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[bookmark: _Toc235618035]Introduction 
In the modern age, international marketing has grown into a key part of business as organisations extend beyond international borders to approach new customer, enhance their competitive position and attain sustainable growth. However, international business firms need to recognise the disparities in economic conditions, legal regulations, political systems and cultural values that shape consumers' behaviour and marketing choices. Therefore, companies need to be consistent across countries while adapting their strategies to the local market to sustain international competitiveness (Kostruba and Kostruba, 2025).
Toyota Motor Corporation is one of the world's major automotive manufacturers that operates in over 200 countries with a wide range of products including passenger vehicles, hybrid vehicles and commercial automobiles (Toyota, 2023). While Toyota follows a global vision of delivering quality, innovation and sustainability, its marketing strategies are adapted to match the characteristics of individual markets. Japan is the home of Toyota which is known for its advanced technology and established consumer preferences whereas India is an emerging, high-growth economy with growing disposable income, rising urbanisation and increasing demand for cheap and fuel-efficient vehicles (Government of Japan, 2017; PIB, 2026).
This report critically compares Toyota's international marketing strategies in Japan and India by analysing the macro-environment using the PESTEL framework and examining cultural differences through Hofstede's cultural dimensions. It also examines Toyota’s segmentation, targeting and positioning (STP), international marketing mix (7P), market entry strategy and important ethical aspects that are affecting the company in India. The comparative analysis provides evidence-based recommendations for improving Toyota's international marketing strategy in both markets in the future.


[bookmark: _Toc235618036]Company Background
Toyota Motor Corporation is a Japanese multinational manufacturing company founded in 1937, known for its focus on quality, innovation and operational excellence (Toyota, 2026). It has operations in over 200 countries and regions with a wide range of products including passenger cars, sport utility vehicles (SUVs), commercial vehicles, hybrid electric vehicles, plug-in hybrid vehicles, battery electric vehicles and hydrogen fuel cell vehicles (Toyota, 2024). Toyota Motor Corporation's long-term business strategy focuses on continuous improvement (Kaizen), customer satisfaction, Jidoka (Automation with a human touch) and sustainable mobility which ensures its position in the global automotive industry remains robust (Toyota, 2026).
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Figure 1: Indian Automobile Market Growth Trend
(Source: IMARC, 2025)
Japan is the domestic market of Toyota where the firm utilises its sophisticated manufacturing expertise, a developing technological community and strong brand loyalty among consumers. The country also hosts Toyota's headquarters and main research and development centre, enabling the company to develop new mobility solutions and environmentally friendly technologies (Toyota, 2026). In contrast, India is becoming one of the largest growth markets for Toyota because of the growing population of its middle class, a high level of urbanisation and rising demand for reliable and fuel-efficient vehicles (IMARC, 2025). In 1997, Toyota joined forces with the Kirloskar Group to create a joint venture named Toyota Kirloskar Motor which has allowed the company to reinforce local production, expand distribution channels and adapt to the tastes of Indian consumers (Toyota, 2026).
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Figure 2: Brand Logo of Toyota
(Source: Toyota, 2026)


[bookmark: _Toc235618037]Comparative PESTEL Analysis of Japan and India
The PESTEL framework can be used to analyse external factors that influence Toyota's international marketing strategies in Japan and India in a structured manner. Toyota has established a strong presence in both markets but varying political systems, economic conditions, socio-cultural characteristics, technological advancement, environmental priorities and legal regulations require the company to strike a balance between global consistency and local market adaptation.
Table 1: PESTLE Analysis
	Factor
	Japan
	India
	Marketing Implications for Toyota

	Political
	Stable government and industrial policies
	Democratic system with state-level policy differences
	· Standardised operations in Japan
· Flexible strategies in India

	Economic
	High-income, mature economy
	Fast-growing emerging economy
	· Premium vehicles in Japan
· Affordable and hybrid models in India

	Social
	Ageing population
	Young and expanding middle class
	· Safety and comfort in Japan
· Affordability and fuel efficiency in India

