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Honda Motor Company Limited is a public multinational conglomerate corporation, headquartered in Japan, which has globally grown over the years (Kustini, 2013). It started as a local brand in Japan but has developed and is known for manufacturing automobiles, motorcycles and power equipment. This brand is competing against global heavyweights in the automobile industry like Toyota, Ford and Volkswagen group but it is doing so well. The success has not come easy and has happened due to the strategies that it has been using over the years. The brand has been improving over the years, and it has the edge over its competitors because of its efficiency and quality that has led to it earning the trust. 

Its success can be traced to various elements in its strategy. Its quality, durability, and design of its products are next to none (Dobele et al., 2015). Another factor in its plan was the willingness to listen to its customer's feedback and improve depending on what the market demands. It also has an exquisite design and reliability of its automobiles is top notch. Honda vehicles are known for being of high quality, giving a long lasting experience and providing excellent value for the cash paid. The brand has efficiently competed with other big brands because of the trust people have in the vehicles.

Its interior and exterior design are customized according to the market demands. According to Dobele et al., (2015), most people prefer its exterior design when compared to the design of competitors. In addition to the exquisite designs, the model offers a potential buyer the opportunity to choose from the many models of the same company that is available in the market. The brand has also been competitive worldwide because of its strategy of localizing rather than globalizing. Unlike many of its competitors, the brand is not controlled from the headquarters in Japan. It has a policy such that its subsidiaries operate as independent companies, hence, designing and building vehicles based on the local demands.
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