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Executive summary 

Toyota Motor Corporation is a Japan-based automotive manufacturing company that has turned out to expand its operations across numerous parts of the globe. Taking this into account, this report aims to analyse the company’s international marketing approach through comparing and contrasting between the home market, Japan, and the host market, the United Kingdom. The analysis will cover external analysis with PESTLE and Hofstede’s Cultural dimensional analysis while providing an in-depth understanding of the marketing mix and segmentation, targeting and positioning approach in both countries. 
The STP approach of Toyota in both the UK and Japan is differentiated through the Segmentation, Targeting and positioning approaches based on regional demands. The market entry strategy in one of the countries has also been discussed in addition to potential ethical issues in its marketing mix. These will be crucial to develop international marketing best practices for the brand. A reflective account will be also done to shed light on the complete understanding made through this assignment and related experiences.
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[bookmark: _Toc235010916]Introduction
The international marketing strategy is a crucial approach for companies to ensure that multinational companies can adapt to various economic, social, cultural, and political contexts. One of the globe’s largest automotive manufacturing companies is Toyota Motor Corporation, which is operating in diverse international markets while ensuring a strong global image. With the strategic focus on hybrid technology by Toyota, it has also been able to align to the changing consumer preferences in both the UK and Japanese markets, making it more relevant for this comparative international marketing analysis.
[bookmark: _Toc235010917]Background of the company 
Located in Toyota City, Japan, Toyota Motor is a Japanese multinational automotive manufacturing company that was founded in 1937 by Kiichiro Toyoda (Toyota, 2026). With growth over the years, the company became a major player in the industry with capital reaching 635 billion yen in March 2026 (Toyota, 2026). The company sells cars in over 170 counties and has developed a major reputation for their technological innovation, reliability, quality and efficiency (SALOPEK, 2021). As disclosed by the company, sales of vehicles are expected to reach 10.4 million units in 2026 (Toyota, 2025). This is mainly due to a recovery in production volume. These altogether reveal the major global market presence of the company. Furthermore, the major portfolio, including passenger vehicles, hybrid electric vehicles, commercial vehicles, electric vehicles, and others, has increased the adaptability of the company in various markets through brands like Toyota and Lexus.
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[bookmark: _heading=h.tce32it4xkoi]Figure 1: Toyota vehicle sales (consolidated)
(Source: Toyota, 2025)
Furthermore, as understood from figure 2, the company’s consolidated sales revenue has grown and reached 48,036.7 billion yen as of 2025 (Toyota, 2025). With a major focus on research and development, the company has also showcased its long-term focus on innovation commitments. The UK, in this case, is proving to be a major market for Toyota and its expansions. With business starting in 1965 in the UK, the company faced some issues that resulted in hindered sales of 1,000 units till 1970. Although with continuous focus and commitment, Toyota’s sales reached 24,000 vehicles by 1972 in the UK (toyota-global, 2026). 
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[bookmark: _heading=h.ewvac653exat]Figure 2: Financials of Toyota (overview for 2025)
(Source : Toyota, 2025)
[bookmark: _Toc235010918]Section 1: Market entry strategy and Marketing mix
[bookmark: _Toc235010919]1.1 The Macro environment analysis with PESTLE and Hofstede’s Cultural Dimensions model
Comparative PESTLE Analysis
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[bookmark: _heading=h.iygmw7b9hmr8]Figure 3: PESTLE Model factors
(Source: Inspired by the ideas of Khan et al., 2023)
Political factors
Political stability is a key factor that affects Toyota’s operations as vehicle manufacturing is based on long-term investment in production facilities, R&D, and supply chain aspects. In the Japanese context, Toyota is getting benefits through a stable political environment with consistent industrial policies and proper governmental support for its R&D. The government has focused on economic growth and technological innovation to improve its focus on achieving Net Zero by 2050 (Japangojp, 2024). These have developed favourable conditions for automotive manufacturing. Furthermore, Japan’s extensive international trade participation with 16 bilateral economic partnership agreements is aligned with Toyota’s export-focused business model (International Trade Administration, 2025).