	Technological
	Global automotive innovation leader
	Rapid digitalisation and manufacturing growth
	· Innovation in Japan 
· Digital engagement and localisation in India

	Environmental
	Strict carbon-neutral policies
	Increasing emission regulations
	· Expansion of hybrid and low-emission vehicles

	Legal
	Strong regulatory and IP protection
	Evolving automotive and consumer regulations
	· Continuous compliance with different regulatory standards


In terms of political business climate, Japan provides Toyota with a very stable setting that includes transparent government and long-term industrial policies for innovation and sustainable mobility (Grant Thornton, 2026). India's democratic system ensures political stability while there is variability in policy implementation among the states which adds operational complexity (Mahandule, et al., 2024). The Make in India initiative and the Production Linked Incentive (PLI) scheme have been instrumental in fostering local automotive manufacturing and attracting foreign investment, bolstering Toyota's production capacity in India (PIB, 2025). Thus, Toyota has standardised strategies in Japan while having a higher level of flexibility in India.
Economic conditions also play a role in determining Toyota's position in the market. The Japanese economy is highly developed with high purchasing power and low economic growth with a USD 343.12 billion automobile market that emphasises quality, advanced technology and environmental performance (Sancia, 2025). In contrast, India is one of the fastest-growing major economies in the world with a GDP growth rate of approx. 6.5% in FY 2024-25, supported by increasing income and rapid urbanisation (World Bank, 2026). This has created a need for more fuel-efficient and cheaper vehicles which has led Toyota to focus more on customers' value demands in India and hold its premium positioning in Japan.
Toyota's marketing strategy is also guided by social differences. 29.1% of the population of Japan is over the age of 65 which creates a demand for vehicles that are comfortable, safe and have enhanced driver assistance capabilities (ITA, 2023). However, the average age of the population is around 28 years in India and its increasing middle-class population is looking for reliable vehicles with added modern digital features at affordable prices (Niti Aayog, 2026). The disparity in demographics demands that Toyota change its product portfolio and promotional messages must satisfy the needs of different consumer bases in both markets.
Technology is one of the most powerful sources of competitive advantage for Toyota. Toyota's ability to create hybrid, hydrogen and next-generation mobility solutions is rooted in an advanced innovation ecosystem of Japan which is supported by world-class research, robotics and automotive engineering (Hoshsimi, 2025). The rapid digitalisation of the Indian landscape, accompanied by over 900 million Internet users in 2024 has opened new opportunities for online marketing, digital customer engagement and connected vehicle services (IBEF, 2024). This enables Toyota to combine the latest technology solutions created in Japan with a growing emphasis on digital marketing and manufacturing practices in India.
Environmental factors are playing a more crucial role in both markets. The Japanese government has set bold targets for carbon neutrality and has implemented strict vehicle emissions standards that promote hybrid and electric vehicles (JASIC, 2024). India has also updated environmental regulations such as BS-VI emission standards and policies that favour enhanced transportation to reduce air pollution in cities (ITDP, 2024). Toyota Technologies Co., Ltd. has addressed new customer and regulatory demands by expanding the varieties of hybrid vehicles and investing in clean production processes which reinforce its sustainability goals.
At last, legal environments affect Toyota's operations. Japan has a highly predictable legal structure along with strong intellectual property rights and consumer safety measures (ITA, 2025). The automotive safety and consumer protection laws have been strengthened in India but compliance remains more complex with differences in procedures across jurisdictions (Subramanian, 2024). Hence, Toyota is striving to change its products and business processes to meet legal requirements, maintain product quality and strengthen customer trust in both countries.


