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Abstract
The overall purpose of this paper it to take an in-depth look at the relationship
between Toyota Japan and Toyota North America, as well as what Toyota has
accomplished in global expansion, within the North American region and Japan.
Most of the statistics that were analyzed came from Toyota Motor Corporation
through their Production, Sales, and Exports by Region section for its vehicles
(see Appendix). We see a strong relationship between Japan and North
America, but particularly with the United States. As years went on, Toyota has
been a success in this region, turning into a strategic leader, strategizing to
export to where the most products will sell the most successfully in numbers.
More specifically, we look into a 10-year time span from 2003 until 2012. This
time span allows us to see how Toyota has succeeded through both the some
significant downturns. Within those years, the statistics shows not only Japan
and the North American region, but also the six others, including Latin America,
Europe, Africa, Asia, Oceania, and the Middle East.
Within the analysis and paper itself, data has been collected from 2003-2012 in
all eight regions. Looking more into depth of the Toyota Corporation to get a
better understanding of the company itself, a brief introduction, as well as some
history will be gone over. With that, we go into their history with their top
competitor, General Motors, specifically their joint venture of the New United
Motor Manufacturing Inc., and how they are still competing with them today.
From there, we look at some specific numbers and relationships of the units
produced, sold, and exported between Japan and North America. After analyzing
this data, we conclude that, as mentioned earlier, Japan has done a great job at
globalizing both effectively and efficiently. Along with that, we also can conclude
that the trend within this time span, though more cars are being produced in
Japan at this time, more are being sold in the region of North America. With the
more sales in units, the exports from Japan to the North American region is
slowly increasing, making this region their most important one. To make these
conclusions, more specific statistics have been sought.

Introduction
Over the years, Toyota has become a world-renowned company, with a high
global presence; the company has had much success thus far. Headquartered in
Toyota, Aichi, Japan, the Toyota Motor Corporation consists of more than
300,000 employees worldwide, and as of January 2014, they are the fourteenth
largest company in world by revenue. In July of 2012, they reported the
production of its 200-millionth vehicle, where they were also named (again), the
world’s largest automaker by production. Focusing on the relationship between
the global presence of North America, as well as Japan, they have become close
in numbers over the years. Toyota, having such a large presence around the
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world, had in 2012 alone, a revenue of more than 225 million dollars, producing
over 8 million units worldwide in that year as well (Toyota Global, 2013). Within
the research conducted, a 10-year study, from 2003-2012 has been studied,
specifically looking at the relationship between the North America, the United
States within, and Japan.
In Pankaj Ghemawat’s Redefining Global Strategy, Ghemawat described Toyota
as a global heavyweight, succeeding in regionalization because of the way they
have embraced themselves into competing across borders (Ghemawat, 2007).
At the end of 2013, Toyota was said to conduct its business worldwide in 52
overseas manufacturing companies in 27 countries and regions, with products
being sold in more than 160 countries and regions. In the N. American region
alone, they have six manufacturing companies, producing close to 785,000 units
(Toyota Global, 2013). Looking more in depth at how Toyota got to where they
are today, their global footprint in the U.S, and how they got to that point, and
specifics on exports, production, and sales, will all be identified.

Company Background
Kiichiro Toyoda founded Toyota Motor Co., Ltd. on August 28, 1937, and Toyota
Motor Sales Co. was later established in 1950. Shortly after establishment, their
first product, the Toyopet Crown was launched in 1955, and launched into the
United States in 1957, leading to the establishment of Toyota Motor Sales USA
on October 21st of the same year. 10 years following, by continuously creating
and improving such efficiency and durability into their products, Toyota had
become the third best-selling import band in the US. These continuous
improvements lead to more overseas production. In 1985, overseas production
accounted for less than 5%, but eventually reached 15% by 1990, 30% by 1995,
and an incredible 46% by 2006 (Ghemawat, 2007). In 2011, it was recorded that
emerging markets accounted for 45% of Toyota’s global vehicle sales (Toyota
Global, 2013).

NUMMI
During Toyota’s start to their North American buildup and success, New United
Motor Manufacturing Inc. (NUMMI), was created in 1984, which was also jointly
owned by General Motors. The main point was for Toyota to learn how to make
cars in the United States. They ended up closing in 2010, and reopened as a
100% Tesla Motors-owned production facility. Before closing in 2010, NUMMI
was a factory to manufacture vehicles to be sold under both GM and Toyota.
After the Lehman Brothers financial crisis, GM was forced to pull out in June of
2009, leading to Toyota to pull out months later as well (Gonzales, 2010).
Because the Japanese are known for their intelligence and advantages in lean
manufacturing, both GM and American’s were able to learn from each other in
the joint venture. Today, GM and Toyota are not only at the top in the
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automotive industry, but they are direct competitors. The competitiveness led
Toyota to surpass GM as the world’s largest automaker in 2007 for the first time,
with a highly globalized revenue distribution. Though GM has held the number
one spot in the industry through many years, their recent bankruptcy has not only
cost them, but the spot as well in some years. And even with a recent
weakening in Japanese Yen, Toyota benefited their exports tremendously
helping revive their economy that had been through three recessions in five
years. Most recently, it was shown that Toyota shares have gained 58%, while
GM was at 23% (Theolcke, 2013).

