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Abstract. The aim of the study is to seek a solution to the prevailing reality and the strategic future 
path of Toyota, the leader of the automotive industry in the twenty first century through analysis of the 

actual and expected outcomes of the strategies adopted by Toyota. It aims to draw on this experience 

to guide investors, in general and Iraqi investors in particular, on predicting future financial revenues to 
make appropriate investment decisions and also to benefit Iraqi companies with insights. The data 

collected for the study of Toyota were obtained from the Fortune magazine, financial reports of the 
company and other sources, to which the study method used was a case study and the approach used 

in analysing the result was an inductive approach. Key findings suggest that Toyota is still working on 

the long growth course; this is proved by analyzing the company's sales, income and profit trend. The 
study is original in its use of recent, real-world data to predict future trends and analyse the strategic 

direction of this automotive industry leader, which puts investors at the forefront of investing in the 
automotive sector. 
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Introduction 
Analyzing the strategy of an industry leader is a crucial process not only for individual investors and 
companies but for the economy as a whole given that no one could have anticipated the 
unprecedented pace at which the global economy has evolved and the climate has changed. 
Industry has been a major factor in the evolution of human history. The world has seen 
transformative change in production processes and the economic system since the invention in 1712 
(modern patent in 1776) of the steam engine, that marked the beginning of the First Industrial 
Revolution. The steam engine sparked a wave of innovations in different technologies, mechanical 
looms, steam locomotives, iron smelting and engines. This period was the beginning of modern 
industry in Europe and North America. 
Then came the Second Industrial Revolution (c. 1870 to 1914) when developments in iron production 
allowed the making of locomotives, telegraph systems, industrial machinery and a host of parts and 
components. 
Next came the Third Industrial Revolution in 1969, which saw the advent of electronics and qualitative 
improvements in information and communication technologies. During this time, computers were 
invented, the Internet was born, and nuclear power was put to use to transform industries and drive 
global economic growth. The cumulative industrialization of the past few hundred years has resulted 
in an incredible growth of the global economy from $2.6 trillion in 1870 to $29.3 trillion in 1970. 
Subsequently, the Fourth Industrial Revolution began in 2011, characterized by the development of 
cyber-physical systems [1]. During this decade, the world witnessed significant growth and 
proliferation in information and communication technology (ICT) systems and automotive 
manufacturing systems, and the development of the ICT sector is set to become a key driver of 
economic growth [2]. 
This development paved the way for the emergence of so-called self-driving cars, while the Internet 
of Things enabled the connectivity and remote management of devices; consequently, this drove the 
growth and evolution of the automotive industry and fostered sustained economic growth in the Asia-
Pacific region [1]. 
The automotive industry has gained increasing importance in Asia; it contributes approximately 7% 
of the Gross Domestic Product (GDP) to the Chinese economy the largest in Asia [3] through the 
manufacturing of distinctive vehicles. Indeed, studies indicate that achieving product distinctiveness 
has become essential in recent years for shaping the current economic landscape [4]. 
The emergence of new industries, such as the hybrid and electric vehicle sectors, incentivizes 
companies to capitalize on additional opportunities to enhance efficiency and expand the scope of 
their operations. Corporate growth strategies can alter the scale and structure of a company's 
activities, enabling the introduction of distinctive vehicles [5] a factor crucial for GDP growth and job 
creation. Furthermore, this sector establishes a tax base and serves as a vital resource for the state 
and its economy [3]. When an industry leader pursues a growth strategy, it generates new 
employment opportunities and reduces unemployment rates within that industry [6]. 
