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[bookmark: _Toc236957841]Section 1: International Marketing Report
[bookmark: _Toc236957842]1. Introduction
In order to enter into the international market, companies have to adjust their strategy to the various economic, cultural and regulatory environments. Toyota Motor Corp is a world leader in the automobile industry with technology innovation, quality management and sustainability initiatives. Toyota was also a good performer in terms of their operating income innovation activities (Toyota Motor Corporation, 2024c). Besides, in FY2024, Toyota's global vehicle sales totalled around 11.09 million units, demonstrating the company's dedication to maintaining a strong global footprint and tailoring its marketing strategies to the specific needs of each country (Toyota Motor Corporation, 2024b). This scale helps Toyota's ability to adapt to very different markets around the world successfully.
The countries chosen are Japan and Singapore. Japan is selected because it is the centre of Toyota's headquarters, research and development and primary decision making. Toyota Japan had robust sales revenues for the financial year ending in March 2024: Consolidated sales revenues were ¥45.10 trillion, despite the growing competition and transformation of the industry (Toyota Motor Corporation, 2024a). Besides, Toyota was also strong with its operating income in FY2024, which reached a new record of ¥5.35 trillion, demonstrating its financial strength for international expansion and innovation efforts (Toyota Motor Corporation, 2024c). In addition, the second country chosen for the assessment is Singapore, due to the fact that it has an advanced economy, regulatory stability and government support of low-emission mobility solutions in Singapore. Singapore requires all new car and taxi registrations to be cleaner-energy models from 2030. Singapore is targeting 60,000 electric vehicle charging points by 2030 (Singapore Green Plan, 2026). These policy commitments make Singapore strategically important for Toyota’s future electrification plans.
This report, therefore, critically analyses Toyota's international marketing strategies in Japan and Singapore with regard to macro-environment, cultural differences, STP (segmentation, targeting and positioning), marketing mix (7Ps), market entry strategy and ethical issues. The analysis also aims to make recommendations based on evidence provided by the analysis to boost the international marketing performance of Toyota in the future. 
[bookmark: _Toc236957843]2. Comparative Analysis of the Markets
[bookmark: _Toc236957844]2.1 Overview of Toyota in Japan and Singapore
Toyota has its headquarters, manufacturing plant, suppliers, and innovation in Japan. Toyota reported overall sales of 11.3 million cars globally in 2025, more than two-fifths of which were sold in Japan and the U.S. (Reuters, 2026c). Singapore is a high-income market where value-based positioning, regulatory compliance and selective distribution are key.
[bookmark: _Toc236957845]2.2 Comparative PESTEL Analysis
Political Factors
Japan provides Toyota with a secure climate policy environment, but the demands of climate policy are increasing. For instance, Japan's greenhouse-gas emissions were already 24.9% lower than in 2013, with a 46% reduction by 2030 targeted (Reuters, 2026a). This increases Toyota's compliance burden and hastens investment in low-emission vehicles, clean production and emissions reporting in Japan. However, Singapore is more stringent within the transport sector, with new diesel car and taxi registrations ending in 2025 and all new car and taxi registrations being cleaner energy models from 2030 (Singapore Green Plan, 2026). Thus, the political situation in Singapore is good for Toyota's hybrid strategy and the pressure to speed up its EV plans.
Economic Factors
Even though Toyota is a brand with great loyalty, the growth in Japan is limited due to the market's size and slow growth. Replacement demand is more significant than the growth of new ownership in Japan's economy, which was 2.8% annualised in Q4 2024, despite the economy maintaining only moderate growth (AP News, 2025). The GDP growth for Singapore was sluggish, recording 4.4% in 2024 and 4.8% in 2025, which was driven by manufacturing and AI-related demand (Reuters, 2026b). However, it is a market with a limited number of cars, and the high cost of car ownership requires Toyota to focus on margin, fleet sales and after-sales revenue.
Social Factors
Japan has an ageing and declining population: in 2023, births totalled 758,631, deaths 1,590,503 and nearly one in three people was aged 65+, according to The Guardian (2024). Figure 1 supports demand for compact, accessible cars. Toyota should prioritise safety, easy entry, driver assistance and dealer support. 
