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1) The characteristics and current situation of the industry where the case company 

belongs  

 

Automotive Industry  

The worldwide automotive industry has been enjoying a period of relatively strong growth and 

profitability, and annual sales have reached prerecession levels in some regions. Yet considerable 

uncertainty about the future remains. 

The most immediate challenge is the unevenness of global markets. 

North America: U.S. markets has passed its historic levels, setting a sales record of just under 

17.5 million vehicles in 2015, up 5.7 percent from the year before. U.S. sales are likely to be 

relatively flat in the next two years and may face a moderate downturn in 2018, and there will be an 

expected flood of vehicles into the used car market. Mexican auto sales outpaced forecasts in 

2015, jumping 19 percent to more than 

1.3 million units, and are expected to 

surpass 1.5 million by 2021.  

European Union (E.U.): Sales have 

improved in the European Union since 

the financial downturn, but the E.U. auto 

industry is held hostage by local 

economies that are teetering on the edge 

of recession. In 2015, new car 

registrations in the E.U. rose 9.3 percent 

year-on-year, to 12.6 million units. But 

that is well below the record year of 2007, when more than 18 million vehicles were sold in the 

region. 

Emerging Nations: Perhaps the biggest 

downward macroeconomic force in the 

auto industry today is the 

underperformance of emerging markets, 

which not too long ago represented a 

significant opportunity for major gains in 

the global auto sector. While India’s 

sales remained roughly flat in 2015, 

China’s year-over-year growth slowed to 

7.3 percent from a 10 percent gain in 

2014 and 16 percent gain in 2013. New 

vehicle ownership restrictions in China’s 

largest cities will further curtail sales in the coming years.  

Russia had its second straight year of precipitous decline in 2015; sales were almost 50 percent 

below the 2012 peak. And Brazil’s sales fell by nearly 1.3 million units, or 30 percent, from its 

record high in 2012, a drop that was larger than the entire Mexican car market. 

Middle East and Africa: Over the next five years, the Middle East and Africa (ME&A), a laggard, 

relatively unmotorized region, will likely see strong and consistent automobile sales growth; the 

biggest improvements are expected in Iran, Egypt, South Africa, and Nigeria. Along with this 

growth, automaker factory activity in the region will increase significantly. By 2021, nearly 3 million 

cars will be built yearly in the ME&A, an output increase of about 50 percent. To gain a strong 
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sales foothold in the ME&A, automakers must also have a substantial factory and distribution 

presence. 

Japan and South Korea: In Japan and in South Korea instead the automotive market has been 

quite flat, and this trend is confirmed also for the next 

year. Therefore, the registration of new cars is over 4 

million units, since 1989, but at the same time it has 

never achieved the record year of 1990, when more than 

5 million vehicles were sold.  

The main competitors of Toyota are: 

 Volkswagen 

 Ford Motor 

 General Motor 

 Honda 

 

Global car market share of the world's largest automobile OEMs as of August 30, 2014 

based on Revenue  

In light of growing environmental awareness and an increasing desire to connect vehicles to the 

internet, automotive manufacturers are faced with a variety of new challenges. Market trends such 

as the shift to lighter materials, as well as the trend towards electric vehicles and alternative fuel 

powertrains are set to revolutionize the industry. Palo Alto-based Tesla Motors is currently at the 

vanguard of this trend, while peer Californian companies such as Google and Apple may follow 

suit. Tesla is believed to have a U.S. automobile market share of between 0.1 and 0.2 percent.  

https://www.statista.com/topics/2086/tesla/
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Leading motor vehicle manufacturers worldwide in 2014 and 2015, based on global sales (in 

million units) 

First-ranked Toyota sold around 10.15 million motor vehicles, down from 10.23 million vehicles in 

2014. When considering light passenger vehicles, Volkswagen's tally stood at 9.92 million vehicles 

in 2014, while Toyota's light passenger vehicle sales amount to 9.82 million units in that year.              

China has emerged as one of the main growth markets for players in the global automobile 

industry, with car sales amounting to 24.6 million vehicles in 2015.  

 

2) The history of the Toyota 

In 1926, Toyoda Automatic Loom Works was started by Sakichi Toyoda. Sakichi is father of 

Kiichiro who founder of Toyota. Sakichi so called “King of invention”. So, Sakichi’s life was 

influence by his son, Kiichiro. 