On the other hand, Toyota is analysed to be operating in a stable democratic political aspect in the UK. However, the UK automotive sector has faced some policy uncertainties mainly due to change of trade agreements, regulatory frameworks, and especially the ZEV Mandate shifts, mostly taking effect from January 2027 (Kelly, 2026). The ZEV mandates focus on companies becoming more aligned with zero-emission vehicle production, increasing both challenges and opportunities for Toyota. Approaches like government support through recent £400 investment in charging infrastructure and other EV-supporting aspects have also been proven beneficial for Toyota (Gov UK, 2025). Therefore, besides stating political conditions to be favourable in both countries, regulation changes are more often in the UK compared to Japan.
Economic factor
Economic conditions also influence consumer purchasing power and vehicle demand. Japan is still among the globe’s largest economies with a GDP of $4,196 billion as of 2024 (Worldeconomics, 2024). Yet economic growth remained mostly unchanged, which sheds light on continuous structural challenges like ageing, slow domestic consumption, and others.  For Toyota, Japan is providing a stable automotive market with higher technological advancements and stable demand with it being the 4th largest automotive market of the globe (International Trade Administration, 2025). The unemployment rate in Japan remained majorly low at 2.5% as of June 2026, supporting household income stability and consumer confidence (Mainichi Japan, 2026).
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[bookmark: _heading=h.q2uq0jb5e05s]Figure 4: Japan’s GDP over years
(Source: Worldeconomics, 2024)
On the other hand, the UK’s GDP is valued at $3,411 billion as of 2024 comparatively lower than Japan (Worldeconomics, 2024). The per capita GDP of the UK is also valued at $53,264 showing potentially higher consumer purchasing power (Tuccille, 2026). The UK is providing Toyota with a higher value market for vehicles with premium product consumption habits. However, the unemployment rate remained 4.9%, showing potentially lower household income stability compared to Japan (Powell and Francis-Devine, 2026). 
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[bookmark: _heading=h.bswqzg6k3drw]Figure 5: UK’s GDP over years
(Source: Worldeconomics, 2024)
Furthermore, the inflationary changes in the region can also develop uncertainties regarding vehicle consumption, especially for electric vehicles, a trend shown by the market multiple times (Motorfinanceonline, 2022). Therefore, as compared to Japan, the UK is offering strong short-term growth potential, yet has major economic shifts.
Social factors
Social trends can also impact automotive demand with population and urbanisations inaction mobility preferences. Japan for example, is facing challenges due to the rising ageing population and declining birth rates (Schoppa, 2020). Japanese consumers often focus on greater product quality, safety, long-term value development, and reliability. The major reputation for quality and excellence of Toyota in this situation develops a beneficial approach to Japan’s market, aligning with their values (Morgan and Liker, 2020).
For the UK, the social environment is different from Japan, especially with higher ethnic diversity and a younger generational group (Byrne et al., 2020). For example, government reports showcased how the UK’s focus on achieving net zero emissions by 2050 has shifted focus to sustainable operations in transportation. The UK has a relatively small EV market consisting of 3% battery electric and 8% hybrid electric vehicles (Hutton et al., 2025). The growing awareness of climate change is increasing the demand for Toyota’s lower-emission vehicles and EVs in the market.
Technological factors
Technological capability is a major source of competitive advantage in the automotive industry. Japan remains to be a key player in the global AI, automotive engineering, and robotics market. For example, the smart manufacturing software market of Japan reached $8.4 billion in 2025 (Imarcgroup, 2025). Toyota thus benefits from the country’s advanced technological supports, highly skilled workforce, and extensive innovation capabilities.
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[bookmark: _heading=h.bqck981xkv6h]Figure 6: Japan’s smart manufacturing software market
(Source: Imarcgroup, 2025)
The UK, on the other hand, has grown its Smart manufacturing market to reach revenue of $8,947.4 million as of 2025 (Grandviewresearch, 2025). This showcases how the region also has strong technological capabilities with a focus on digital innovation and advanced engineering. Government approaches for net zero and EVs are also supporting this growth, like new ZEVs are eligible for government grants (Gov UK, 2026). These are developing beneficial support for Toyota and its operations. Although compared to Japan, the UK has a smaller domestic automotive base, the UK remains a key market for expanding Toyota's sustainable mobility technologies.
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[bookmark: _heading=h.dwzcrdekpryg]Figure 7: UK Smart manufacturing market overview
(source: Grandviewresearch, 2025)
Legal factor
The automotive industry is operating in a highly regulatory-based environment. In Japan, manufacturers focus on aligning to regulations for vehicle safety, emission standards, environmental performance, consumer protection and others (Igarr, 2026). This regulatory stability allows Toyota to ensure long-term investment and manage compliance. As per Węgrzak (2022), intellectual property laws are also a major legal focus in Japan, which potentially allows Toyota to protect its innovation.