[bookmark: _Toc235618038]Hofstede's Cultural Analysis of Japan and India
Cultural differences play a significant role in shaping consumer behaviour and international marketing strategies (Rusdian, et al., 2024). Hofstede's Cultural Dimensions provide a useful framework for understanding how national culture influences customer expectations, purchasing decisions and communication preferences. Toyota applies a combination of standardised global values and localised marketing strategies to meet the distinct cultural characteristics of Japan and India.
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Figure 3: Hofstede’s Cultural Dimensions Comparison of India and Japan
(Source: TCF, 2026)
Power Distance differs greatly between these two countries with India having a score of 77 and Japan having a score of 54. Indian society has a hierarchical order and people are more likely to trust reputable brands and expert suggestions (Verma and Gupta, 2025). Hence, Toyota gains its reputation from authorised dealerships, after-sales services and long-term customer relationships. Toyota's high expectations for customer engagement and ongoing quality improvement are driven by relatively lower power distance in Japan which promotes enhanced customer interactions and expectations of responsive service. 
Individualism is also different between the two countries. Japan has a higher score of 62 than India’s score of 48, indicating that Japanese consumers place relatively greater emphasis on personal achievement and individual preferences. Toyota encourages advanced technology, performance and product development for the Japanese market (Toyota, 2026). However, India has a collectivist culture which usually means decisions are taken based on family needs and social relations (Bhawuk, 2017). Therefore, Toyota sells spacious, durable and sustainable cars that can be trusted by customers who are family-oriented, especially those in the SUVs and multi-purpose vehicles (MPVs) segments.
There is a notable difference in the Masculinity dimension as Japan has a very high score of 95 which highlights a culture that values competition, achievement and success. Hence, Toyota’s marketing in Japan prioritises engineering excellence, product quality and technological leadership by using Monozukuri Philosophy (Toyota, 2026). While India shows a moderately high masculinity score of 56, consumers check their desire for status against their affordability and usability. Therefore, Toyota merges its luxury brand image with value propositions that match India's price-conscious consumers.
Another factor which affects consumer expectations is the variation of Uncertainty Avoidance. Japan shows a high preference for certainty, reliability and product safety with a score of 92. This underscores Toyota's commitment to high standards of quality, advanced safety features and a solid after-sales network. In contrast, India's score is 40, indicating a higher tolerance for uncertainty. However, Toyota enjoys greater flexibility in developing new vehicle models and innovative marketing strategies to meet changing consumer needs (Toyota, 2026).
At last, Japan has a very high score of 100 for Long-Term Orientation and India receives a score of 51 which shows greater integration between long-term planning and short-term considerations. In this respect, Toyota's domestic strategy focuses primarily on continuous innovation, sustainability and mobility solutions for the future such as hybrid and hydrogen technologies. While both countries show a relatively low level of indulgence which highlights more practical spending behaviour, Indian consumers are more value-conscious because of income differences (Bhatia, 2018). Toyota uses culturally responsive marketing measures that maintain its worldwide brand identity and satisfy local consumers' expectations in Japan and India.
Table 2: Hofstede's Cultural Dimensions Implications for Toyota
	Dimension
	Implications for Toyota

	Power Distance
	Greater emphasis on authority and trust in India

	Individualism
	Personal benefits highlighted in Japan, family values in India

	Masculinity
	Performance-focused marketing in Japan and balanced value proposition in India

	Uncertainty Avoidance
	Greater focus on quality assurance in Japan

	Long-Term Orientation
	Innovation and sustainability in Japan and practical value in India