In 1933, for encouraged Kiichiro to get into the automobile business, Sakichi established 

automobile division within the Toyoda Loom Works. And also his son, Kiichiro worked in the 

automobile division. And in 1936, Toyota produced its first production car, the Model AA Sedan. 

 

The Toyota Motor Corporation became as an independent company by Kiichiro Toyoda in 1937. 

And they changed their name to Toyota. The name change means to signify a separation of home 

https://www.statista.com/statistics/233743/vehicle-sales-in-china/
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and home, to simplify the pronunciation and because it only took 8 brush strokes (which is 

considered lucky in Japan) to write in Japanese.  

During 1940s, Toyota focused on product more military truck for WWII. Because of there was 

severe shortages military vehicles in Japan. After WWII, Toyota returned to the needs of the 

consumer with the introduction of the small truck and the compact passenger car. . 

The 1950s were a time of remarkable change for Toyota. Eiji Toyoda, who had been given a 

leading role in the company, got a chance to visiting huge U.S. companies’ plants like Ford and 

GM to learn the secret of success. What he found was both good and bad: the good was the 

continuous flow system of the assembly line, the bad was the batch and queue system of making 

parts. Large companies like Ford and GM could afford to make a lot of one part at one time and 

have huge inventories of it sitting around to be used, Toyota didn’t have that luxury. This led Eiji to 

continue perfecting the just-in-time system with the idea of not making and delivering a part to the 

assembly line until it is called for; in other words, a “pull” system. 

 

3) The factors of growth and the strong points of the company 

Toyota Production System 

The goal of the Toyota Production System is to provide products at world class quality levels to 

meet the expectations of customers, and to be a model of corporate responsibility within industry 

and the surrounding community. 

The graphic presented below models the Toyota Production System. The purpose of this 

document is to describe the major sub-systems that comprise TPS, as well as explain the key 

concepts and tools associated with the system. 

 

The production system philosophy of Toyota embodies a manufacturing culture of continuous 

improvement based on setting standards aimed at eliminating waste through participation of all 

employees.  The goal of the system is to reduce the timeline from the time an order is received 

until the time it is delivered to the actual customer. Ideally the system strives to produce the highest 

possible quality, at the lowest possible cost, with the shortest lead-time possible.  

There are two primary pillars of the system.  The first and most famous pillar of the system is Just 

In Time (JIT). The JIT concepts aims to produce and deliver the right parts, in the right amount, at 
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the right time using the minimum necessary resources. This system reduces inventory, and strives 

to prevents both early and over production.  Producing in a JIT fashion exposes problems quickly.  

With less inventory in a system the “rocks” are quickly exposed in production that are disrupting 

flow.   Most companies shy away problems and use inventory to hide these problem and avoid 

potential disruptions.  In Toyota however the opposite logic is applied.  By reducing inventory you 

expose the real problems in a production process quickly and focus need for improvement.  This 

notion of surfacing problems and abnormalities is a critical concept in TPS.  Of course unless you 

can solve the problem that you expose there is a danger to this approach.     

Jidoka (Build in quality) is the second pillar of the system. There are two parts to Jidoka –      1) 

Building in quality at the process and 2) Enabling separation of man from machine in work 

environments.  Jidoka is a Japanese work that ordinarily mean automatic or automation.  However 

Toyota puts a specific twist on this word by adding a what is known as a “radical” in depicting kanji 

characters.  The radical added to the left of one of the kanji characters in Jidoka means “human”.  

In other words TPS aspires for processes that are capable of making intelligent decisions and 

shutting down automatically at the first sign of an abnormal condition such as a defect, or other 

problem.   The goal is not to run continuously but in other words to stop running automatically 

when trouble arises.  This automatic stop function helps stop defects from escaping downstream, 

prevents injury, limits machine damage, and enables a better look at the current condition when 

ever there is a problem. 

The second component of Jidoka is separation of man from machine.  When machines possess 

the ability to stop in the event of a problem then there is no need for humans to stand and watch a 

machines.  Jidoka frees people being tied to machines and monitoring them and puts people to 

use in a more value added fashion.  This ability to separate man from machine reflects Toyota’s 

respect for the employee and is an important enabler for Standardized Work to flourish. 