While in the United Kingdom, Toyota faces strict regulatory needs. Shahzad et al. (2024) stated that the UK government’s focus on reducing carbon emissions and reaching net zero by 2050 has increased the need for automotive companies like Toyota to increase their electrification approaches. The ZEVs mandate also increases this pressure and forces manufacturing companies to manage their marketing approaches as per legal needs.
Environmental factors
Environmental considerations have also become crucial and influential, with Japan committing to achieving carbon neutrality by 2050, allowing businesses to reduce their emissions and focus on sustainable technologies (Hata et al., 2025). Toyota, in relation to this, has also expanded its hybrid, battery electric, and hydrogen fuel-cell vehicle production, especially via its Multi-Pathway strategy in Asia (toyota-asia, 2025).  This has also allowed overcoming national concern for environmental degradation.
As per Royapoor et al. (2023), the UK has adopted a similar ambition of reaching Net Zero by 2050. Government approaches are thus showcased to be supporting the reduction of greenhouse gas emissions and have increased the transition to electric mobility. So, for Toyota, the UK is giving a major opportunity to expand electric vehicle sales. The UK needs a full electric technological approach from Toyota for long-term success, which can contradict its existing hybrid competitive advantage (Toyota, 2026).
Summary of PESTLE analysis
	Factors
	Japan’s
	UK’s

	Political 
	Stable industry policies and government support
	Stable industry yet evolving regulations 

	Economic
	Mature economy, low growth, low unemployment
	Higher growth, comparative higher unemployment and greater purchasing power. 

	Social
	Ageing population and reliability considerations 
	Diverse population and sustainability focus 

	Technological 
	Global leader in automotive innovation 
	Effective EV development 

	Legal 
	Stable regulations and IP protections 
	Strict emission and EV regulations 

	Environmental 
	Carbon neutrality and hybrid focus 
	Net-zero focus and EV shifts 



Hofstede’s Cultural Dimension analysis
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[bookmark: _heading=h.gbe2cnpydnkn]Figure 8: Cultural dimension differences in Japan and the UK
(Source: The Culture Factor, 2026)
Rusdian et al. (2024) added that Hofstede’s Cultural Dimensions theory is a supportive factor to understand how cultural differences can influence consumer behaviour and marketing approaches. Based on the cultural dimension analysis done in the previous figure, it is evident that there are major differences in Japan and the UK in dimensions relevant in this case. For example, in terms of Power Distance, Japan scores 54, and the UK is at 35, showing that UK society can often showcase lower acceptance for authority and hierarchy (The Culture Factor, 2026). 
Uncertainty Avoidance showcased the most differences with Japan scoring 92 and the UK 35. This potentially showcases that Japanese consumers prefer predictability and reduced risks. Toyota’s brand image for reliability and quality, identified in the PESTLE analysis, is thus crucial in the domestic market. UK consumers showcase better openness for innovation. This allows Toyota to introduce new mobility solutions in an easier manner. More analysis of the cultural dimensions shows the context of long-term orientation, in which Japan scored a full 100 (The Culture Factor, 2026). On the other hand, the UK’s score of 60, being relatively high in the index, is still lower than Japan. Yet both regions showcase the potential to support Toyota’s strategic focus on sustainability and long-term consumer relations. However, Japan has scored 42, compared to the UK’s 69 in the Indulgence context. Showing how UK consumers have more emphasis on enjoyment and personal satisfaction, which can influence vehicle design and marketing approaches.
[bookmark: _Toc235010920]1.2 Comparative analysis of STP and 7Ps
STP Analysis 
Segmentation: Toyota’s segmentation in Japan is focused on the nation’s ageing population, high urbanisation and consumer focus on reliability. The company is mainly focused on demographic segmentation with older consumers, urban commuters, and behavioural segmentation with environmentally conscious consumers while offering them Prius, Yaris, and other models. For example, the launch of the new-generation Prius HEV in Japan has developed a solid base for Toyota’s focus on consumers who aim for fuel efficiency, advanced technologies, and long-term value (Toyota, 2023). To align with the high uncertainty avoidance culture of Japan, Toyota aims to appeal to buyers who aim for a dependable vehicle with low maintenance (The Culture Factor, 2026).  