Because of limited space on roads and quota restrictions on private car ownership, public and shared mobility (PSM) has become the norm in Singapore (LTA, 2026). This will have a negative impact on volumes but a positive impact on margins, fleet business and efficient low-emission models for Toyota. The ownership of a Toyota ought to be reliable and convenient, with transparency around costs for the life cycle, financing options and authorised after-sales service.
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Figure 1: Population Pyramid
(Source: Statistics Bureau of Japan, 2025)
Technological Factors
Toyota's advantages are biggest in hybrid technologies and could be a strategic disadvantage if policy and consumer attitudes move even more quickly toward BEVs. By 2025, about 42 percent of the Toyota parent company's sales were hybrid models, and 1.9 percent were BEVs (Reuters, 2026c). This imbalance gives rise to reputational risk with the growth of competitors' electric activities.
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Figure 2: Electric car registrations and sales share in selected countries and regions, 2018-2024 
(Source: IEA, 2025b)
Figure 2 shows accelerating EV adoption internationally; Singapore complements this with chargers in over 90% of HDB carparks and a 60,000-point target (Ministry of Transport Singapore, 2026). Toyota's hybrid prowess is well-suited to the transition, but its BEV deficit may lead to a weaker innovation impression.
Environmental Factors
Both countries have high pressure from the environment, but in different ways. The problem is that Japan's decarbonisation scale is huge, even after its emissions reached 1.046 billion tonnes of CO₂ equivalent in FY2024, thermal power continues to generate 67.5% of electricity (Reuters, 2026a). Environmental pressures in Singapore include pricing and regulation, with the carbon tax being raised to S$25 per tonne in 2024–2025, and to be raised to S$45 per tonne in 2026–2027 (NEA, 2026). Therefore, Toyota is not allowed to make a general “green” claim and should convey proven benefits on fuel efficiency and emissions.
Legal Factors
There are varying legal issues involved in each market for Toyota. Seven models were rejected for certification tests, and three failed certification in Japan in 2024, which hurt Toyota's quality image (AP News, 2024). This unfavourable legal posture increases compliance expenses, requiring Toyota to enhance testing controls, independent audits and transparent corrective communication. In Singapore, the legal constraints are primarily in the form of a restriction on access to the market. The COE system allows buyers to own and operate a vehicle for 10 years, while the Vehicle Quota System is implemented due to the limited road space (Land Transport Authority, 2026a). This creates a very price-sensitive environment for Toyota in Singapore, and prevents them from pursuing high-price volume strategies.
Critical summary of key PESTEL findings
Japan is the best technologically and operationally. Singapore is more robust politically and environmentally, but there are economic and legal limitations on Toyota sales. Toyota will have the scale, capability, supplier integration and replacement demand in Japan, as revealed in the PESTEL analysis. But slow population growth, maturing consumers, certification issues and firmer decarbonisation demands are risking future growth at home. High income, political stability, regulation of cleaner energy, increasing charging infrastructure, demand for fleet and profitable after-sales services are some of the opportunities Singapore has. However, high ownership costs, the COE system, effective public transport, small market, and faster battery electric competition limit volumes from growing. Overall, Japan has better scale/operational economics, and Singapore is a strategic market test for high-end, high-compliance, low-emission urban mobility. 
[bookmark: _Toc236957846]2.3 Comparative Cultural Analysis Using Hofstede’s Framework
Japan/Singapore scores reported by The Culture Factor (2026) are 54/74 for Power Distance, 62/43 for Individualism, 95/48 for Masculinity, 92/8 for Uncertainty Avoidance, 100/72 for Long-term orientation and 42/46 for Indulgence. 
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Figure 3: Hofstede comparison of Japan and Singapore
(Source: The Culture Factor, 2026)
Figure 3 links Singapore’s higher power distance to authorised-dealer reassurance and Japan’s lower score to consultative selling. While Japan is more individualistic, Singapore is more collectivistic, giving rise to a preference for personal choice versus family use and community good. It is appropriate that Japan's exceptional masculinity is matched by "engineering", "performance" or "achievement" messages, while Singapore requires "comfort", "practicality" and "balanced-value" messages. Japan has a high degree of uncertainty avoidance, which demands specifications, proof of safety, warranties and predictable service. Digital services, trials and new ownership models benefit from Singapore's low score. The durability, efficiency, resale value and maintenance messages of both countries are supported by the high long-term orientation. Their indulgence scores are similar, and therefore, propositions with facts will be more effective than propositions that promote pleasure. Toyota should thus maintain reliability but focus on messages, dealerships and customer experiences and mainly the cultural differences for strategic positioning in Japan and Singapore. Further application will be conducted through segmentation, targeting and positioning sections, on how Toyota should adopt their strategies in Singapore and Japan (Aririguzoh, 2022; Vigliocco et al., 2024). These cultural differences require distinct communication, service, and locally specific positioning decisions.