 

“Kanban” System 

 

A kanban is simply some device to signal the next upstream supply source that more of whatever it 

supplies is needed. Kanban in Japanese means card and a card of some sort is usually used along 
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with a standard size container for that particular item. Figure 6 illustrates the kanban concept. At 

the far right an operator is using up parts from a standardized container. Once those parts are 

used up, the empty container, along with it “parts retrieval kanban” goes back to a nearby 

replenishment store for refilling and return to the operator. Of course while this replenishment is 

going on another container19) is in the system to allow the operation to continue.  

In turn, as the replenishment store’s stock goes down and reaches a certain level, a “production 

instruction kanban” is triggered and sent back to the producer for producing a certain amount to be 

sent to the replenishment store. This is shown on the left side of Figure 6. Of course not all 

production facilities are so close that such precisely timed replenishment can occur. Therefore 

some parts must be moved in larger quantities on a scheduled basis, for example parts coming 

from overseas. However, even these replenishments should be as often as practical to minimize 

inventory. 

 

4) The characteristics and activities of the present CEO of the Toyota 

 

The results of these changes look promising. The 2014 financial results show that ROE increased 

from 2.1% in 2010 to 13.7% in 2014, while ROA jumped from 0.7% to 4.7% in the same period. 

Net income attributable to Toyota Motor Corp. jumped from 209 million yen to 1.8 billion yen over 

the same period, with a year-over-year increase in 2014 of 16.4%, 73.5% and 89.5% for Net 

Revenues, Operating Income, and Net Income attributable to Toyota Motor Corp. 

respectively.  Globally, Toyota regained the crown as the world’s largest automaker from 

Volkswagen Auto Group, which briefly eclipsed the Japanese giant in 2015 and now faces fallout 

from its own emissions scandal. This followed several crises, including further recalls, the 2011 

tsunami, which disrupted supply chains and allowed General Motors to briefly take the global 

crown, as well as a period of renewed strength for the Japanese yen.  Despite all these challenges, 

Toyota has been able to regain consumers’ trust, improve profits, and shake the image of being 

Japan’s version of Buick.  At the core of the turnaround, has been Akio Toyoda and his personal 

vision of what Toyota needs to be. Not bad for an enfant terrible more comfortable at the racetrack 

than in the boardroom – for Akio Toyoda, the business is personal. 
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5)  Corporate Culture 

The Corporate Culture of Toyota can be explained by the tree metaphor. The roots of the company 

symbolise the core values and ethics the company has dedicated itself to. On this level, there are 

many managerial artefacts which give a very concrete picture of Toyota’s important corporate 

characteristics. These most important artefacts are the following: 

- Guiding Principles: Focus on creating a harmony between Toyota and the society as well 

as between Toyota and its Employees. The importance of top notch products is a duty 

towards the customer. 

- Toyoda’s Principles: Established by the founder, Sakichi Toyoda. They address the 

employees in a very general and philosophical way. 

- Contribution towards Sustainable Development: In January 2005, Toyota Motor 

Corporation (TMC) announced the Contribution towards Sustainable Development, an 

interpretation of the Guiding Principles at Toyota that takes into consideration Toyota's 

relations with stakeholders.  

- Toyota Way 2001: The Toyota Way is supported by two main pillars: "Continuous 

Improvement" and "Respect for People". We are never satisfied with where we are and 

always work to improve our business by putting forward new ideas and working to the best 

of our abilities. We respect all Toyota stakeholders, and believe the success of our 

business is created by individual effort and good teamwork. 

- Toyota Code of Conduct: This is the most extensive document. It gives guidance to 

employees in different situations. From insider trading to sales activities and from religious 

activities to research and development. 

In summary, it can be stated that the “roots” of Toyota are its very conscious handling its 

stakeholders, especially its workforce.  

The trunk of the tree represents strength and stability. The crown of the tree with its branches, 

represent the twelve tenets which together form the Toyota Vision. The 12 tenets are in a 

rather general manner and are given below: 

- Lead the way 

- Toyota will be a frontrunner. We will seize opportunities and invest in the future. 
- Future of mobility 

- We'll develop new forms of transportation and pursue new ways to connect technology with 
people. 

- Enriching lives around the world 

- Through the concept of monozukuri, we will create jobs, develop people and contribute to 
society. 

- Safest & most responsible ways of moving people 

- Safety is our number one priority – for our employees and our customers. Nothing is more 
important. 

- Commitment to quality 
- We constantly raise our standards for dependability, reliability and customer satisfaction. 
- Constant innovation 

- Our goal: “Always better cars.” We continually reinvent ourselves, introduce new 
technologies and stay ahead of our competition. 

