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[bookmark: _Toc237262519]Section 1
[bookmark: _Toc237262520]1. Introduction 
[bookmark: _heading=h.2hhlicikj2hp]Toyota is one of the leading automobile manufacturers in the world with a strong presence in developed as well as emerging markets. Toyota’s mission is to move beyond traditional automaking and become a comprehensive and accessible automaker, whereas its mission is to be the leader in sustainable and tailored mobility solutions that improve everyday lives (Pereira, 2026). The report is going to examine the international marketing strategies of Toyota in its home country, the USA, and its host country, India. A detailed comparison of the macro-environmental factors, cultural influences, market segmentation, STP strategies, and 7Ps marketing mix is also evaluated, which were acquired by Toyota in both nations. Officially entering India in 1997, Toyota, in April 2026, recorded a 21% YoY growth with sales of 30,159 vehicle units (Auto Punditz, 2026). Analysis of the market entry strategy of Toyota in India and exploration of ethical issues related to marketing practices are also taken into focus.  
The report from the comparative analysis between the USA and India substantiates that Toyota’s unique global brand identity does not ensure thriving outcomes in diverse markets; instead, success depends on the ability to modify its marketing, adapting to local, cultural, and regulatory nuances of the eclectic markets. 
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Figure 1: Mission statement of Toyota
(Source: Pereira, 2026)
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Figure 2: Vision statement of Toyota
(Source: Pereira, 2026)
[bookmark: _Toc237262521]2. Analysis of the brand’s marketing strategy
[bookmark: _Toc237262522]2.1 Overview of the brand 
Toyota Motor Corporation is a Japanese multinational automotive manufacturer headquartered in Toyota City, Japan. The firm currently operates in more than 170 countries and regions, along with 72 manufacturing sites worldwide (Toyota, 2026). It has more than 390,000 employees, and as of 2025, the operating profit of the firm was identified as 221,695 million yen (Toyota, 2025). The firm is also recognised for its strong reputation in reliability, quality, and greater innovation, especially in hybrid vehicle technology. 
[image: ]
Figure 3: About Toyota
(Source: Toyota, 2026)
In the home market, the USA, Toyota Motor North America reported a total sale of 2,518,071 vehicles, which was up 8.0% on a volume basis and up 8.3% on a “daily setting rate” (DSR) basis compared to the previous year (Toyota, 2026). In India, Toyota operates through the “Toyota Kirloskar Motor” and sold 4,06,081 cars in 2024-25 (Toyotabharat, 2026). This is driven by the strong demand for different models like “Urban Cruiser Hyryder”, “Innova HyCross”, and Fortuner. While the US market strongly keeps focus on the advanced technologies and premium features for cars, Toyota’s operations in India prioritise affordability and fuel efficiency. 
[bookmark: _Toc237262523]2.2 Comparative analysis of the market in both countries 
Macro-environmental analysis 
Macro-environmental factors can be defined as external factors that can greatly impact business, especially multinational firms, such as Toyota. A PESTEL analysis has been taken into focus for evaluating the external factors that influence marketing and business operations in the USA and India. 
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Figure 4: PESTEL analysis
(Source: Self-developed)