In the United Kingdom, Toyota is mainly focused on wider segmentation criteria, focusing on psychographics and demographics. With a focus on families and urban commuters, the company also targets environmentally conscious consumers. For example, the hybrid vehicle users have become one of the largest consumer segments for Toyota in the UK (Toyotacouk, 2024). Their focus on various hybrid technological vehicles like Aygo X Hybrid, Corolla, Yaris and others in the region allows them to meet wider consumer demand in the market (Toyotacouk, 2024).
Targeting
The targeting is also differentiated in both countries and focuses on various consumer groups. In Japan, the main focus is on older consumer groups who seek fuel efficiency and reliability. As Toyota is a major market leader in the region, it mainly focuses on retaining existing consumers and ensures repeat purchasing (International Trade Administration, 2025, 2025). The company also focuses on consumers interested in advanced technologies and mobility options through hybrid and hydrogen-powered vehicle ranges.
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[bookmark: _heading=h.izf9sj5tty4z]Figure 9: Japan’s targeted marketing for Raize hybrid to increase awareness among existing consumers
(Source: krows-digital, 2026)
In the UK, Toyota is more focused on families, professionals, and environmentally conscious consumers. Their marketing approaches have revolved around showcasing their leadership in hybrid technologies to differentiate it. The marketing, as per a report by Toyota, often focuses on ultra-low-emission vehicle markets with a focus on addressing environmental issues. They include plug-in hybrid technologies, pure electric vehicles and even hydrogen fuel cell electric vehicles in their marketing (Parliamentuk, 2026).
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[bookmark: _heading=h.4ii7zpuleooi]Figure 10: Toyota Aygo X Hybrid and December 10 boyband collaboration for UK hybrid-focused marketing
(Source: Toyotacouk, 2026)
A key difference is that Toyota’s targeting approach in Japan is focused on managing loyalty in a mature domestic market. On the contrary, the UK's approach is based on expansion and attraction of new consumer groups.
Positioning
Toyota maintains a consistent brand image that includes factors reliability, quality and innovation in products and services. However, for Japan, Toyota is positioned as a reliable national manufacturing organisation that considers safety and quality in designing. For example, the Prius has positioned it as a key focus of Toyota’s environmental innovation and reliability in Japan (Shigeta et al., 2020).
In the UK, Toyota’s positioning is based on sustainability and hybrid leadership.  The company has actively positioned it as a leader in hybrid technologies for a practical approach of reducing emissions without changing lifestyles significantly. Regardless of hybrid electric vehicles accounting for only 8% of the UK market and still growing, its approach is positioning it as a competitive aspect in the UK market (Hutton et al., 2025). This positioning approach also allowed Toyota to develop a strong reputation in the environmentally aligned market of the UK while showing its innovativeness in this aspect (ukcardiscount, 2023).
International Marketing Mix (7Ps) strategies in both countries
The 7PS marketing aspect of Toyota is recognised as the balance between standardisation and localisation which helps it to comply with the differences in the culture, consumer behaviour, environmental regulation and economic conditions in the global business context. 
Product: In context of the value-driven product aspect of Toyota, it is primarily focused towards the hybrid and fuel efficient cars in both markets with the broad portfolio of advanced vehicles. As the UK market is subject to more stringent environmental standards in which the preferences of the consumers are shifting towards better environmental performance, the company shows increased focus on electrification and sustainability in the competitive platform (Toyota Motor Corporation, 2022). According to the industry data, the sales rate of Toyota's in the UK made a record of 948,042 in which more than 75% of Toyota’s UK sales are electrified vehicles in 2025, which is driving Toyota UK to continue to develop products like the bZ4X and Corolla Hybrid to cope with the UK government's net-zero agenda (Toyota Motor Europe, 2026a).  On the other hand, Japan has high domestic demand for compact ‘kei’- and hybrid cars, which are driven by the high technological demand, urban density and fuel efficiency concerns (Toyota Motor Corporation, 2025). Toyota has continued to be the largest automotive company in Japan (sold 4.29 million cars in 2025) which sold more than 1.36 million cars within its domestic market in 2024 (RoadGenius, 2025). 