	Indulgence
	Practical purchasing behaviour in both markets





[bookmark: _Toc235618039]Comparative STP Strategy of Toyota in Japan and India 
Toyota can execute a segmentation, targeting and positioning (STP) strategy that meets the needs of consumers in Japan and India but still communicates a unified global brand image. The company tailors its STP strategy to account for differences between the two markets with respect to demographics, culture, purchasing power and consumer preferences instead of using a fully standardised marketing strategy. This localisation strategy has helped Toyota to become the world's top automobile manufacturer with more than 10.8 million vehicles sold worldwide in 2024 (Reuters, 2025).
Toyota utilises demographic, geographic, psychographic, behavioural and benefit segmentation in both countries but the significance of each varies with market conditions (Hartoyo, et al., 2023). The company is mainly targeting premium consumers in Japan who appreciate advanced technology, environmental friendliness and high-performance levels of vehicles. The accelerating growth of the nation's elderly population also led to an increase in demand for cars that have advanced safety features and driver assistance technology (Tochibayashi and Ota, 2024). Conversely, the Indian population is younger and the middle class is growing with a strong preference for affordability, fuel efficiency and maintenance costs when making purchasing decisions (IMARC, 2025). Moreover, India emerged as the third largest automotive market in the world with the sale of passenger vehicles exceeding 4.3 million units during FY2024 which provides significant opportunities for Toyota (SIAM, 2025). These differences suggest that the use of a standardised segmentation approach would be less effective in both markets.
Furthermore, Toyota's targeting strategy also shows that the priorities of consumers differ from one another. In Japan, it is dedicated to customers looking for innovative and environmentally-friendly mobility solutions including hybrid cars such as the Prius and other advanced vehicles (Toyota, 2023). Toyota's strategy in India includes vehicles such as the Toyota Urban Cruiser Hyryder and Innova Hycross which are designed for a middle-income market and urban families, offering comfort, economy and reliability (Kaul, 2025). Hence, Toyota can adapt to local buying habits and improve competitiveness in the market by using this targeting approach.
Toyota's positioning is consistent around the world but is presented differently in each market. In Japan, the brand is regarded as a pioneer in engineering excellence, innovation and sustainable mobility (Toyota, 2025). However, Toyota's marketing strategy in India focuses on its reputation as a reliable manufacturer that provides fuel-efficient, long-lasting cars with high resale values and a robust after-sales service network. This dual positioning and transnational strategies enable Toyota to match the competition from other domestic and international manufacturers and reinforce customer trust in both markets (Hyun, 2025). Toyota's track record of aligning its STP approach to its global values also offers a distinct competitive edge in both mature and emerging automotive markets.
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Figure 4: Positioning Map: Japan Versus India
(Source: By Author)