Political 
The USA and India are both democratic nations with stable political systems that deliver a secure environment for multinational firms like Toyota. However, the lower political stability in both nations, such as -0.10 in the USA and -0.79 in India in 2024, indicates facing difficulties in conducting business smoothly for the long-term (Figures 2 & 3). 
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Figure 5: Political stability of the USA from 2017 to 2024
(Source: The Global Economy, 2024)
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Figure 6: Political stability of the India from 2017 to 2024
(Source: The Global Economy, 2024)
In the USA, government policies of the automotive sector keep a strong focus on domestic manufacturing, technical innovation, and EV adoption. The presence of the diverse federal and state initiatives strongly encourages the customers to purchase eco-friendly vehicles.
In the case of India, the government strongly promotes the foreign direct investment and domestic manufacturing of automobiles through certain initiatives like “Make in India”. The nation has also introduced effective policies for attracting the EV manufacturers by minimizing the import tariff rate by 15% for those organisations who invest in the local production, such as at least US$500 million for a factory (Reuters, 2025). 
Similarities and differences 
USA’s government incentivizes battery-led EVS, but India favors local manufacturing with slow shift to EVs.Hence, Toyota cannot pursue an exclusive blueprint for Evs in both markets, instead aligning investment strategies in accordance with local political environment is imperative. The US strongly emphasises innovation and customer incentives, whereas India focuses on attracting the manufacturing investment. 
Economic 
The USA's nominal GDP has been identified as US$31.4 trillion with an annual growth of 2.1% in 2025, which secured the nation’s position as the world’s largest economy (Statista, 2025). 
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Figure 7: Growth of US GDP from 1990 to 2025
(Source: Statista, 2025)
In comparison, the nominal GDP of India has been found to be ₹346.36 lakh crore in 2025 with a growth rate of 7.1% that is expected to reach 7.7% in 2025-26 (Pib.gov.in, 2026). 
For Toyota, the USA market generates higher demand for the high-priced vehicles, hybrids, SUVs, and other premium models. In India, the demand is concentrated in the affordable and mid-range vehicle segments due to the low purchasing power.
Similarities and differences  
USA supports benefit-based pricing and premium vehicle portfolio, but Indian customers demand affordability, despite Toyota’s reputation for reliability due to different purchasing power. Hence, sticking to a standardised global pricing structure, Toyota must modify pricing strategy on the basis of customer’s perception of value. 
Social 
Customers in the USA prioritise the safety, comfort, technical advancements, and performance of the vehicles, whereas Indian customers prioritise affordability, maintenance costs, fuel efficiency, and family-oriented vehicles. 
Focusing on population, it has been observed that as of 2025, India has a total population of 1,463.9 million, making it the most populous country in the world, whereas the USA took the third position with 347.3 million people (Statista, 2025). The younger democratic profile of India also creates the long-term growth opportunities for Toyota. 
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Figure 8: Countries with the largest population in 2025
(Source: Statista, 2025)
Similarities and differences 
Customers in both markets strongly value the quality, reliability, as well as vehicle safety. American customers prioritise the advanced features in vehicles, whereas Indian customers are more concerned about value for money and fuel economy. Toyota’s marketing should echo its international brand value but be modified on the basis of different cultural connotations and purchasing motvations. Generative AI can be leveraged to custom marketing messages to meet different social expectations of diverse markets. 
Technological 
The USA is the global leader in automotive innovation, autonomous driving systems, EVs, AI, and so on. Toyota is facing intense competition from the technically advanced manufacturers that operate in the USA market. In 2025, the size of the automotive AI market in the USA was USD4.99 billion, which is expected to reach USD18.16 billion by 2031 with a CAGR of 24.03% (Mordor Intelligence, 2025). 
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Figure 9: Automotive AI market in the USA 
(Source: Mordor Intelligence, 2025)
Additionally, India is also progressing towards technical advancements through digital infrastructure, smart manufacturing, and government-backed initiatives. However, technical adoption seems to be quite uneven 
Similarities and differences 
The USA possesses more advanced technical infrastructure, whereas India is still developing. Data-driven capability and evolving customer expectations are influencing competitive advantage substantiating the need to incorporate AI in targeted marketing, predict consumer demand, and post-sales services. 
Environment 
The USA has the stricter emission regulations as well as sustainability targets to reduce carbon emissions from transportation. For instance, the EPA (Environmental Protection Agency) set the target of pertaining to a fleet-wide average of 161 grams of carbon dioxide per mile (g/mi), which increases by 10.3% in model year 2026 (Figure 7). For passenger cars, it is set to 132 grams of carbon dioxide per mile (g/mi). Hence, Toyota has to keep a strong focus on this matter. 
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Figure 10: Fleet-wide CO2 and fuel economy regulations in the USA from 2023-2026
(Source: C2es.org, 2026)
India is facing severe environmental issues, including urban air pollution and high traffic congestion, although the government is trying hard to promote cleaner mobility solutions through the EV policies along with emission standards. 
Similarities and differences 