- Respect for the planet 

- In everything we do, we will show consideration to the planet. We investigate and promote 
systems and solutions that are eco-friendly. 

- Exceed expectations 
- Our attitude is to anticipate and deliver to the needs of those we serve. 



9 
 

- Rewarded with a smile 

- Customer satisfaction is best expressed with a smile. It promotes a behavior of gratitude 
and appreciation in all that we do. 

- Challenging goals 

- We aim high and work together... that’s who we are 
- Engaging the talent and passion of people 
- The power of our organization comes from the skill and diversity of our team members and 

business partners... solving problems and creating new ideas. 
- There is always a better way 
- The spirit of kaizen... reaching higher and challenging ourselves to find a better way in 

everything we do... every single day. 

The first and foremost thing is “respect for people”. 
The bond to its employees is the most important 
part. The system of monozukuri for example is one 
outcome of this aspect. But the respect for people is 
not just for employees, but for all the stakeholders. 
On the other hand, there is the demand of a 
continuous improvement. Toyota wants to aim high, 
steadily improve and be practical. All these are 
important aspects to keep a very strong and stable 
company.  

 

6) Business Structure 

To gain an overview of the Business Structure of Toyota we can start with looking at the annual 

reports. 

 

The automotive industry is the most important and accounts for 90% of total revenues. Second is 

the financial services which displays the biggest growth.  

Automotive 

The Toyota Corporation produces the cars of the Toyota brand, as well as Lexus, Daihatsu and 

Hino. All of these 4 brands tackle a different market. Toyota serves the demand for passenger 

cars, Lexus covers the market for premium and sports cars, Daihatsu the Kei-Car segment and 

Hino stands for commercial vehicles. The most sold car is the Toyota Corolla.  

As of the end of Dec. 2015, Toyota conducts its business worldwide with 53 overseas 

manufacturing, (and 12 locations in Japan) companies in 28 countries and regions. Toyota's 

vehicles are sold in more than 170 countries and regions. Toyota’s primary markets based on 

vehicle unit sales for fiscal 2014 were: Japan (26%), North America (28%), Europe (9%) and Asia 

(18 %). 
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Financial Services 

“Toyota believes that its ability to provide financing to its customers is an important value added 

service.” The Company has recently expanded its financial services to many countries, which is the 

main reason for the growth in the sector. Furthermore, the currency fluctuations have been 

favourable for the annual report 2014 which led in a rise in receivables. 

 

Other Businesses 

Toyota’s other business operations consist of housing (including the manufacture and sale of 

prefabricated homes), information technology related businesses (including information technology 

and telecommunications, intelligent transport systems and GAZOO) and other businesses. Toyota 

does not expect its other business operations to materially contribute to Toyota’s consolidated 

results of operations. 

Recent Performance 

The recent performance shall be measured in three, interrelated ways. The first category is the 

brand-index-ranking. With the brand index ranking we can assess the brand awareness of the 

Toyota brand. Toyota ranks 6th on the global brand-ranking and is therefore the first car 

manufacturer on the list. It is followed by Mercedes-Benz on 9th, BMW on 11th and Honda on 21st 

position.  

The ranking is done by the company Interbrand, who tries to evaluate the value of brands as 

assets to the company. It uses a threefold approach as it takes in to account the financial analysis, 

the role of the brand and the brand strength.  

The brand value is 53,580 $m and has steadily increased since 2010. 

The second category to measure the recent performance is the stock price, as it offers a very up to 

date valuation of the company. Analysing the ten year historical prices, one can see the crisis 

which Toyota faced in 2008 and in results lead to a sharp decline in stock price. So far the crisis is 

overcome and stock prices have continued to rise past the pre-crisis level. 
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For the analysis on a 5-year basis we chose to benchmark the stock price with the First Trust 

NASDAQ Global Auto ETF (CARZ). It can be stated that Toyota managed to increase the spread 

between the fund and its stock and is therefore ahead of the industry average.  

The third measure to analyse Toyotas recent performance are key financial ratios. For the auto 

industry, three financial ratios can be identified as crucial.  

1. Debt-to-Equity Ratio 

The auto industry is very capital intensive, therefore the D/E-ratio can be an important 

indicator to the company’s overall financial health. A high D/E-ratio states that a company is 

excessively financed by creditors and it might not be able to fulfil its monetary duties. In 

general, an ideal D/E-ratio is about 1. The average ratio for the major auto makers is 

around 2.5. Toyota’s ratio is 1.09. 