[bookmark: _Toc235618040]Comparative Marketing Mix (7Ps) of Toyota in Japan and India
Toyota's marketing mix is customised to meet consumer preferences in India and Japan but it is still regarded as a global leader in quality, reliability and innovation. The core values of the company have stayed the same but each element has been adjusted to address differences in consumer preference, purchasing power and market maturity. This standardisation and adaptation allow Toyota to remain competitive in both developed and emerging markets.
Toyota's product strategy is an indication of the opposing demands of the two markets. The company provides a variety of hybrid vehicles, battery electric vehicles and hydrogen-powered vehicles as well as top-quality passenger cars with high demand for technological innovation and environmentally friendly mobility (Toyota, 2024). Japanese buyers are also looking for the latest safety technology and smart connectivity. In contrast, the Indian product portfolio of Toyota is dominated by models that are more practical in nature including the Urban Cruiser Hyryder, Innova Hycross and Fortuner variants where fuel efficiency, durability and maintenance costs play a major role in the purchase decision. Although hybrid vehicles are expanding in India, Toyota continues to prioritise products that deliver affordability and long-term value (Cook, 2026). This product adaptation helps the company meet local demand and maintain high international product quality standards.
Toyota is also known for its difference in pricing. In Japan, value-based pricing highlights consumers' willingness to pay for advanced technology, safety and product quality (Bitzios, et al., 2017). However, the Indian car market is price-sensitive and Toyota must offer competitive pricing with financing options and lower ownership costs (Kumar, et al., 2020). The firm can help appeal to middle-class families through this while maintaining its premium brand reputation.
The place strategy also differs according to market development. The Japanese dealership network is well-developed with efficient logistics and digital retail support, providing customers with easy access to sales and after-sales services (Toyota, 2018). In India, Toyota has also diversified its dealership and service centres from urban areas into rural areas to ensure greater accessibility and reinforce its presence in regional markets (TNIE, 2021). The broader distribution system ensures access for a larger customer base and drives sustainable growth in the market.
The promotion strategy implemented by Toyota applies to cultural and behavioural differences between the two countries. Technological innovations, environmental sustainability and advanced safety features are highlighted in marketing communication in Japan. In contrast, promotion campaigns in India emphasise reliability, fuel economy, comfort for the family and the long-term value of ownership. In both countries, digital marketing has come into play but Indian campaigns often use local languages and family-related content to create a better emotional bond with consumers.
The people element is a major part of Toyota's customer experience. Employees in both countries are trained in accordance with the Toyota Way to provide equal quality services and customer satisfaction (Toyota, 2024). However, Indian dealerships can focus more on consulting and building relationships with customers because buying a car is a process that requires significant interaction between the customer and the dealer (Bhalchandra and Shinde, 2024). Overall, the Japanese are seeking quicker and more technologically advanced services.
Toyota's process strategy is to provide a user-friendly buying and ownership experience. Japan has highly digitalised purchasing, financing and servicing systems which help make trading more efficient (Heckel and Waldenberger, 2022). In India, Toyota uses these digital platforms with robust dealer support and extensive after-sales services to enhance customer trust and encourage repeat sales (Toyota, 2024).
Last, cars' physical appearance reinforces Toyota's brand positioning in both markets. Quality and reliability are conveyed in modern showrooms, professional service centres and a uniform corporate brand. Although standards are similar across the world, the Indian dealerships give extra attention to customer hospitality and honest service procedures to inspire confidence among first-time buyers. These tangible elements contribute to Toyota's brand image and help ensure a seamless customer experience that resonates with the expectations of Toyota's consumers in India as compared to Japan.
[bookmark: _Toc235618041]
Market Entry Strategy in India 
In 1997, Toyota entered the Indian market by forming a joint venture with the Kirloskar Group and establishing Toyota Kirloskar Motor (TKM) at Bidadi, Karnataka (Toyota, 2026). The entry mode allowed Toyota to leverage its global automotive experience with Kirloskar's understanding of the Indian business environment, regulatory landscape and local distribution network. The theory of international marketing suggests that a joint venture is particularly appropriate when firms enter into emerging markets that need local market knowledge, shared investment and lower operational risk (Pandey, et al., 2022). 
The joint venture approach enabled Toyota to build local factories, boost supply chain efficiency and expand localisation of vehicle production. This also helped the company to take advantage of government programs that encouraged home manufacturing, lower import taxes, and reduced manufacturing costs. Consequently, Toyota introduced vehicles that better fit Indian preferences such as models that highlight their fuel efficiency, affordability and durability. The company's dealership and service network has also expanded steadily, strengthening brand accessibility and customer support across major cities and emerging regional markets.
While the joint venture has been integral to Toyota's growth over the years, the market remains competitive with other manufacturers including Maruti Suzuki, Hyundai and Tata Motors holding larger shares and a better grip on the affordable end of the market (SIAM, 2025). However, Toyota's entry strategy has been largely successful as it minimised market entry risks, reinforced local partnerships and created a platform for future success. The strategy highlights the need to blend global expertise with local knowledge when venturing into a fast-growing international market.



[bookmark: _Toc235618042]Evaluation of Marketing Strategy Success
Toyota's marketing strategy has worked effectively in both markets by being compatible with both global brand values and market needs. Toyota’s focus on product quality, technological innovation and sustainable mobility has allowed it to secure a strong position in Japan’s developed automotive market. Its continuous investment in hybrid technology and high levels of safety has helped to build customer confidence and reinforce long-term brand loyalty which aligns with Toyota's status as a leading automotive brand (Toyota, 2024). 
However, Toyota has maintained its steady growth in India by tailoring its products and marketing strategies to meet the preferences of the local consumers. In 2024, the company achieved the highest-ever annual sales of 326,329 units which increased around 40% from 2023 due to the strong demand for Innova Hycross, Urban Cruiser Hyryder and Fortuner (Toyota, 2025). Toyota's dealership and service network expansion has further enhanced customer accessibility and after-sales support, providing higher customer satisfaction and brand credibility.
Although these benefits have been achieved, Toyota is facing heavy competition from major manufacturers especially in the mass-market passenger vehicle segment in India. This indicates that Toyota's focus on local marketing is helping the company to maintain its position in the premium utility vehicle market but regular investment in digital customer engagement, product localisation and electric mobility would be needed for long-term expansion.


