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Executive Summary

® Globally, 14 car companies control the 54 largest brands. In 2020, the Toyota brand had the largest global market share at 8.5% of
the total market (Carlier, 2021).

e Our Analysis focused on recommendations for the U.S. market as well as international expansion by focusing on the following
questions:

o Who is the most profitable Customer to serve?
o What vehicle category is the most profitable?

o Which international city would be most promising for international expansion?

e The analysis showed that the most profitable customer segments were those that live in large cities, and the most profitable vehicle
type are the sedans. Toyota is within the top 3 leaders in its industry in most countries, however, India is not one of its top markets,
it lags major competitors and held only 3.4% of the market in 2021 (Statista, 2021). We believe that Toyota has the ability to grow
its market share in India. Specifically, we plan to target the largest city in India, Mumbai. PESTEL analysis shows that while they may
face some challenges from political and legal conditions, the economic, technological and environmental market conditions look

promising. We believe that with targeted marketing and promotion strategies they can grow their market share. Such strategies
include:

O Boost Electric Sedan Production in Mumbai
O Invest in more TV ad campaigns in the Mumbai market.
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, _ Product
4P S AnaIyS|S: PrOdUCt Quantity Sold by Vehicle Category

Pick Up Trucks Sedan SuUv

Company

Insights 3,087 Ford

3000 =‘T3(’)‘”yota
Of it’s 3 product lines, SUV’s make up more than 50%
of Toyota sales. Followed by Sedans at 36% of total
sales. They sell almost 4 times as many SUVs as 2500 2,403 5359

pickup trucks.

Although SUVs are the most popular, Toyota still lags 2000
Ford and GM in this category. However, they have g §igEs
almost triple the amount of sales of in Sedans as Ford 2
and GM. Toyota also lags behind Ford and GM in pick 100
up truck sales. 1130 1119
Implication: Toyota’s strongest vehicle category are 1000
Sedans where it has the strongest lead against sia
. . 601 577

competitors. Toyota should focus on the continued -
growth of the sedan category.

0

Ford GM Toyota Ford GM Toyota Ford GM Toyota
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4P’s Analysis: Price

Price
Pick Up Trucks Categor);é‘f:ompany Sedan
. 100K
Insights ey
Toyota’s pickup trucks, on average, has a higher s — —iog
final sales price but sells low quantity and profits b 70c M Toyota
55% less compared to Ford or GM. q = NS s
9ok 48,152 146,867
2 . 43,710
. . gﬁ 40K
SUV sales are roughly equal in price across the L
competition while the total Ford sales being the =
highest. 10K
0K
. 140M 139,007,039
However, in the case of Sedans, Toyota sells a
higher quantity by 62% in final sales profit over o 105,138,050 e
the competition at a slightly lower average price g 100N
of the vehicles. % aou
- 64,126,025 62,656,203
T 60M 55,468,259
Implication: Toyota can continue driving a wedge o
in the sedan category between themselves and - TR B
the competitors through additional focus on ;
Competitive priCing. Toyota Ford GM Toyota Ford GM Ford GM
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4P’s Analysis: Place

Place:
Total Quantity Sold in Cities by Intended Use

Insights

The top 5 Cities of Vehicles Sold Makes up e
28.6% of the total US market for Toyota. : -
1cAg0 ew York Ci

New York: 9% ' | S Quantity 228

Los Angeles: 7% : y ; / .

Philadelphia: 6% [ . Sle ' :

Seattle: 4.5% Y . States 3

Chicago: 2.1% ) : ' :

Total: 28.6% o : i

? 5 o ;
Implication: A o | i
Los Angeles : o -
. . . Quantity: 225
Future expansionary plans should keep in mind _ D eened ee
oy . . . e W Gt
larger cities provide the majority pf sales. ' o - J-r—
Toyota’s strongest sales category is sedans. This B ighway
] X Mexico
makes sense as sedans are more city friendly ,
. © 2021 Mapbox © OpenStreetMap
(Compact Space and a need for better Clty mpg Map based on Longitude (generated) and Latitude (generated). Color shows details about Intended Use. Size shows sum of Quantity. Details are shown
. for City. The data is filtered on Order Date Year and Company. The Order Date Year filter keeps 2017, 2018, 2019 and 2020. The Company filter keeps

vs. highway). Tojota
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Promotions:
Profit Margins | Cost of Advertisements
Promotion ..
Company
Ford
Magazines 11.95% 12.13% LU EPH[BN$274,000 M 6m
M Toyota
e o o
TV Ads 17.39% 13.59% $432,000 $480,000