[bookmark: _Toc236957847]3. Comparative Analysis of STP and International Marketing Mix
[bookmark: _Toc236957848]3.1 Segmentation Strategy
Japan
Toyota segments Japan by life stage, use and mobility need: Yaris for urban efficiency, Sienta and Noah for families, Welcab for accessibility, GR models for performance and commercial vehicles for business use (Toyota Motor Corporation, 2026b). Japan’s ageing population and demand for hybrid, connected and driver-assistance technologies further shape these segments (Statistics Bureau of Japan, 2025; Toyota Motor Corporation, 2026d).  Accordingly, Toyota’s Japanese segmentation reflects demographic and mobility-related demand patterns more closely.
Singapore
The narrow segmentation in Singapore is due to the high ownership costs, short distances and high efficiency of public transport in the city. There are high-income families, fleets, ride-hailing companies, professionals and eco-oriented private consumers who are all relevant segments. Balcioglu et al. (2024) conclude that the perceived usefulness and economic value have an impact on sustainable vehicle preferences. Toyota ought to categorise car buyers according to their income, access to the car, trip pattern and the benefits they are expecting to get from the car.
Comparison
Japan supports broad segmentation because its market scale and product range allow Toyota to serve diverse household and commercial needs efficiently. Haghani et al. (2023) demonstrate that there are significant differences in EV adoption rates among countries and EV user segments. Singapore instead needs selective segmentation because ownership restrictions shrink the addressable market, making focused marketing resources more commercially valuable.
[bookmark: _Toc236957849]3.2 Targeting Strategy
Japan
The Japanese market is an ageing market, and targeting by age, by household use and mobility requirement is supported by the Statistics Bureau of Japan (2025). Toyota's focus should be on the safety and accessibility of older drivers, convenience for families, and service uptime for commercial users.
Singapore
The COE-constrained market and increasing charging access in Singapore necessitate a targeted approach towards wealthy households, fleet and efficiency-minded consumers (Land Transport Authority, 2026a; Ministry of Transport Singapore, 2026). Toyota should target charging-ready customers with BEVs and reliability-oriented customers with hybrids.
Comparison
Both markets value reliability, but Japan supports broader targeting while Singapore requires tighter financial and usage filters. Deloitte (2024) mentions four factors in automotive purchase consideration: price, quality, charging and performance, and infrastructure. This matters because Singapore’s ownership costs raise the penalty for poor targeting, so affordability, parking, driving behaviour and replacement timing must shape selection.
[bookmark: _Toc236957850]3.3 Positioning Strategy
Toyota has a trusted reputation in Japan due to its quality, engineering, safety, reliability and the making of automobiles. Portfolio breadth allows for individual positions in terms of mobility, top quality comfort and sporting quality. But this heritage has posed a danger that Toyota is showing conservatism in the high-speed battery electric race. Figure 4 shows Toyota’s patent shift towards batteries, electrification, connectivity and automated driving, supporting Ma et al. (2022). The Japanese “Mobility for All” is presented through “Start Your Impossible”, while Singapore’s Yaris Cross campaign emphasises efficient mobility and ownership confidence (Toyota Motor Corporation, 2023; Toyota Singapore, 2026c). However, both campaigns require clearer links between innovation claims and customer value.
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Figure 4: Percentage of Patents by Technological Field
(Source: Toyota Motor Corporation, 2026a)
Toyota should make innovation appear believable and trustworthy. The positioning should make clear that Singapore is a great place for efficient mobility, where the company can have confidence in ownership and enjoy their services from authorised service centres, with warranties and complete ownership details (Toyota Singapore, 2026d). Hybrid enhances reliability, but BEV competition is a major blow to Toyota's image as an innovator.