[bookmark: _Toc235618043]Ethical Issues
Ethical concerns surrounding Toyota's international marketing strategy include the transition from hybrid vehicles to fully electric vehicles. Toyota has been acknowledged as a world leader in hybrid vehicle technologies due to its models such as the Prius but it has been criticised for its less aggressive stance on BEVs than competitors including BYD or Tesla (IEA, 2024). Environmental groups have argued that this strategy may slow progress towards achieving global carbon reduction targets.
Toyota believes that a combined hybrid, plug-in hybrid, battery electric and hydrogen fuel-cell strategy is more suitable as countries have very different charging infrastructure, energy availability and consumer readiness (Toyota, 2024). This is especially applicable in India where the costs of EVs are high and charging facilities are still limited (Kumar, et al., 2020). However, Japanese consumers have a more robust technological infrastructure and more government support for low-emission vehicles.
Toyota's approach from an ethical point of view is an attempt to balance environmental responsibility with market realities. While hybrid cars are less polluting than petrol cars, they do not remove all carbon emissions (Huang, et al., 2019). Hence, Stakeholders are now demanding that the company accelerate its investment in fully electric vehicles and provide transparency on its sustainability goals. The acceleration of EV development and expansion of low-emission technology would help Toyota improve environmental performance, offer greater confidence to its customers and strengthen its global competitiveness.
 


[bookmark: _Toc235618044]Recommendations
Toyota needs to enhance its global marketing approach to prioritise the development and localisation of BEVs, especially in India. While hybrid cars are still a good choice for some drivers, the rise of electric vehicle adoption is being driven by new government incentives and environmental concerns. Toyota could decrease manufacturing expenses, make EVs more accessible, and stay ahead of evolving consumer preferences by boosting local EV production capacity (IEA, 2024). The company should also improve its digital marketing efforts and leverage AI and data analytics to create more customer-centric experiences. Digital platforms can offer tailored product suggestions, enhance customer relationship-building and cultivate customer loyalty, especially for younger consumers who are more likely to seek out online resources when purchasing a vehicle (Terason, et al., 2025).
Further, the Toyota dealership and after-sales network should be further expanded in emerging cities of India. This would enhance customer convenience and strengthen customer trust in the brand as well as open up new growth areas with rising vehicle ownership. In addition to physical growth, Toyota needs to continue investing in strengthening its technician training and digital services to improve the overall customer experience. Lastly, Toyota should strengthen communication of its sustainability initiatives by providing transparent reporting on carbon reduction, responsible sourcing and vehicle electrification. Effective sustainability communication would help to build stakeholder trust, strengthen its ethical image and help Toyota stand out in the global car market. These recommendations are designed to enhance Toyota's long-term competitive position and to accelerate sustainable growth in Japanese and Indian economies.


[bookmark: _Toc235618045]Conclusion
It is concluded that Toyota adapts its international marketing strategy in a successful manner to the distinct market conditions of Japan and India, and maintains a consistent global brand identity at the same time. The differences in political, economic and cultural settings impact the marketing strategies of the company to a great extent due to which there is a difference in the marketing strategies of the company. The joint venture entry of Toyota in India has helped in growing the market in the long run and its focus on quality, reliability and innovation has helped it in competing effectively in both nations. However, increasing competition and the transition towards electric mobility highlight the need for greater investment in sustainable technologies and locally responsive marketing strategies.