None 14.02% 12.72%

0.0 0.1 0.2 0.3 0.4 OK 200K 400K 600K 800K 1000K 1200K 1400K 1600K

Avg. Gross Margin % Cost of Event Advertisement

Average of Gross Margin % and sum of Cost of Event Advertisement for each Promotion Type. Color shows details about Company. For pane Average of

Gross Margin %: The marks are labeled by average of Gross Margin %. For pane Sum of Cost of Event Advertisement: The marks are labeled by sum of
Cost of Event Advertisement. The data is filtered on Order Date Year, which keeps 2017, 2018, 2019 and 2020.
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4P’s Analysis: Promotion

Insights

Toyota’s costs are ~consistent across each method of
promotion advertising, and is often cheaper than the
competitors.

Toyota’s expenditure is the same as Magazines but are
providing ~5% more in gross margins.

Gross Margins are significantly higher than the competitors,
even through comparisons of other promotional channels
Toyota is seeing greater returns when applying TV advertising
than when using no promotional option.

Implication:

Use successful practices in their TV ad campaigns in other
avenues of advertising and invest more capital for greater
exposure in the TV ad channel.



Top Insights

We concluded that Toyota’s
Sedans provide its customers
with Functional and Economic
value.

Marketing managers at Toyota
can enhance customer value
perception by promoting their
lower costs of Sedan’s using the
price category through
promotional channels such as TV
and Social media advertising.
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Promotions: Product:
Profit Margins | Cost of Ads Quantity by Vehicle Type
Promotion ..

SuUv Pick Up
uantity: 3.09K Trucks
Magazines 12% ./ $4s2K g Y
$480K

Suv Sedan

TV Ads [REREA 14% $480K Quantity:

Quantity:
2.36K 1.65K
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None ELZ 13%

Price:
Sales Price by Vehicle Type

Pick Up Trucks Sedan
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External Marketing T&@A
Assessment

PESTEL Analysis: Mumbai, India




PESTEL Analysis: Political

o - India’s Credit Ratings:
Political Risk rating: BBB (EIU Digital)

Agency Rating Outlook  Date

e Large parliamentary majority control and current Moody's Baa3  stable  Oct 052021
weakness of opposing sides makes it unlikely that any DBRS  BBB(ow) stsble  May 192021
coup or unseating of the government will take place. Bk BBB-  negative Jun 182020
(EIU Digital) Moody's Baa3 negative  Jun 01 2020

e Not a member state to the International Centre for the DBRS  BBB negative May 21 2020
Settlement of Investment Disputes (ICSID). Moody's Baa2  negative Nov 07 2019

® Farmer’s Protests (2021) Moody's Baa2  stable  Nov 162017

o  Can cause supply chain obstacles and closures of DBRS  BBB stable  Nov 052015
businesses at times Moody's Baad  positive Apr09 2015

DBRS BBB (low) positive  Nov 05 2014

S&P BBB- stable Sep 26 2014

DBRS BBB(low) stable Sep 30 2013

Fitch BBB- stable Jun 12 2013

India Rating.” Trading Economics , Nov. 2021, https://tradingeconomics.com/india/rating.
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https://icsid.worldbank.org/
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PESTEL Analysis: Economic !

Mumbai is the industrial and financial hub of India, accounting for
6.16% of India’s entire economy with a GDP of $400 billion. It is
estimated that by 2030 India will be the third largest economy in the
world (Desjardins, 2019).

Mumbai is also India’s most expensive city to live in according to

Mercer’s 2021 Cost of Living. According to Housing.com, the average 0
salary in various industries in Mumbai ranges on average of Rs 4.4 lakhs NZA\
- Rs 8.5 lakhs ($5863-11325 USD). N | u .
India’s automotive industry is the 5th largest in the world using 2020 K - ww
statistics from OICA. According to India’s Brand Equity Foundation @' ' g
(IBEF), The Indian automotive industry is expected to be worth $300 SECTOR e
Billion USD by 2026; by 2030, the Centre for Energy Finance (CEF) has commeen
estimated the investment opportunity for Eco-Friendly EV to reach &
$206 Billion USD. il &
S0 - -m 2 2R LY

& TOYOTA



PESTEL Analysis:

Social |
§

Television Consumption:

Mumbai has an average of 3 hours 44
minutes TV viewership every day
(Laghate, 2018). This is slightly more
than the average U.S. household, at 3.1
hours. End of 2020, total TV-viewing
homes increased 6.9% totaling 210
million(Press, 2021). Average
Household size was 4.4 people in 2020
(ESRI, 2021).
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A growing middle class: India is experiencing a significant growth in their
middle class, it is estimated that the middle class will grow 25% by 2030
(Consultancy.in, 2019). A growing middle class indicates consumers with
more disposable income and purchasing power.