We believe that addressing unemployment both globally and specifically in Iraq can be achieved by 
transferring the Toyota experience to Iraqi partnerships and driving their growth. Entrepreneurship 
and small-to-medium-sized enterprises (SMEs) in Iraq have the potential to grow and flourish in the 
current climate particularly following the stabilization of security provided that the experiences of 
successful organizations are adopted and the strategies they employ are analyzed in terms of their 
current reality and future prospects. Toyota was selected for this purpose because it operates in the 
automotive industry a sector with a promising future and stands as the industry leader in the 
implementation of growth strategies. 
Analyzing the strategy of an industry leader helps in understanding the direction the industry is taking 
whether it is in a stage of development and growth, signaling an opportunity for investors and 
companies to enter, or in a stage of decline, necessitating either revitalization to restore growth or 
an exit before it is too late. 
To achieve the aforementioned objectives, the study is structured into four sections. The first section 
presents an introduction covering the research problem, its significance, objectives, and the resulting 
hypotheses. The second section provides a state-of-the-art literature review of different types of 
directional strategies and their literature. The third section describes the methodology of the study 
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and data gathered. The findings of the study are discussed in the fourth section and the fifth section 
provides a discussion of these findings. Lastly, the sixth and last part presents the main findings and 
recommendations from the research. 
Literature Review: 
This section covers the following points: 
Directional Strategies: 
Diversified firms exist in a variety of markets and sell different, unique products, and they may be 
involved in several lines of business, which requires two levels of strategy – corporate level strategy 
(strategy at the company level) and business level strategy (competitive strategy) [7]. 
Directional strategies operate at the overall corporate level; they define the company's general 
direction whether toward growth, stability, or retrenchment and are categorized into three types [8]: 
Growth strategies: These entail the expansion of the company's activities,An examination of Toyota’s 
strategy reveals that it pursues a growth strategy; therefore, we will focus on this approach. Growth 
is a natural process of all living organisms that seek to survive [9] and an organization is a living 
thing that grows and develops from its inception. 
Continued growth means higher sales and the possibility of exploiting the experience curve to reduce 
the cost of the products sold per unit, thus enhancing profits. If the business is expanding quickly, 
consolidating and/or a price war is raging against other companies for market share, such cost 
reductions can become very important. Companies that fail to reach "critical mass" (i.e., achieving 
the necessary economies of scale in production) face significant losses unless they can identify and 
serve a small yet profitable niche market, where premium pricing is justified by the unique features 
of the products or services. [8] 
A growth strategy is the aspiration of all companies; hence, McDonald’s vision is "to move with 
velocity to drive profitable growth and become an even better McDonald’s serving more customers 
delicious food each day around the world" [10]. While growth is a means to increase revenue and 
profits, there may be additional strategic intentions behind it [7], such as growth in sales, assets, and 
profits, or various combinations thereof [8]. 
There is a need for a growth strategy to achieve a scale that enables the company to at least maintain 
its influential market position and generate the cash flow required for future growth and asset 
replacement [11]. Theories explaining the reasons for and mechanisms of corporate growth focus 
either on internal, company-specific factors or on market and environmental factors as drivers of 
organic growth. Studies in the first category emphasize corporate strategies, operations, and 
characteristics as primary sources of growth. Regarding Toyota, market-focused studies examine 
competitive and other dynamics as key factors driving the company's organic growth [12]. Growth 
