
	x
	x
	
	
	
	

	Offer coupons for spare parts and accessories
	
	
	
	
	
	
	
	
	x
	x
	
	

	Place ads in magazines and newspaper 
	
	
	
	
	
	
	
	
	x
	x
	x
	x

	Launch new website
	
	
	
	
	x
	
	
	
	
	
	
	

	Give a press conference about protection of the environment
	
	
	
	
	
	
	
	x
	
	
	
	

	Launch the Toyota Green Program
	
	
	
	
	
	
	
	
	
	
	
	x



Marketing Audit 
Toyota will conduct a marketing audit that will help establish if there exists problems in the marketing objectives and the company’s goals and objectives. Marketing activities will be monitored using a research approach, whereby questionnaires and surveys will be dispersed to customers, managers, employees, and suppliers. 
The marketing audit will focus on the marketing strategy, whereby it will assess all the components of the marketing mix: product strategy, pricing strategy, distribution strategy, and promotion strategy. External consultants and auditors will perform the evaluation exercise in order to increase levels of objectivity. If the audit establishes that some areas require corrective measure, Toyota will consider re-allocating tasks to employees or re-shuffling employee positions. Also, if the marketing plan does not meet the marketing objectives, the company will adjust the pricing and promotion strategies.
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