Price: With the different pricing structure, Toyota maintains a value based pricing strategy in both countries. Therefore, due to the domestic production efficiencies in Japan, Toyota implements competitive and value-based pricing within the country with a strong brand loyalty. On the other hand, the UK prices are affected by import costs, inflation and fluctuations in exchange rates that rose 3.2% in early 2025, which are reflected by the price range of Toyota Yaris Hybrid models which exceeds over £24,000 in the UK (Toyota (GB) PLC, 2026a). Regarding this aspect, the company led to the provision of various car finance options and leasing packages for middle-class people in the UK. Therefore, in the UK, Toyota is reaching out to customers and offering them payment methods that work for them. 
Place: Toyota has a wide network of dealerships throughout Japan, with more than 4,000 branches in which the tech-savvy showrooms of the company strengthen its integrated domestic supply chain (Toyota Motor Corporation, 2025). In contrast, the UK distribution model features around 180 authorised centres and Toyota Manufacturing UK plants in Burnaston and Deeside which manufactured a vast range of vehicles to fulfill the demand of the country (Toyota Motor Europe, 2026b). However, as opposed to the Japanese loyalty focussed and accessibly oriented dealership culture, the UK network of Toyota relies on both local manufacturing and dealership distribution to provide digital customer support. 
Promotion: An example of adaptation in the context of a promotion strategy has been recognised in Toyota's promotional aspect, in which its promotional aspect of Camry needs to be considered. In Japan, reliability, innovation and the sense of pride are the part of the cultural values that are highlighted in Toyota’s promotional strategy in accordance with Hofstede's collectivist values (The Culture Factor, 2026). Popular methods of promoting include celebrity endorsements and established brand trust. Contrarily, to comply with the environmental sustainability, low emissions and technology innovation in the UK, Toyota’s Beyond Zero campaign is considered which attracts a vast range of British consumers as well as influencing the purchasing decision of Millennials and Generation Z. 
People: According to the global business strategy of Toyota, the staff and the direct suppliers are trained by the core principles of Toyota Production System (TPS). This involves continuous improvement and customer service excellence in Japan throughout the purchasing process (Toyota Motor Corporation, 2026c). However, employees in the UK also maintain TPS principles regarding Toyota’s reputation for quality, but it is more focused on transparency, diversity and inclusion and multicultural customer engagement to serve the diverse consumer base of the UK (Toyota (GB) PLC, 2026b).
Process: While lean production is used in both countries, the digital customer service systems along with after sales service have largely utilised in the UK. On the contrary,  Japan showcases a high level of technological advancement, with more integration of smart manufacturing technologies and automated service processes. 
Physical Evidence: Regarding the physical evidence aspect, Toyota dealerships in Japan feature cutting-edge digital screens and innovation labs showcasing mobility innovations and reinforcing Toyota’s premium-quality image. However, in order to draw eco-aware customers in the UK, the company increasingly incorporates sustainability messaging (DSR service), electric charging stations, and interactive digital displays (Toyota (GB) plc, 2025). 
[bookmark: _Toc235010921]1.3 Analysis of the market entry strategy in one of the countries (UK)
As one of the leading automotive companies of Japan, Toyota has chosen the importing option to enter into the competitive UK market in 1965, before the firm’s commitment to implement foreign direct investment (FDI). However, from an exporter, the company became a local manufacturer in 1989 especially after the establishment of Toyota Motor Manufacturing (TMUK) Ltd in Derbyshire (UK Car Discount, 2023). However, this aspect has not only helped to reduce the cost of Toyota cars in the UK, but also makes them more affordable through the establishment of its engine plant in Deeside (North Wales) in 1992. Through the integration of FDI, the company has made a strong greenfield investment that allowed Toyota to bypass import taxes, deduct the logistics expense as well as enhance the product development approach by understanding the shift of European demand and comply with local mandates. Since it opened, TMUK has already manufactured more than 5 million vehicles in which Corolla is one of the most widely recognised nameplates globally (Toyota Motor Europe, 2024). However, in order to maintain its long-term commitment, the company has made an overall investment of around £2.82 billion in its UK-based manufacturing facilities (Toyota Motor Europe, 2025). 
