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Study of marketing strategy of Toyota corporation in China

ZHAQ Jian-you, ZHOU Sun-feng
(School of Automobile, Chang’an University, Xi’an 710064 , Shaanxi, China)

Abstract: With the help of the marketing management theory, the authors analyze the unique mar-

keting strategy that Toyota adoptes in China from the angles of product, price, channel and marketing.

The results of the analysis have found that the rapidly developing factors including product mix tactics,

stable price system, flat marketing channel, and so on, of Toyota in the Chinese market, and also pro-

vides reference for China’s automobile enterprises when they plan to enter international markets.

Key words: Toyota; marketing strategy; marketing mix; public relationship
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