[bookmark: _Toc235618046]Reflective Account 
[bookmark: _Toc235618047]Description 
This assessment involved me in critically examining the international marketing practice of Toyota in the Indian and Japanese markets based on the application of international marketing theories to a real business context. The report consisted of an external factors analysis of PESTEL, cultural differences analysis on Hofstede, Segmentation, targeting and positioning (STP) of Toyota, analysis of the marketing mix (7Ps) of Toyota, analysis of the marketing entry strategy of the Toyota company in India, analysis of its marketing performance and identification of ethical issues and recommendations accordingly. This effective international marketing report is completed with the integration of academic theory with reliable business evidence to support critical analysis instead of simple description.
I created a plan to write my report by organising topics and scheduling time to research different components of the report before starting. I used academic journals, company reports and acknowledged international organisations to obtain the information and then carefully considered what was relevant and directly related to the discussion. I have adopted the route of using them within the context of Toyota operating in Japan and India rather than individually explaining the theories of Marketing. This technique helped me keep a flow throughout my report and make each section count toward defining a balance between the two markets.
[bookmark: _Toc235618048]Feelings
I felt confident at the start of the assessment because there is plenty of publicly available information about Toyota as it is a well-known brand. However, I soon discovered that it was not only a problem of finding information but of finding evidence that would support every claim. I also struggled to make fair comparisons between the two countries without making the same point in each division. My confidence was increased as I went through the report because I became more organised in selecting information and was able to link theory with business examples throughout the report. The analysis of proof on a critical rather than descriptive basis helped me to make more robust and balanced arguments. The completion of each section also boosted my confidence in the ability to present academic ideas in a structured and coherent manner.
[bookmark: _Toc235618049]Evaluation
The process of preparing this report was rewarding and useful as it developed my research and analysis abilities. It has been stated that academic research is centred on assessing the quality, relevance and credibility of evidence before using it to support an informed argument (Saunders, et al., 2023). During the assessment, I developed a better ability to use multiple information sources rather than a single publication to make comparative statements for more reliable discussion. I also gained a greater understanding of the need for planning, coherent organisation and maintaining clear relationships between various analysis tools. It was very difficult to manage a lot of information within the word limit but it helped me to write more efficiently and avoid repetition. Looking back at the process enabled me to identify the strengths I have built and the things I could still improve on which gave me a good balance to continue my studies in the future.
[bookmark: _Toc235618050]Analysis
This evaluation allowed me to improve my understanding of the possibility of applying international marketing theories to evaluate business strategies in various countries. During the process of preparing the report, I realised that each analytical framework was interlinked. For instance, the results of PESTEL analysis explained market conditions while Hofstede's cultural dimensions explained consumer behaviour which was important for Toyota's STP strategy and marketing mix. I was able to write an integrated analysis rather than just talking about each framework solely with an understanding of these relationships.
The second lesson was the importance of critically assessing information before using it in the report. I discovered that information can sometimes be repeated by two or more sources in different ways as I was doing my research. This involved a careful investigation of evidence, considering it in detail and choosing the most relevant and appropriate information that fit in the discussion. It has been argued that critical academic writing requires the interpretation, evaluation and synthesis of evidence rather than simply presenting information from different sources (Ghosh and Choudhury, 2025). I was able to enhance the quality of my arguments by following this strategy which led to a more coherent overall report. The completion of this assessment also improved many transferable skills. I increased my capacity to structure large volumes of information, manage time efficiently and present complex ideas in a structured way. These skills will be relevant beyond the classroom as they will be used in workplaces where evidence-based decision-making and strategic thinking are critical components to success.
[bookmark: _Toc235618051]Conclusion
In conclusion, my experience of preparing an international marketing report has revealed much more than just using theoretical models. It involves systematic planning, thorough consideration of evidence and the ability to relate theory to real business situations. Moreover, the assessment has enhanced my ability to research independently, analyse international markets and make logical academic arguments. It has also emphasised the need for lifelong learning and self-reflection as a component of my personal and educational progress.
[bookmark: _Toc235618052]Action Plan
	Area for Improvement
	Action to be Taken
	Expected Outcome

	Research planning
	Begin searching for academic literature and industry reports at an earlier stage of the assignment.
	Allow more time to evaluate sources and strengthen the quality of evidence.

	Critical analysis
	Compare a wider range of academic viewpoints before developing conclusions.
	Produce more balanced and analytical discussions supported by stronger evidence.

	Academic writing
	Continue improving coherence, paragraph structure and integration of evidence while avoiding repetition.
	Develop clearer, more professional and distinction-level academic reports in future assessments.
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