Thus, the market entry strategy of the company has been reflecting the Dunning's Eclectic (OLI) Paradigm, in which Toyota gained several advantages from its high recognition in the global platform (ownership), advanced infrastructure and skilled workforce in the European market (location advantages) as well as full control on its manufacturing and quality aspect (internalisation advantages). However, despite the strengthening asset, the company has also been affected by Brexit that damages a vast range of location advantages by enhancing  regulatory differences and increased cost of supply chains (Toyota Motor Manufacturing (UK) Limited, 2021). In this regard, by maintaining a strong alignment with its FDI-based market entry approach, Toyota provided focus toward the localising and diversification of its supply chain and logistics that helps the company to maintain the strategic production of Corolla Hatchback and Commercial models, underpinning the European hybrid and low emission vehicle strategy (TMML, 2021). 
[bookmark: _Toc235010922]1.4 Evaluation of whether there were ethical issues related to this brand’s marketing mix in one Country 
In the international platform, Toyota's focus on quality, safety and environmental sustainability has ensured its overall ethical reputation. It also helped it to retain its reputation in the UK. Although, its eco-conscious marketing aspect in the UK, ethical issues have arisen about the green marketing positioning of Toyota’s hybrid cars. Hybrid vehicles have been encouraged as a sustainable alternative to running on petrol power. However, its marketing has been criticised in the UK which argued that Toyota's continued use of hybrid technology has pushed the transition to full electric vehicles (EVs) further back (Sustainable Views, 2024). 
Leach and Molden (2024) added that while the automotive rules in the UK is emphasised to completely ban the petrol and diesel cars, environmental groups have criticised that Toyota is misleading the consumers of future electric vehicles with its online “electrified” campaign by pointing them towards hybrid petrol-fuelled vehicles. In addition, the critics also argued that the company exaggerated the environmental impact of hybrid cars compared to battery electric cars. On the other hand, Toyota argues that hybrid technology allows for much lower CO₂ emissions, and that charging infrastructure issues are solved as well. However, Toyota Motor Europe (TME) has seen the total sales share of its electrified vehicles reach a record of 86%, with hybrid models consistently accounting for the vast majority which defines accurate and transparent consumer demand instead of any misleading promotion (Toyota Motor Europe, 2026c). 
[bookmark: _Toc235010923]1.5 Recommendations on the company’s international marketing strategies 
Through the evaluation of Toyota’s international marketing approach and its ethical criticism in the global market, it has been suggested that the company needs to reinforce its global marketing process through a shift from the promotion of hybrid products to a mix of battery electric vehicles along with the hydrogen vehicles. Furthermore, to cope with the rising environmental regulations and shifting consumer preferences, the company should develop a transparent marketing in the sustainability focused market like the UK where battery electric vehicle sales surpassed 80% sale rates of the automotive industry (recorded sales rate of 381,000 vehicles in 2024)  (S&P Global, 2025; SMMT, 2026) 
Apart from these, Toyota should invest more in the integration of artificial intelligence-based customer relationship management, in which the establishment of Carbon Footprint Dashboard  needs to be considered which could help the consumers to track their vehicle’s lifetime CO₂ emissions as well as energy consumption rate also (Wang et al., 2026). In addition to these, to influence the eco-driving recommendation, the company should invest in personalized online buying experiences which can target the younger audience (Atla, 2024). However, Kim et al. (2025) argued that in the evolving regulatory landscape of the global automotive industry and the drastic financial condition of the UK after Brexit, transparent reporting of lifecycle emissions, battery sourcing and ESG performance can be influential for the company. This aspect can not only support the ethical branding, but also strengthen its environmental positioning beyond vehicle sales even in both developed and emerging international markets. 
[bookmark: _Toc235010924]Section 2: Reflection 
This assessment involved me in critically analysing Toyota's international marketing strategies, examining the strategies which integrated in the home country of Japan, and in the host country of the United Kingdom. However, the overall experience will be discussed through using six stages of Gibbs reflective cycle.
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[bookmark: _heading=h.l9oq26ia494w]Figure 11: Gibbs reflective cycle
(Source: The University of Edinburgh, 2024)
Description: This report comprised the application of different international marketing frameworks such as PESTLE, Hofstede's Cultural Dimensions, STP, 7Ps marketing mix along with the ethical marketing evaluation, in which I have conducted peer-reviewed journal articles and more recent reports available from Toyota as well as the UK and Japanese government sources. This assessment added a novel element of mixing the latest statistics with marketing concepts to discuss how Toyota has been facing ethical criticisms and in which way it can develop its marketing approach in different international markets. This provides an exceptional experience by integrating theoretical frameworks with real-time industry data as opposed to previous marketing assessments where I have only focused on the academic discussion. 