2. Return on Equity 

 

The ROE is a key indicator for all industries. It measures the net profit returned in relation to 

shareholder equity and is therefore for great importance to investors. Toyota scores a 

13.8% and can overcome the industry average of 12.4%. 

 

3. Inventory Turnover Ratio 

The inventory turnover ratio calculates the number of times in a year, that a company's 
inventory is sold, or turned over. It is a good measure of how efficiently a company 
manages ordering and inventory, but more importantly for car dealerships, it is an indication 
of how rapidly they are selling the existing inventory of cars on their lot. . It is usually 
considered a warning sign for auto sales if auto dealerships begin carrying substantially 
more than about 60 days worth of inventory on their lots. 

 

7) Toyota Marketing Strategy 

Marketing Mix 

As one of the leading firms in the global automotive industry, Toyota’s target market is diverse in 

terms of consumer preferences and regional and local market conditions. As such, the company’s 

marketing mix is tailored to address these variations. 

Toyota has a diverse set of products. This element of the marketing mix identifies organizational 

outputs for the target customers, automobiles are the most popular in this product mix. Lexus 

automobiles are luxury products from the company. On the other hand, the Welcab series are 

Toyota automobiles modified for the elderly and people with disabilities. The company also 

manufactures yachts, engines, and spare parts and accessories 

for automobiles and marine products. This part of the marketing 

mix shows that Toyota reaches a wider market and reduces 

market-based risks through a diverse product mix. 

Toyota’s Advertising and Promotion 

Toyota uses mainly the following promotion activities, arranged 

according to significance: 

 Advertising 

 Public relations 

http://www.investopedia.com/terms/a/autosales.asp


12 
 

The group has become one of the top ten biggest advertising spenders in the US. The company 

spent 435 billion Japanese yen, on advertising and sales promotions during fiscal 2015, using 

various media, such as TV, newspapers, and websites. Toyota marketing strategy associates the 

brand with the best practices of Japanese ways of doing things.  

In addition, the firm promotes its products through public relations, such as the Toyota 

TogetherGreen program that supports environmental initiatives, and the Meal Per Hour program 

that donates food to Food Bank. These public relations activities create a positive brand image for 

Toyota. 

Toyota’s Prices and Pricing Strategy 

Toyota’s prices vary widely, depending on the product line and the product type or model. 

Toyota uses a combination of the following pricing strategies: 

 Market – oriented pricing 

 Value – based pricing  

The company uses the market-oriented pricing strategy for the majority of its products, such as 

sedans and trucks. However, the firm also uses the value-based pricing strategy, which sets prices 

based on the actual and perceived value of the product. This strategy is used for the most 

expensive products, such as the Prius and Lexus cars. This part of Toyota’s marketing mix shows 

that the company determines price levels based on market conditions and customers’ perceptions.  

8) Expected Problems in the future of the industry 

The idea of fully autonomous vehicles is too futuristic for much of the driving public to embrace 

right now. But for automakers, the path from current models to driverless cars is going to be an 

exciting period of transformation. These new developments represent enormous opportunities 

even as they augur a dangerous, unsteady phase for the industry. 

Three powerful forces are roiling the auto industry: shifts in consumer demand, the arrival of a new 

era of intelligent cars, and expanded regulatory requirements for safety and fuel economy. 

Shifts in consumer demand  

Consumers, are viewing cars more as transportation machines, nowadays. This is affecting how 

much people are willing to pay for 

automobiles.  

Consumers are also demanding 

more sophisticated infotainment 

systems at a low price, and are 

expecting more high-end features to 

be standard. The cost of electronics 

and software content in autos was 

less than 20 percent of the total cost 

a decade ago, today it is as much as 

35 percent.  

Information about vehicle usage and driver behaviour usage is proliferating as sensors and 

telematics systems become more common. All players across the automotive value chain are 

interested in collecting more customer and car data to increase consumer loyalty and purchases, 

emulating the models of Internet companies such as Apple, Amazon, and Google.  

The arrival of a new era of intelligent cars 
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As noted above, connected and intelligent cars are just beginning to make inroads in the auto 

industry, and already they have had a powerful impact on the way automakers are adjusting 

organizationally. Two separate worlds are melding to design and develop these cars: the traditional 

automotive company and software outfits. 