USA is pursuing full electrification to reduce GHG emission while India’s charging infrastructure is still at developing stage. Despite different maturity levels, Toyota needs to adopt market-specific sustainability strategies while concentrating on meeting its net-zero 2050 goal. Environmental concerns in the USA are driven mostly by climate change policies, but in India, it is more linked to air pollution, as well as urban sustainability challenges. 
Legal 
The USA has one of the most “stringent product liability systems” in the world that exposes large automakers like Toyota to legal risks if defects occur (Yuanitasari et al., 2023). Indian governance prefers to enforce the safety rules, whereas compliance requirements are evolving continuously with the modernisation of the automotive sector.
Similarities and differences 
Both the USA and India require greater compliance with labour, safety, and environmental regulations. The legal system of the USA seems to be more rigorous regarding the litigation and product liability, whereas the regulatory framework of India is still evolving. Toyota should implement futuristic legal governance framework that is capable of strengthening brand reputation in these two diverse markets.  
Cultural analysis
[image: ]
Figure 11: Cultural comparison between India and the USA 
(Source: The Culture Factor, 2025)
PDI 
India scored 77 in PDI, whereas the USA scored 40, indicating such differences in attitude levels toward authority and hierarchy (The Culture Factor, 2025).
Impact on Toyota 
In India, individuals prefer the hierarchical structure and have high trust in their authorities (Piliavsky, 2023). This benefits the reputation of Toyota as a reliable global automotive brand. 
In the case of the USA, Americans prefer liberty and justice for all, and as the marketing perceptions of Toyota strongly focus on customer empowerment, there is a possibility to enrich its customer base. 
Favourability 
Both markets seemed to be favourable for Toyota because Toyota ligns with unique cultural drivers in both markets.  However, India responds better to the authority-based branding. 
IDV 
The USA scored 60 on individualism, whereas India scored 24, ensuring a more collectivist orientation (Figure 8). 
Impact on Toyota
American consumers purchase the vehicles as per their personal preferences, self-expression, and lifestyle aspirations, and hence, Toyota promotes safety, vehicle performance, and technical features related to individual requirements (Toyota, 2025). For example, the adoption of SDV (Software Defined Vehicles) services by Toyota USA is relevant to ensure zero traffic accidents that can protect the society from a 4.4 trillion-yen loss (figure below).
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Figure 11: Adoption of SDV services in the value chain business in the USA 
(Source: Toyota, 2025)
On the other hand, Indians consider family requirements mainly, and thus, family-oriented models of Toyota have a high demand in this market. 
Favourability 
Both countries offer favourable conditions where the USA encourages product customization and India values family-focused promotional strategies. This is because USA demands pragmatism, but India fvours social hierarchy. 
MAS 
The USA recorded a masculinity score of 62, and India scored 56, reflecting that both societies are achievement-oriented and also competitive (The Culture Factor, 2025). 
Impact on Toyota 
In the USA, customers associate vehicles with their status, success, and personal achievement. To deal with this, Toyota highlights its advanced technologies, premium features, and performance capabilities in its marketing campaigns. Indian people perceive vehicle ownership as a symbol of social progress as well as economic achievement (Chakrabarti and Verma, 2025). 
Favourability 
Cultural similarities in both nations are favourable for Toyota facilitated by Toyota’s adpatability. 
Uncertainty avoidance 
The USA scored 46 while India scored 40, indicating that both cultures are comfortable enough with the changes. 
Impact on Toyota 
Customers in both the USA and India are open to adopting new automotive technologies, and Toyota has benefited well from this cultural trait by introducing innovative practices like the Prius and other models (Toyota, 2025). In the USA, customers are the quick adopters of the advanced technologies, whereas in India, customers are concerned about the adoption cost structure. 
Favourability 
Both markets are favourable enough for advancing the technical innovations of Toyota as these markets are ideal for mass hybrid models. 
Long-Term orientation 
India scored 51 on the long-term orientation, and the USA scored 50, reflecting the similar perspectives on future planning as well as pragmatic decision-making (The Culture Factor, 2025). 
Impact on Toyota 
In India, the cost of long-term ownership, fuel efficiency, along with resale values have been identified as the core purchasing factors. In the USA, customers highly appreciate the reliability of Toyota as well as its strong resale performance, especially in the SUV and hybrid segments. For instance, in 2025, the net sales of the firm were 4,084,984 million yen, indicating its preference in markets (figure below). 
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Figure 12: Financial performance of Toyota in 2025
(Source: Toyota, 2025)
Favourability 
The similarity between both countries seemed to be advantageous for Toyota as its core brand positioning is built around the long-term values and durability. Also this is possible by intertwining India’s facilitation of frugal innovation and USA’s propensity to favour next-gen EVs. 
Indulgence vs Restraint (IVR)
The USA scored 68, but India scored 26, showcasing the largest cultural differences between these countries. 
Impact on Toyota 
American customers mostly prioritise the convenience, comfort, enjoyment, and greater lifestyle benefits while purchasing cars (Li et al., 2026). Indian people prefer to make practical and financially cautious purchases, and therefore, Toyota promotes affordability and fuel economy in this market. 