Feelings: The research process was difficult at the starting point to the assignment as Toyota has highly competitive markets and recognised as the reputed and fast evolving brand in the automotive industry. In addition, I had lack of confidence to evaluate the differences between the strategies that Toyota had standardised in the international platform and adopted for the UK. Furthermore, the complexity of the research I have also realized when the assessment had to be based on statistical data from the past several years or recent publications. However, as I began digging through true company reports, government data and industry publications, I felt increasingly comfortable in my ability to form genuine business decisions.  Moreover, in the process of completing the paper, I gained a deeper insight regarding the impact of external factors, like regulation, consumer preference and cultural differences that affects Toyota's international marketing strategies. 
Evaluation: Instead of discussing models like PESTLE, STP and the 7Ps, I drew comparisons to Toyota's strategic choices in both countries, in which recent industry statistics support my arguments and help me to combine theoretical concepts with organisational evidence. In addition, I highlighted the points of Toyota's focus on hybrid technology and its critics, related to its slower rollout of full electric cars. However, a few problems arose during the research process such as, often there were discrepancies in the statistical data published in Japan and the UK, particularly when the two indicated different performance measures. In addition, there is a vast range of academic studies in relation to Toyota's global marketing strategy, without taking into account distinct differences among the countries. As a result, I had to research various authoritative sources to form objective conclusions, and it took longer than usual and a careful examination of the credibility of the sources. 
Analysis: Through the evaluation of my entire experience, I have understood that successful international marketing analysis involves beyond the integration of theoretical frameworks in which marketing models can be evaluated when it is interpreted with certain political, economic, technological and cultural contexts, based on current evidence. However, the comparison of Toyota's operations revealed that the company has a uniform brand image across the world, with a focus on quality, innovation and reliability, but it has to adjust its strategic approach to local market conditions (Katsikeas et al., 2020). This evaluation also enhanced my critical thinking skills as it forced me to look at other viewpoints that are contrasting to the sustainability claims of the companies. However, debating the pros and cons of Toyota's hybrid strategy taught me that international marketing has to balance commercial goals with environmental and stakeholder objectives for further success. 
Conclusion: After completing the evaluation, I have concluded that it was a huge step forward in understanding the basics of international marketing and influencing the importance of evidence-based strategic analysis. It also made me more confident regarding the application of marketing theories in real business contexts and interpreting statistical information from a variety of valid sources. However, I have also understood the process of comparing strategies at the international markets in which consideration of cultural, economic and political differences plays an important role to develop marketing strategy. 
Action Plan: For future research, I aim to set a SMART goal at the first stage of the study which could help me to collect current data from the organisations and government and strengthen my analytical skills. It can also help me to set a timeline to include more time for analysis and comparison. To further develop my critical examination, I also plan to include a greater number of peer reviewed studies and evaluate the effectiveness of independent industry reports before using it. Moreover, I will further develop my skills in assessing sustainability and ethical marketing statements, in order to include greater use of independent industry reports as well as corporate publications. 
[bookmark: _Toc235010925]Conclusion
From the above discussions, it has been concluded that Toyota Motor Corporation has effectively managed its global marketing strategy in order to reconcile global standardisation with local adaptation in both Japan and the United Kingdom. Through the evaluation of comparative analysis, the study has concluded that despite Toyota’s empowering approach towards quality, reliability and innovation in the global platforms it also complies with the varying political regulations, economic conditions, cultural values and consumer preferences in different regions. Through the integration of PESTLE, Hofstede's Cultural Dimensions along with STP and the 7Ps it has been concluded that Toyota has the power to capitalize the opportunistic market and maintain cost-effective competitive advantages. 
It is, moreover, concluded that different challenges, including escalating environment regulations, and market uncertainties following Brexit have significant impact on its operations.  At the same time, the need for dealing with the ethical issues related to the promotion of hybrid vehicles has become prevalent. Therefore, Toyota’s STP has shown how it succeeded in balancing standardisation and adaptation in both countries, with a common focus on quality, innovation and efficiency. Although Japan's positioning is based mainly on reliability and excellence, the UK’s positioning is more focused on sustainability and hybrid leadership. In this regard, the findings highlighted that Toyota will need to transform its existing marketing strategies by adapting transparent sustainability communication and digital customer engagement approaches, which can help it to be competitive in the future. 
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