strategies can be categorized into four types [13]: 
Focus Strategy: 
This involves concentrating on a single area of operations to enhance performance; examples include 
increasing market share or improving existing products. 
Vertical Growth: 
This entails expanding company operations either upstream (backward integration) or downstream 
(forward integration) within the supply chain; examples include a manufacturer acquiring its suppliers 
or distributors. 
Horizontal Growth: 
This involves expanding at the same level of the supply chain, often through acquiring competitors 
or increasing sales in the current market; examples include merging with another company that offers 
similar products. 
Diversification: 
This involves entering new markets or industries, often to reduce risk.  
It consists of two types: 
Related (Concentric) Diversification: Expanding into products or services related to current offerings.  
Unrelated (Conglomerate) Diversification: Entering businesses or markets unrelated to the company's 
current operation. 
The decision to pursue growth is not a risk-free option for companies. Indeed, General Electric (GE) 
faced difficulties in its oil and gas services and power equipment businesses. GE also experienced a 
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significant decline in revenue in its financial services business and subsequently sold its assets in that 
area, choosing instead to pursue growth in other industries and equipment and better integrate its 
digital strategy online. Effective companies carefully evaluate their growth options (including various 
enterprise-level strategies) before committing company resources to any of them [7]. 
Similarly, Mattress Firm grew from its founding in 1986 to eventually operate over 3,200 stores and 
generate annual revenues reaching $3 billion. However, its pursuit of growth and dominance driven 
largely by acquisitions ultimately led to its collapse [10]. 
While implementing a growth strategy is no easy task, sustaining that strategy and ensuring the 
organization’s continued growth is even more challenging. Initial growth typically requires only a 
limited scope of reforms; sustaining growth, however, is far more difficult in many respects, as it 
necessitates building a solid long-term institutional foundation that enables organizations to withstand 
shocks and maintain their productive dynamism [14]. 
Stability Strategies: These entail making no changes to the company's current activities; companies 
do not typically pursue this strategy. 
Retrenchment Strategies: These involve reducing the level of the company's activities; companies do 
not typically pursue this strategy either. 
Industry Leader: 
It is the largest company in terms of size [15]. Furthermore, an industry leader is one that steers the 
future of the sector through the new innovations it introduces; thus, Toyota is considered a leader in 
the technology industry due to its capacity for innovation innovation being a strategic priority for a 
technology leader [16]. Beyond its innovative capabilities, there are other reasons why Toyota stands 
as a leader in the technology and electronics industry, as follows: 
Product Quality: Toyota is renowned for the quality of its vehicles, which has garnered it a vast 
consumer base. 
Technological Innovation: Toyota is a leader in technological advancement, particularly in the field 
of hybrid vehicles, such as the Toyota Prius. 
Production Model: Toyota utilizes the "Toyota Production System," which helps minimize waste and 
inefficiency. 
Global Market: Toyota maintains a widespread presence, manufacturing and selling its vehicles in 
most countries around the world. 
Sustainability: Toyota invests in electric vehicle technologies and sustainable solutions. 
History: Established in 1937, Toyota boasts a long track record of success in the automotive industry. 
All these factors contribute to cementing Toyota's position as a leader in the automotive industry. 
3-Study Methodology and Approach: 
The study used an inductive type of research in order to get the result and uses the case study 
method based on the data obtained from Toyota. The data have been collected from the website of 
Fortune magazine [22] and Toyota’s official financial reports [23]. Analysis of the data was conducted 
by the Linear Regression with Time approach, and the results were achieved by the use of the 
quantitative business software, WinQSB (Quantitative Systems for Business). 