Favourability
Both markets are favourable for Toyota, as long as the firm must acquire diverse marketing approaches. The cultural analysis demonstrates that the same internationally-reputed brand generates different perception for customers across different cultures. A counter-argument is that extensive localisations may not be required as digital technologies is bridging cultural gap. Hence, marketing the same products with culturally-responsive localized messaging but focusing on a fixed global brand value is imperative for Toyota. 
[bookmark: _Toc237262524]2.3 Comparative analysis of STP 
Segmentation
	Variables
	Toyota-USA
	Toyota-India
	Comparative analysis

	Demographic 
	Age: 30-60
Gender: Balanced (55% male, 45% female)
Income: Middle-class families, with income ranging between $50,000-$120,000
Occupation: Urban, eco-conscious professionals, traders, white-collar professionals
	Age: 35-55+
Gender: Multi-generational families, predominantly male buyers
Income: ₹1-4 lakh monthly income
Occupation: Corporate professionals, business owners, and  fleet supervisor
	Similarities: Core age group, occupation standards, and primary value perception. The young generation of both markets favours high-tech vehicles.  
Differences: Different income capacity that differentiates purcahisng capability of target customer groups 

	Geographic
	SUVs and trucks are preferred in urban settings, which represent 290,150,111 out of the USA’s population of 349,035,494 (Worldometer, 2026). 
	Tier 1, 2, and 3 cities and urban areas, with 6.35% CAGR growth of SUVs (Mordor Intelligence, 2026). 
	Similarities: Higher demand in urban and metropolitan areas.
Differences: India’s geographical diversity demands hyper-localised adaptation 

	Psychographic
	Consumers value innovation, sustainability, comfort, affordability, and convenience (Deloitte, 2026).
	Consumers value practicality, everyday utility, and long-term reliability (Pwc, 2026).
	Similarities: Both markets value pragmatic value
Differences: Cultural values differentiate both markets. In USA, customers are experimental and tech-driven, whereas in India, customers are risk-averse and driven by social-hierachy

	Benefit
	Seamless digital integration, premium service, tech-forward features, sustainability, and safety are preferred (Rebeco, 2026). 
	Fuel efficiency (accounts for 10.20% of everyday expenses) and resale value (14.72% CAGR in resale vehicle values) are preferred (PwC, 2026; Mordor Intelligence, 2026).
	Similarities: Reliability is perceived as beneficial 
Differences: Economic values determine benefits

	Usage and commitment 
	Toyota has achieved 65.4% of customer loyalty (Thomhave, 2025). 
	Innova and Fortuner contributed to 33.128 units of vehicle sales in May 2026 (Autox, 2026).
	Similarities: Strong brand loyalty in both markets
Differences: Loyalty anchors are different