Downturns
As mentioned earlier, GM was forced to pull out of their joint venture due to the
Lehman Brothers bankruptcy, leading into the financial and economic downturn.
This bankruptcy filing is marked as the largest in the US history, which played a
major role in the United States. Because Toyota does have a large presence
within both the United States and Japan, they were affected as well, being that
North America is their biggest exporter as well as producer and seller. In
contrast, just a few years later, Japan experienced its biggest earthquake in
March 2011, forcing its quarterly profit to decrease more than 75%. This
decrease in profit heavily disrupted their car production, but quickly recovered.
Unlike General Motors who almost filed for bankruptcy, Toyota reported that they
had still earned double in profits, showing a substantial recovery from the 9.0
magnitude earthquake (The Guardian, 2011). Back in 2009, Toyota passed GM
as the world’s largest automaker, and again in 2012. This showed a quick
rebound from the earthquake, as well as dedication. With their history, they have
also experienced some recalls on their vehicles, but even with those, they made
a comeback to beat out their top competitor. Research shows that in 2012, they
came back strongly, with high discounts and full production in a big to gain back
their market share (Dawson, 2013).

Data and Findings
As mentioned, Toyota has a large presence in North America, and specifically in
the US, with their headquarters in Torrance, California. In the United States,
Toyota has created more than 365,000 jobs within the time of operating 57 years.
Within the United States alone, they have 10 plants, and have purchased over
$32 billion worth in parts and materials. In 2011, their market share in the US
was 12.9%. Toyota’s biggest exporting region is North America, selling
approximately 22,693,300 units from the time-span conducted (Toyota Global,
2013). On the contrary, just over 15 million units were sold in that time period in
Japan. These statistics show that N. America sells more Toyota products than
Japan, making Toyota a strategic leader. Toyota, not only serving, but as well as
being known as a Japanese company, dominate sales in another country/region,
the United States and North America as a whole, makes them a strategic leader.
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Christopher Bartlett and Sumantra Ghosal brought this idea into their writing,
Managing Across Borders, where they created four generic roles of national
subsidiaries, a strategic leader being one of them, having strong location
advantages and competences, such as Toyota. The company has successfully
found where they are able to make the most success in a better strategy than
their competitors. In the data, it showed that more than 35 million cars had been
produced in Japan, and fewer than 15 million were produced in the N. American
region in the 10-year time span from 2003-2012. With that, Toyota strategizes to
keep a large presence in Japan, but export much to the U.S to where they know
they will sell more, more specifically, 8,623,400 units exported from Japan to N.
America from 2003-2012 (Toyota Global, 2013). We look more into depth at all
the regions Toyota has a presence in, which include North America, Latin
America, Europe, Africa, Asia, Oceania, and the Middle East. Though we can
see that Toyota’s global footprint is most significant in the North America, these
other regions have been a large contribution to their success as well. As
mentioned earlier, it was said that in 2011, emerging markets accounted for 45%
of the company’s global vehicle sales. Along with that, in 2012 alone, Japan
exported more than 1,945,700 units in these seven regions (Toyota Global
2013).
In the book previously mentioned, Ghemawat went in depth about the Toyota
Company, and how their phases for their Past and Future Production Structure
(Ghemawat, 2007). In these phases, it shows how they stay at a global leader
level, as well as succeeding in regionalization. In the first phase, it mentioned
the overseas production percentage increases as years went by, which was
previously mentioned. The second phase of the company was in 1980, when
Toyota experienced its first foreign direct investment, mainly in the United States
where sales of Japanese cars drastically increased. From there, Toyota’s
presence became larger in each region, which many started to lessen their
dependence on Japan as a whole. With that, the next phase overlaps, promoting
global cars such as, the Toyota Camry, Corolla, Yaris, and Hilux. This phase
showed how Toyota shared fixed costs of development and engineering. Today,
nine models have been built/regenerated in the United States, including the
Camry, and Corolla. From there, in phase five, there were more consolidation
and specialization by regions, with some plants or regions receiving near-global
permission. Toyota moved out of the direct focus on smaller vehicles, into its
global pickup truck project, which funneled common engines and manual
transmissions from Asian plants to four assembly bases there, in Latin America,
and in Africa on to almost all major markets, besides the United States. These
phases throughout Toyota’s history lead to the final sixth phase of the company
creating their global network. This meaning that the network became organized
around regions because of expected free-trade agreements within the America’s,
Europe, and East Asia. To conclude Ghemawat’s structure, Toyota can be seen
and thought of as networker that looks broadly at cross-border configuration and
coordination (Ghemawat, 2007).
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Conclusion
“We intend to continue moving forward with globalization, by further enhancing
the localization and independence of our operations in each region”—Fujio Cho,
Toyota, 2003 (Ghemawat, 2007). In response to this statement, we can infer that
from then until 2012, they have continued to move forward with globalization,
utilizing their full potential of success every year. In 2003 the total number of
cars produced within the seven regions was close to 6,078,300, and 10 years
later, the vehicle production number increased by more than 2 million units.
Along with that, the total number of cars sold in 2003 grew near 2 million units as
well, going from 6,070,400 in 2003 up to 8,717,300 in 2012 (Toyota Global,
2013). With more presence in each region, the company can put their focus
towards that, rather than exporting from its home country of Japan. Though
there was still about a one million unit difference in exported units from Japan in
2003, it shows that it is steadier, than any rapid growth or decrease. In final, we
can conclude that with Japan’s expertise and startup of the Toyota Motor
Corporation, they have been able to expand globally significantly with much
expertise. With that, we can also conclude that although the company started in
Japan, they have made their presence known to all the world, especially in the
North American region, to where they both produced, and sold more in that
particular region, compared to not only Japan, but all other regions. In the 10year span from 2003-2012, we have seen such substantial changes, in the
increasing numbers of production, sales, and exports.

Appendix
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