 

Methods 
The study used an inductive type of research in order to get the result and uses the case study 
method based on the data obtained from Toyota. The data have been collected from the website of 
Fortune magazine [22] and Toyota’s official financial reports [23]. Analysis of the data was conducted 
by the Linear Regression with Time approach, and the results were achieved by the use of the 
quantitative business software, WinQSB (Quantitative Systems for Business). 

 
Results and Discussion 
Diagnosing the Reality and Future of Toyota’s Sales Strategy 
Data obtained from Toyota’s financial reports indicate a continuous upward trend in sales during the 
twenty-first century, signifying that the company is pursuing a growth strategy. Table (1) below 
illustrates these sales figures: 
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Table 1. Actual and Projected Toyota Sales (2001–2030) 

 
Source: Prepared by the researcher based on data collected from Toyota’s official financial reports, 
available at the following link: 
https://global.toyota/pages/global_toyota/ir/library/annual/2024_001_integrated_en.pdf [23] 
 
The first column on the left side of Table (1) indicates that the study period spanned 25 years. The 
second column represents the actual sales achieved by Toyota from 2001 to 2025; the table shows 
a continuous increase in sales, with the exception of 2009 a year marked by the financial crisis and 
economic collapse in the United States, which had repercussions worldwide. Similar decreases were 
seen in other years as a result of events around the world, especially COVID-19 at its peak in 2020 
that affected all businesses greatly. Lastly, the third column shows the estimated or forecasted values 
obtained from the Linear Regression with Time method. 
The results show that Toyota will continue a growth strategy for the next five years (2026, 2027, 
2028, 2029 and 2030 are projected to sell 10,897, 11,088, 11,280, 11,472 and 11,663 respectively). 
The fourth column is the forecast error and a smaller number indicates higher accuracy in the 
forecast. The statistical measures of error tracking, Mean Squared Error (MSE), Mean Absolute 
Percentage Error (MAPE), the tracking signal, and the coefficient of determination are illustrated in 
the columns from 5 to 10. The values of MSE, MAPE and coefficient of determination show that this 
is relatively effective and reliable method compared to other statistical methods. The MAPE value of 
6.378 is a low value compared to other method available in the software, and the coefficient of 
determination of 0.843. This high value means that the model is of good quality and explanatory 
power - that is, the model explains that past sales behavior is responsible for about 84% of future 
sales behavior. 
To further clarify and demonstrate the quality of the method used to forecast the growth trajectory 

https://global.toyota/pages/global_toyota/ir/library/annual/2024_001_integrated_en.pdf%20%5b23
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of Toyota’s sales from 2001 to 2025, the WinQSB software allows for a graphical representation 
showing both the actual and projected paths of the company's sales growth strategy, as illustrated 
in Figure (1) below: 
 

 
Source: Prepared by the researcher. 

Figure 1. Actual and projected Toyota sales from 2001 to 2030. 
 
Figure (1) demonstrates a high degree of alignment between actual and projected values, reflecting 
the quality of the analysis and the tools employed. 
Although the majority of these sales consisted of a single type diesel-powered vehicles electric 
vehicles accounted for a significant share of the total volume; Toyota saw an increase in the sales 
share of electric vehicles during the twenty-first century, as illustrated in Figure (2). 
 

 
Figure 2. Total Electric Vehicle Sales 

 
Source:https://global.toyota/pages/global_toyota/ir/library/annual/2024_001_integrated_en [23] 
.pdf . 
"*1 Vehicle sales figures are the total of HEV, PHEV, BEV, and FCEV sales.  
*2 As of March 31, 2024 
 
Figure (2) shows total electric vehicle sales figures, comprising the combined sales of hybrid electric 
vehicles (HEVs), plug-in hybrid electric vehicles (PHEVs), battery electric vehicles (BEVs), and fuel 
cell electric vehicles (FCEVs). 
 



Journal of Kyzylorda Scholarly Review 
P-ISSN:3006-0265 | E-ISSN:3007-4681 

https://bulletin.ouk.kz/index.php/bulletin/index.php 

 

256  Vol 3 | Issue 4 | 2026 | Journal of Kyzylorda Scholarly Review 

Diagnosing the Reality and Future Outlook of Toyota’s Revenue from a Strategic 
Perspective 
The company's strategy is analyzed using quantitative performance indicators [17], as the adoption 
of growth strategies by organizations is a function of improved performance [18]. Financial reports 
serve as a valuable source, providing stakeholders with information regarding the company's financial 
position and performance, thereby enabling them to make informed decisions [19]. Thus, one can 
gauge the present and future condition of Toyota's income with information from the magazine 
Fortune. From the above general trend of Toyota's revenue in the twenty-first century, it can be 
noted that Toyota is playing on the growth strategy. The revenue figures are indicated in Table (2) 
below: Prior research also links external growth strategies with organizational performance [20]. 
Strategic management literature further provides a broader framework for evaluating corporate 
growth choices [21]. 
 

Table 2. Forecasting the trend of Toyota’s revenue strategy from 2001 to 2030 using the Linear 
Regression with Time method. 