Table 1: Comparative analysis of STP
(Source: Self-developed)
Purchasing intentions in USA and India are influenced by economic capabilities, cultural values, and convenience. 
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Figure 13: USA population
(Source: Worldometer, 2026)
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Figure 14: Indian SUV segment projected growth
(Source: Mordor Intelligence, 2026)
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Figure 15: Expenses reserved for fuel in India
(Source: Pwc, 2026)
Targeting 
USA
First-time buyers: economical cars, such as the Camry or Corolla.
Families and adventure enthusiasts: crossover of different models and SUVs, such as RAV4 (Thomhave, 2025).
Commercial truck buyers: Heavy-duty trucks, such as Tacoma.
Tech-driven and eco-conscious buyers: hybrid-only models, such as Prius. 
India
Premium and affluent consumers: Premium vehicles, such as Fortuner
First-time buyers: Partnering up with Suzuki to develop pocket-friendly models, such as Glanza (Suzuki, 2025). 
Eco-conscious executives: Hybrid model, such as Camry Hybrid
A counter-argument can be made that Toyota’s targeting strategy is product-driven, which is orthodox and limited, instead it should be tailored to meet customer expectations. 
Positioning
USA
In the USA, Toyota positions itself as an automaker that prioritises quality, durability, and reliability and integrates advanced technology to meet sustainability commitments. The multi-pathway strategy helps Toyota to focus on futuristic innovation and widen its product range with hybrid, plug-in, and battery-led EVs. 
India
In India, Toyota positions itself as a fuel-efficient premium automaker and offers future-oriented technologies, addressing price-sensitive Indian consumers. 
Assessing the similarities and differences of both markets, Toyota’s positioning strategy should be future-facing, balancing trustworthiness with digital capabilities, ensuring sustainable functionality supported by automated solutions in both India and USA.  
Perceptual map
USA
[image: ]
Figure 16: Perceptual map for Toyota in the USA
(Source: Self-developed)
In the USA, Toyota is positioned as an innovative upper-middle brand. 
India
[image: ]
Figure 17: Perceptual map for Toyota in India
(Source: Self-developed)
Toyota is positioned as a premium brand in India compared to mainstream standards in the USA. 
[bookmark: _Toc237262525]2.4 Comparative analysis of International Marketing Mix 
Marketing strategy can be defined as the process to enhance cutsomer’s jorney through stage of interacting with brands. 7Ps of marketing is a srategic framework that helps  brands to systematically create value for their products to the customers.  
Product 
Toyota – USA
· 2025 report showed 2033 million vehicle sales in the US.
· 48% of total sales included SUVs and light trucks (Toyota Motor North America, 2026).
· RAV4 and Grand Highlander models are primarily in demand.
· Accelerated electrification increased demand for hybrid vehicles. 
Toyota – India
· FY2025-26 report showed 337,148 unit sales by Toyota Kirloskar Motor (Toyota Bharat, 2026).
· SUVs and MPVs such as the Urban Cruiser Hyryder, Innova HyCross and Fortuner are major products.
· Fuel efficiency and compact structure are preferred.
Price
Price refers to the amount consumers pay for a particular product or service and reflects the pricing strategy of the firm along with perceived value and market positioning (Bhattacheryay, 2023). 
Toyota – USA
· Average transaction price for a new vehicle is >US$40,000, addressing ~US$89,000 GDP per capita (Morningstar, 2026).
· Consumer financing is available with higher purchasing power.
· Available models addressing the mid-to-premium segment. 
Toyota – India
· Price-sensitive approach in market.
· Local manufacturing and localisation strategies are adopted.
· Products such as the Urban Cruiser Hyryder, priced from approximately ₹11–20. lakh, address middle-class customer preferences with ~US$2,812 GDP per capita (Worldometers, 2026).
Place
Toyota – USA
· >1,500 dealers work with Toyota in the US.
· Digital retailing platforms and online reservation systems are used optimally.
Toyota – India
· >1,000 customer touchpoints are achieved across India.
· Focus remains on efficient dealerships and service outlets in major metropolitan and Tier-2 cities.
Promotion
Toyota – USA
· US market promotion has focused on electrification, innovation, and safety.
· Integrated Marketing Communication (IMC), including sports sponsorships and sustainability-focused messaging, is infused for environmentally conscious consumers.
Toyota – India
· Indian marketing demonstrated family emotion, reliability, durability, mileage, and value for money aspects.
· Cultural and regional languages are integrated into marketing for engagement. 
People
Toyota – USA
· Sales consultants are trained in customer experience and technical approach.
· 90% of vehicle sales are initiated over online site guidance (IBIS World, 2025).
· Digital assistance with personalised mobility solutions is mostly preferred by the 30-60 years of the targeted population.
Toyota – India
· Multilingual support and relationship-based customer services are embedded into the process to achieve 1,000 customer touch points.
· 28-55 years of targeted customer segment is analysed for purchasing behaviour determination and service expectations.
Process
Toyota – USA
· Online configuration options, financing approval, and scheduling of after-sales services improve process efficiency before visiting the dealership (Toyota Motor North India, 2026).
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Figure 18: Global distribution channel of Toyota 
(Source: Influenced by Toyota, 2026)
Toyota – India
· Purchasing decisions are dependent on dealership interaction and physical access, despite the availability of an online booking system (Toyota Bharat, 2026).
Physical Evidence
Toyota – USA
· Physical dealership sites show modern architecture along with digital displays, branded customer lounges and technology-enabled service centres. 
Toyota – India
· Brand identity is maintained with language adaptation, family service at the store and localised offerings to facilitate customers. 
Critical Comparative Analysis
Product adaptation is the major strategy of Toyota that aligns with brand portfolio and local market demand. Comparing the market scenario of the US and India, it is evident that the US market is focused on larger SUVs and electrified models (Mittal and Shah, 2023). The Indian market has prioritised fuel-efficient family vehicles with affordability. However, considering ever-evolving customer demands, it is imperative to adopt a more strategically fluid marketing strategy that offers value to the existing customer base while attracting tech-savvy, sustainable, and personalized automotive experiences.
The branding approach consists of technologically advanced electrified and hybrid models marketed in the US, making this market the early adopter of Toyota innovation (such as i-Force Max Powertrain, 3.5L Twin Turbo V6 engines) (Toyota 2025). The risk-averse consumers of the Indian market showed an early majority segment to accept innovation through proven reliability and affordability of fuel-efficient vehicles.
Market-oriented pricing has helped Toyota to obtain a competitive advantage in both the US and Indian markets. Sensitive pricing in India and value-based pricing in the US are adopted following market conditions such as disposable income, purchasing power, and competitive intensity. Affordability and premium pricing are strategized based on demand. Buying behaviour and local infrastructure supported the distribution strategies, which are indirect, franchised dealership-based (Bhalchandra and Shinde, 2024). Though the emphasis remains on dealer networkship, the Indian market is organised with accessibility options for expansion even in emerging cities. 
Promotional messages of Toyota have focused on regional and cultural value, along with media consumption patterns, along with its core brand identity (Kotabe and Helsen, 2022). A counter-argument can be made that, instead of selecting between standardisation and adaptation strategy in the 7Ps of marketing, Toyota should integrate a glocalised approach that combines its global brand strategy with locallised marketing strategy effectively. 
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Figure 19: Q Service framework of Toyota
(Source: Toyota, 2026)
Diversified market criteria and customer preferences allowed Toyota to strategise service delivery processes based on market demand (with the help of its ‘Q Service framework’) (Toyota, 2026). The differences in digital maturity and consumer buying journeys across markets highlighted the need for both online and physical presence. A partial standardisation process is present in the physical presence of Toyota to maintain brand consistency. To exhibit market-specific responsiveness, Toyota should strategically incorporate predictive analytics to successfully anticipate behavioral changes and demand shifts among customers. 