Intelligent car is fast moving from the drawing board to the streets with such functions as self-

braking, self-parking, automatic cruise control based on road conditions, automatic accident-

avoidance features, as well as electronic throttles and engine control.  

We are also beginning to see bits and pieces of what the so-called connected, fully digitized 

vehicle with Wi-Fi; advanced infotainment systems and apps; vehicle-to-vehicle communications, 

exchanging basic safety data such as speed and position; real-time location services and routing 

based on traffic conditions; and networked Web links that facilitate vehicle diagnostics and repairs. 

In a recent study, 56 percent of new car buyers said they would switch to a different brand if the 

one they were considering didn’t offer the technology and features they wanted.  

Similarly, 48 percent of car buyers said they would walk away from a vehicle they liked if the 

technology was difficult to use. 

 

Expanded regulatory requirements 

Even as automakers must focus on upgrading the transportation and mobility features of their 

vehicles, stricter fuel economy regulations are closing in. 

Regulatory pressures to 

reduce overall fleet emissions 

are adding to automakers’ 

costs. For example, U.S. 

CAFE (Corporate Average 

Fuel Economy) standards that 

will go into effect in 2016 are 

projected to add as much as 

US$1,000 to the production 

cost of a vehicle. 

Instead by 2025, automaker fleets in Europe and the U.S. will have to average upward of 60 miles 

per gallon, a goal that becomes more difficult if oil prices remain low, stoking consumer interest in 

popular larger, less-efficient vehicles like pickups and SUVs.  

Also, the new mandated safety equipment is raising companies’ costs, for example, the U.S. 

Department of Transportation’s requirement that all new vehicles have a backup camera  

Pressured by the need to reduce costs for competitive and regulatory reasons, Automotive 

companies are adding to the number of models they offer and at the same time reducing the 

number of vehicle architectures on which they are built, drastically improving product commonality. 

Volkswagen was the first major to embrace the strategy, moving toward four modular platforms, 

Toyota, Ford, and other companies are following a similar approach. The resulting complexity 

increases costs somewhat, but the additional expense is outweighed by savings from the sharing 

of common components between cars and platforms. 

The adoption of these next-generation common platforms will also lead to a consolidation of 

suppliers that will result in a smaller number of large, global players. 
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In addition to improving overall powertrain performance, automakers will have to take risks in 

product development, a trend that we are already witnessing. For example, in 2014, Ford replaced 

the steel in its popular and highly profitable F-series truck with aluminium in order to reduce weight 

and enhance fuel efficiency.  

So far, this approach has paid off. The 2015 F-150 had the best mileage of any gasoline pickup 

and held its position (by a large margin) as the best-selling vehicle of any kind in the U.S. 

 

Strategy for further growth of the company 

The Problem “Shift in Consumer Demand” and “The Arrival of Intelligent Cars” go together when it 

comes to solving them. At the basis they both result from new technologies brought to the 

automotive industry. The shift of consumer demand is induced by the consumer, whereas the 

arrival of new cars is pushed forward by other car manufacturers. The following SWOT analysis will 

give an overview of the situation. 

 Positive Negative 

Internal Strengths: A strong corporate 
culture which has a focus on 
the security of cars. This value 
can easily be monetarized by 
technological applications 
inside the car. 

Weaknesses: Backlog 

External 
 

Opportunities: Customers 
have a strong demand for 
technical appliances inside the 
car and are willing to reward 
companies who deliver 
innovative results. 

Threats: As technology 
becomes more sophisticated, 
the results of a potential 
break-down are more severe. 

According to the SWOT analysis, Toyota has a good starting point when it comes to corporate 

values. It should use those advantages to overcome the backlog it has and seize to opportunity to 

gain new customers. 

Towards the expansion of regulatory requirements, a different approach has to be chosen.  

 Positive Negative 

Internal Strengths: Good knowledge 
about hybrid engines. Good 
D/E ratio to finance further 
R&D. 

Weaknesses: Corporate 
Culture and management 
systems which might prevent 
felxibility 

External Threats: Lagging in times of severe and important change or 
being ahead will be crucial to the companies performance. 

Toyota has a strong market share for hybrid cars and can therefore use its know-how to push 

the technology further to meet and set up new standards. How the company will respond to 

regulatory changes may be the most crucial part in the coming 10 years. The management has 

to take serious adjustments. 
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