 
Prepared by the researcher based on the *Fortune* magazine website (https://fortune.com) and 
using the WinQSB software. [22] 
 
 
The number of years in the study period was listed in the first column on the left side of Table (2): 
24 years. The second column is the actual revenue Toyota has received from 2001 to 2024, and the 
table shows that the revenue has been increasing continually since 2001, except in 2008 and 2009 
years, when Toyota was affected by the financial crisis and economic collapse in the United States, 
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which affected all nations in the world. Some years also saw a decrease in certain years, but for 
different reasons, for example, the COVID-19 crisis, which had a major impact on all businesses. The 
values that are shown in the third column are estimated or predicted using the "Linear Regression 
with Time" method, and are expected to continue the growth strategy that Toyota has been pursuing 
for the next five years, with the predicted values of their revenues in 2026 through 2030 being 
317.623, 324.360, 331.096, 337.833, and 344.569, respectively. 
The fourth column is the prediction error, or how well the model has performed the prediction; a 
smaller number means the prediction is more accurate. The statistical metrics are error tracking 
measures, Mean Squared Error (MSE), Mean Absolute Percentage Error (MAPE), tracking signal, and 
coefficient of determination, which are displayed in columns 5–10. Analysis of the MSE, MAPE and 
coefficient of determination values shows that this method is more effective and reliable than other 
statistical methods.  
The coefficient of determination was 0.855 and MAPE value was 7.014 (low compared to other 
methods available in the software). This second value is quite good, signifying the quality of the 
model and the explanatory power of the method, as it suggests that 86% of the model's behavior is 
explained by past behavior of the revenue. 
The WinQSB software also enables the graphical presentation of the actual and projected path of the 
Toyota's revenue growth strategy, for the period 2001 to 2024, as shown in the Figure (3) below: 
 

 
Figure 3. Actual and estimated trajectories of Toyota’s growth strategy (revenue growth) 

Source: Prepared by the researcher 
 
Figure (3) shows a high degree of correspondence between the actual and estimated values, 
reflecting the quality of the analysis and the tools employed. 
Analysis of the Current State and Future Outlook of Toyota’s Profit Growth from a 
Strategic Perspective 

An organization’s profits reflect its standing and level of acceptance among customers. 
Statistics provided by *Fortune* magazine indicate a rise in Toyota’s profits during the last decade, 
as illustrated in Table (3) below: 
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Table 3. Toyota’s Actual and Projected Profits (2014–2024) 

 
Source: Prepared by the researcher based on the Fortune magazine website, using WinQSB 

software. 
 
In the results shown in Table (3), the time period of the study is 11 years, which is the period of time 
for which the data of Toyota profits is available from the website of the magazine *Fortune*. The 
second column is Toyota's reported profits for the range of years 2014 to 2025; the third column 
shows the reported or predicted profits calculated using the Linear Regression with Time method. 
The analysis of the time series, generated by use of WinQSB software, indicates that Toyota will be 
continuing its strategy of profit growth over the five-year forecast period, with the forecasting model 
projecting that profits for the years 2026–2030 will be higher than the profit for the year 2025, and 
will increase from 29.375 in 2026 to 34.132 in 2030. 
The fourth column is the prediction error, which are low numbers, as a lower number means the 
prediction is more accurate. In statistical metrics, the error tracking measures, Mean Squared Error 
(MSE), Mean Absolute Percentage Error (MAPE), tracking signal and coefficient of determination are 
included in columns 5–10. The values of MSE, MAPE and coefficient of determination indicate that 
this method is relatively efficient and reliable in comparison with other statistical methods as the 
MAPE value is 16% the lowest value of all methods provided by the software and the value of 
coefficient of determination at an overall level is acceptable at approximately 47% value. 
To further confirm the quality of the method employed to predict the trend of Toyota's profit growth 
strategy, the WinQSB software can be used to graphically display the actual and forecasted trajectory 
of the strategy as shown in the diagram below: 
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Figure 4. Toyota’s actual and estimated profits from 2014 to 2024. 

Source: Prepared by the researcher 
 
Figure (4) reveals a high degree of correspondence and overlap between the actual and estimated 
values, demonstrating the quality of the forecasting method employed. 
 
 

Conclusions and Recommendations 
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