[bookmark: _Toc237262526]2.5 Analysis of the market entry strategies 
	Market entry method
	Risk 
	Control
	Flexibility 
	Success & Return on Investment 
	Suitability 
	India 
Advanatge 
	India
Disadvantge 
	USA 
Advantage 
	USA 
Disadvantage 

	Exporting 
	Low 
	Low 
	High 
	70% export duties are constrained by high logistics costs and retail prices for foreign manufacturers (Sarkar et al., 2023)
	Reduced price competition with high tariff and lowered expected ROI
	Low investment and quick entry
	High logistics cost 
	Easy market testing 
	Strong transport cost

	Licensing 
	Low 
	Low 
	Moderate 
	Carrot licensing provided limited and indirect ROI, while limited value capture and technology leakage reduced India market opportunities
	It will reduce technology leadership and brand equity
	Low risk 
	Limited control 
	Faster expansion 
	Reduced brand control 

	Franchising 
	Low - Moderate 
	Moderate 
	High 
	Rapid expansion of franchise industry and projection showed market value of (US$845 million) by 2030, focusing on the retail and service sector (Technavio, 2026)
	Suitable for dealership expansion instead of vehicle production 
	Rapid expansion of the dealer 
	Inconsistent quality of services 
	Wide coverage of the dealership 
	Limited control on operations 