By 2030, India will have 140 million more middle-income and 20 million more high-
income households

2005 2018 2030

India’s income pyramid will transform into an income diamond
ngh

/ 1M (1%) 8M (3%)
/ Lower mid \
! 51M (23%) \

High™ .
Lower mid Lower mid ‘
97M (33%) 132M (34%)

29M (7%)
Low Low

127M (43%) 57M (15%) B '

Low
151M (69%)



PESTEL Analysis:
Technological

Technology and Sustainability trends in the
automotive industry has created a push
towards the use of electrical vehicles (EV).

The Indian government is developing
infrastructure, (ie, charging points) to support
EV technology in both consumer vehicles and
for their public transportation systems (A.
Gupta, 2021).

In 2017, EVteQ launched their first EV charging
station in Mumbai (EvteQ, 2020).
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PESTEL Analysis: ;
Environmental

According to a Greenpeace study, Mumbai ranks 5th in
annual deaths due to pollution in 2020 (Borwankar,
2021). India’s other large cities also topped the list.

The main drivers of the new government initiatives
are to reduce pollution and allow the country to
reduce their reliance on crude oil imports (A. Gupta,
2021).

Big Boost to Electric Cars
Scheme for FAME India Phase Il Approved

Encourage Faster adoption of Electric and hybrid
vehicle by offering upfront Incentive on purchase

of Electric vehicles

CABINET DECISIONS

28 FEB 2019

@ To support 10 Lakhs e2-Wheelers, 5 Lakhs
e3-Wheelers, 55000 4-Wheelers s and 7000 Buses

=) About 2700 charging stations will be
m established in a grid of 3 km x 3 km

‘ Outlay of Rs. 10,000 crores over three years

©



PESTEL Analysis: Legal = $

IPR Update in 2016: Enforcement of IP
protection 0% | wBsiv mBsvi
e Toyota lost the rights to use “Prius” in 0.0 0025
India, due to a trademark complication of
another company by the name of Prius
Auto Industries (Mohanram, 2017).
Increased Regulation: 0.01 0.005
e BNVSAP: Bharat New Vehicle Safety
Assessment Program in 2017
e Adherence to the “Bharat Stage VI”

Bharat Stage 4 vs Bharat Stage 6

0.030

0.04 0.020
0.03 0.015

PM emission
limit (g/km)

0.02 0.010

emission standards, effective in 2020. §§
o  Aligned with the more stringent é@
Euro 6/VI regulations. SE
o  Greatly reducing the allowed =
particulate matter emissions
across different vehicle classes RUCReD Gl o RE ot Wit | et simagt)-siate
(ccT, 2016), e
Gross vehicle weight < 3500 kg weight > 3500 kg
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i PESTEL Implications

Toyota already has a presence in India with its joint
venture Toyota Kirloskar, however they rank 6th in
passenger car sales in 2019, a decline from 2018. PESTEL
analysis reveals that India, as the 5th largest automotive
industry in the world and with a growing middle class with
more disposable income presents an opportunity for
Toyota to grow its market share in coming years.

Investments by the Indian government in developing
infrastructure incentivizes manufacturers to pursue EV
technologies. Toyota offers several vehicle models in India,
however, the Toyota Prius did not experience initial
success when first launched in 2010 in the Indian market
(R. Gupta, 2020). The current economic and
environmental climate along with shifts in consumer
sentiments, may lend itself for another opportunity to
enter the electric vehicle market in India.




Hypothesis 1. Who is the most profitable customer?