	Joint venture
	Moderate 
	Shared 
	Moderate 
	406,081 vehicle sales of Toyota Kirloskar Motor showed 20% growth, indicating shared investment and local production have strong commercial returns (Toyota Bharat, 2026)
	Highly suitable with reduced risks from shared investment and sustenance of production efficiencies and sales growth
	Local knowledge 
	Shared profit 
	Access to the local expertise 
	Partner conflict 

	Strategic alliance 
	Moderate
	Shared 
	High 
	Suzuki-based collaboration showed high business grow,th recording 53% of Toyota Vehicle sales in FY2025 (Dalvi, 2025)
	Technology collaboration is supported, but as a manufacturer, it limits entry efficacy
	Resource sharing 
	High dependency on partners 
	Innovation and greater market access 
	Shared benefits 

	Wholly owned subsidiary 
	High 
	Very High 
	Low 
	High upfront investment and long lead time based on regulatory approval complexities increase risks of wholly owned manufacturing operations
	Longer payback period with high financial exposure increases risk
	Full control 
	High investment and regulatory risks 
	Full profit 
	Very high cost 


Table 3: Market entry strategies
(Source: Influenced by Singh, 2022; Lecture 7)
The data evaluation presented in the table demonstrated that the joint venture strategy is most effective for Toyota to balance risks while controlling resources and maintaining operational flexibility. It is effective to deliver 20% sales growth through local expertise, shared investments and regional production efficiency against long-term market competition. 
[bookmark: _Toc237262527]2.6 Evaluation of ethical issues 
The ethical responsibilities of Toyota can be analysed through Carroll’s CSR pyramid. The record sales of Toyota Kirloskar Motor in  FY2025-2026, with 20% year-on-year growth, are the result of balanced operations focusing on both economic objectives and sustainable standards of ethical, legal and philanthropic obligations. Toyota marketing objectives are aligned with the American Marketing Association (AMA) Code of Ethics to promote transparent and honest information (Mensah, 2024). The Indian business required compliance with Indian regulatory frameworks such as the Consumer Protection Act 2019, Central Consumer Protection Authority (CCPA) Guidelines, and the Advertising Standards Council of India (ASCI) Code (BR and Hanspal, 2025). In the case of ethical marketing, focus can be provided on the Patagonia, as the firm published transparent environmental progress as well as shortcomings (Patagonia, 2025). In case of another example, Dove can be taken into focus as it has promised not to use AI-generated or distorted images of women (Dove, 2026). 
On the contrary, Toyota’s ethical challenges are observed in labour disputes that included production disruption in Bidadi manufacturing facility, considering workplace policies and employment conditions. Hence, employee welfare and operational efficiency issues became prominent. Moreover, corrective actions were implemented to testing and product quality assessment strategies that are viewed with voluntary recall of 11,529 Urban Cruiser Hyryder and 4,863 Camry, Vellfire and Land Cruiser models in India in 2025 for faulty fuel-level indicator and Parking Assist ECU software issues, respectively (NDTV, 2025; ETAuto Desk, 2025). These actions showed legal compliance and accountability of Toyota, which enhanced customer brand trust. Nonetheless, ethical labour practices. For another example, focus can be provided on Shein as the firm was fined €1 million for misleading the environmental claims (Reuters, 2025). Similarly, Publishing.com also charged a total of US$1.5 million for the misleading earnings claims as well as undisclosed incentivised reviews (Ftc.gov, 2026). 
[bookmark: _Toc237262528]2.7 Recommendations 
Recommendation 1: Integration of Salesforce Automotive Cloud into the dealership network can strengthen the omnichannel platform of Toyota. The AI-enabled application ensures efficient virtual vehicle configuration, predictive after-sales services and personalised financing. The target is to increase customer engagement by 125% with a 15% improvement in online lead conversion through strong customer experience and sales efficiency in three years. 
Recommendation 2: Landing AI Vision Inspection can be implemented for quality management while managing employee grievance management can be stabilised through SAP SuccessFactors based monitoring in Indian manufacturing facilities. The aim is to reduce quality defects by 30% and recall incidents by 25%, which will improve employee satisfaction by 20%. Hence, ethical compliance and operational reliability can be achieved. 
[bookmark: _Toc237262529]3. Conclusion
Based on the overall context, it can be concluded that Toyota has adapted its international marketing strategies successfully despite distinct market conditions in the USA and Indian markets. Although these countries offer strong growth opportunities, differences in cultural values, economic perceptions, and customer preferences require the localised approaches mainly. Selection of an adequate target market, promotional strategies, and market entry aspects helped Toyota as well to develop a strong competitive position in India. 