The ideal customer: Place: o
Total Quantity Sold in Cities by Intended Use
® LiveS in a dense Clty ,/ Seattle Chicago New York City
e Lives with multiple family members @, | Quantity: 124 il s
® Owns and watches Television regularly ; T J s ,/
e Looking for a compact vehicle like a Sedan , ST E e Gl
e Looking to spend $20-$50k on P S
transportation A 0l SRl e
Los Angeles i A City/Highway
© 2021 Mapbox © OpenStreetMap RIS . ? Highway,
The Analysis: Correlation Analysis -Ewy
° Toyota can begin ta rgeting thIS market Gross Margin by Final Sales Price in Top 5 Selling Cities Pick Up Trucks
segment with their Sedan category: -
o Individuals who are looking for
compact vehicles and more § o
attractive pricing F
10K
0K
0K 20K 40K 60K 80K 100K 120K 140K 160K 180K 200K 220K

Final Sales Price
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Category

Correlation Analysis =end

HypOtheSiS 2: What VehiCIe Gross Margin by Final Sales Price in Top 5 Selling Cities j's’it“”m‘“
category is the most profitable?

Sedans:

e Compact cars such as sedans are providing a
higher margin prior to Toyota increasing prices.

e Sedans also provide the largest volume of sales in
comparison to SUVs and Trucks

Gross Margin

The Analysis:

e This allows us to price our vehicles at a more
affordable price than our competitors while still
retaining attractive margins.

e Sedans are typically city-friendly in regards to mpg
(kpl) and compact size.

0K 20K 40K 60K 80K 100K 120K 140K 160K 180K 200K 220K
Final Sales Price
Final Sales Price vs. Gross Margin. Color shows details about Category. The data is filtered on Year of Order Date,

Company and City. The Year of Order Date filter keeps 2017, 2018, 2019 and 2020. The Company filter keeps Toyota.
The City filter keeps Los Angeles, New York City, Philadelphia, San Francisco and Seattle
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Hypothesis 3 - Which international city would be most
promising for expansion?  Pplace:

Total Quantity Sold in Cities by Intended Use

Ideal City: Mumbai , India

e Population: 20.6 million in 2021 ‘/ oo
e Population Density: 28,186 / Sg Km i 5
e Car ownership: Increased 24% from 2014 y ; . oo % New York iy
to 2016. . . o
e Vehicle density: 430 vehicles / Kilometer . 5/ T B
o 1 million vehicles on the road . : e :
The Analysis -
? (]
e Toyota has been more popular in dense ¥ 3 : : s
cities such as LA, Seattle, Chicago and NYC A L - » ; © Intended Use
than rural areas in the US. Los Angeles ' s e B copighver
e Vehicles intended for the city as well as i o : Highay
the sedan category are promising to . A
introduce in a dense city such as Mumbai. '
Mexico
Map based on Longitude (generated) and Latitude (generated). Color shows details about Intended Use. Size shows sum of Quantity. Details are shown
@ TOYOTA ;:}ry:ttl, The data is filtered on Order Date Year and Company. The Order Date Year filter keeps 2017, 2018, 2019 and 2020. The Company filter keeps



Recommendation: Boost Electric Sedan Production in Mumbai

Actionable steps: Invest into a factory near Mumbai that is specifically focused on
eco-friendly electric vehicles with a majority focus on Sedan model vehicles.

Why?

® The future investment opportunity within the electric vehicle market is speculated to
be S206 billion dollars.

® As noted inthe 4 P’s, Sedans are leading compared to their competitors showcasing
Toyota’s niche within the market
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Recommendation: Invest in more TV ad campaigns in the
Mumbai market.

Actionable Steps:

® Focus advertising investments in Television campaigns that focus on eco-friendly and electric
vehicles.
e This advertisement should center around Mumbai’s environmental pollution and how electric

vehicles are the future to help curing the city and India.
o  Bonus if the advertisement is a tearjerker.

Why?

Our research shows that TV ad campaigns have been the most successful in the United States so by
taking a Glocal approach (Global and local hybrid) we can capture a larger market share. This is done by
utilizing the approaches that were successful in the U.S. and localizing it to an Indian Market.
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Appendix

e A brief description of why you focused on the hypotheses that you did:

o We decided to focus the most profitable vehicle because it provided us with a basis on what
infrastructures, price points, and mpg (kpl) trends to use in establishing our city Mumbai.

o Our focus for Toyota’s success required locating as many similarities and correlations with the
American market to implement overseas for the greatest chance finding success in urban
markets.

e Data we wished we had:

o More detailed information on the most popular models (as opposed to just 3 categories).

o Having demographics of the buyers. It would have allowed us to see if there trends between
certain models or category of vehicles and age ranges and other demographics.

o Information about where vehicles were purchased (Dealership, 3rd Party, Online, etc).

o Data external of the US to determine which cities these companies have performed well in.

o  More than three competitors.
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