[bookmark: _Toc237262530]Section 2 
[bookmark: _Toc237262531]Reflective account
In order to reflect on the above work, I have used the reflective model by Gibbs so that an explicit inclusion of feelings, evaluation and analysis can be inculcated. Another reason behind using the Gibbs reflective model is that it ensures step-by-step scaffolding for preventing vague storytelling and promotes logical evaluation simultaneously. In the words of Chaseley and Abercrombie (2025), Gibbs reflective cycle can ensure step-by-step scaffolding for reflective learning.
Description
In the description stage, it is evident that the report aims at demonstrating the marketing strategies of Toyota at the global level. Here, a suitable comparison has been performed between the home country, the United States and the host country India. In this context, the external environmental analysis has been done using the PESTLE analysis, while cultural analysis has been done with the help of the Hofstede model. Further, 7Ps of marketing mix has also been done for determining the strategies of Toyota in both India and the United States. Proper segmentation of the concerned markets has also been done using the STP model. In this case, quality, durability and reliability has been prioritised by Toyota so that a proper positioning can be achieved by every means.
Feelings
I have felt that there is a need for performing external market analysis for Toyota for both India and the United States so that the opportunities and threats can be determined in a proper way. Considering the positioning strategy of Toyota in the Indian and the US markets, the focus has been on ensuring quality and durability of the product so that the requirements and expectations can be met effectively. I have also felt that the price range of Toyota has been in such a stage that the product can be afforded by middle class and upper middle-class people. As per the viewpoints of Rezazadeh et al. (2023), effective pricing of products can be crucial in ensuring a competitive advantage for companies in new markets.
Evaluation
It is also evaluated that the 7Ps of marketing has been one of the most effective marketing strategies for Toyota as it has helped in determining various strategies such as product, place, price, promotion, people, process and physical evidence. These factors have certainly played a crucial role in ensuring Toyota in gaining a competitive edge in both the markets of India and the United States. I have also evaluated that there are several similarities between the Indian consumers and the consumers in the United States as they both prioritize quality, safety and reliability. Considering the differences, the Indian consumers prefer value for money while the US consumers prefer vehicles with advanced features. Therefore, Toyota needs to be quite versatile in order to maintain a competitive advantage in both the markets.
Analysis
I have also analysed that the technological aspects in the US and India have been quite effective due to advancements such as digital infrastructure, smart manufacturing and government-backed initiatives. The analysis states that there is a significant difference between India and the United States as the former is still developing technologies while the latter is a developed one. On the other hand, the environmental factor has also played a crucial role in shaping the strategies of Toyota so as to set accountability and responsibility of the company while operating in both the markets. Considering all these facts, I have observed that this reflective statement has proved to be quite effective and beneficial for me in developing logical evaluation of the facts and figures.
Action Plan
As far as the action plans are concerned, I have noticed that there is a need for me to enhance my research skills so that more sources can be accessed for ensuring better authenticity and reliability. Considering Toyota, there is a need for incorporation of salesforce automation cloud within the dealership network so that ensuring effective after-sale services, personalisation and virtual vehicle configuration can become effective. This factor will allow Toyota to enhance customer engagement by 125% in the long run. On the other hand, there is also a need for Toyota to incorporate AI-vision inspection for better quality management and grievance management. This strategy will not only allow reduction of quality defects and recall incidents but also enhance employee satisfaction at the same time. Therefore, following these action plans will certainly ensure Toyota with a proper competitive position in both the Indian and the US markets.
Conclusion
It can be concluded that Toyota will have to focus on engaging different strategies in the case of India and the United States markets. Since, the priorities and requirements of consumers in these two markets are quite different, the strategies will have to be modified accordingly. Further, I have also observed that there is also a need for maintaining proper sustainability by Toyota so that proper competitive advantage can be ensured by earning the trust and confidence of the consumers. 
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