[bookmark: _Toc236957851]3.4 Comparative International Marketing Mix
Product Strategy
Toyota unifies its brand, hybrid technology, and Toyota Safety Sense for both markets but adjusts its model range, equipment and ownership support to local regulation, infrastructure and customer needs. Compact package, hybrid efficiency and Toyota Safety Sense make Yaris a vehicle in Japan, and Welcab has the accessibility solution. The urban-family models, like Yaris Cross and Corolla Altis, are highlighted, as is safety technology, airbags, smartphone connectivity and local warranty/service support (Toyota Motor Corporation, 2026d; Toyota Singapore, 2026d). Figure 5 shows Toyota’s electrified scale, while portfolio features and services remain locally customised. 
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Figure 5: Cumulative Sales of Electrified Vehicles
(Source: Toyota Motor Corporation, 2026a)
This adaptation of the brand is also influenced by culture: Japan has high uncertainty avoidance, which plays a significant role in emphasising detailed safety specifications and technical proof, whilst Singapore has high power distance and collectivism that helps to enable authorised-dealer reassurance, practical family value, and clear ownership guidance (The Culture Factor, 2026). Therefore, local adaptation should remain visible throughout the complete customer journey consistently.
Price Strategy
In Japan, Toyota has a wider price band, while Singapore incorporates list prices into COE-pricing affordability and clever price movements, so there is a lot more room for manoeuvre in pricing in Singapore. Toyota has published manufacturer-recommended prices in Japan, which enables the dealers to set the final selling prices and thus compete on pricing. Table 1 shows Japanese Yaris prices of ¥1,697,300–¥2,994,200 (Toyota Motor Corporation, 2026d). Singapore’s COE permits 10-year vehicle ownership (Land Transport Authority, 2026a). The other method promoted by Toyota is its 'Mid-Year Sale'. Toyota Singapore (2026c) advertised an additional S$10,000 discount on the Yaris Cross during its 2026 Mid-Year Sale. 
	Market
	Model
	2026 price

	Japan
	Yaris
	¥1,697,300–¥2,994,200

	Singapore
	Corolla Altis Standard
	S$145,888

	Singapore
	Yaris Cross Active
	S$178,388








Table 1: Selected Toyota prices, 2026. 
Note: Yen and SGD prices are shown in local currency and are not directly comparable without conversion.
Place Strategy
Distribution is standardised on the level of brand and service controls and adapted on the level of channel presence: Japan has a wide dealer network, while Singapore has a centralised authorised-distributor model. Japan has nationwide dealer companies such as Toyota Mobility Tokyo and Aichi Toyota, which are backed up by new-car, used-car and service outlets (Toyota Motor Corporation, 2026c). Selective centralised distribution is implemented in Singapore via Borneo Motors, which is Toyota's authorised distributor with principal showrooms at Leng Kee and Ubi (Borneo Motors, 2026). This adaptation is suitable for Singapore's smaller regulated market as it combines the Toyota brand's sales, compliance and after-sales support function. 
[image: ]
Figure 6: Number of public light-duty vehicle charging points by region in the Stated Policies Scenario, 2024-2030
(Source: IEA, 2025a)
Figure 6 shows charging expansion; Rempel et al. (2022) report reliability problems across fast-charging connectors. Digital lead generation shouldn't take the place of test drives and expert knowledge; it should just be an addition to the dealership.
Promotion Strategy
To join ‘Mobility for All’ with Olympic and Paralympic mobility and electrified technology, Japan leverages Toyota’s ‘Start Your Impossible’ platform (Toyota Motor Corporation, 2023). Figure 7 shows Singapore’s Yaris Cross promotion: an additional S$10,000 saving directing customers to Toyota showrooms (Toyota Singapore, 2026c).  The promotion demonstrates strong price emphasis but limited long-term differentiation for Toyota.
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Figure 7: Toyota Mid-Year Sale 2026 campaign 
(Source: Toyota Singapore, 2026c)
People Strategy
Toyota's longstanding tradition of courtesy, quality, technical competence and constant improvement is embodied by its customer-facing staff in Japan. However, sales teams need to be aware of details as buyers are comparing many models and propulsion options. Singapore sales teams need more knowledge of the rules on entitlement, taxation, charging, financing, insurance and multicultural communication. They have to interpret the complex regulations into simple suggestions, without being misleading in their recommendations. Borneo Motors (2026) is a Toyota sales, service, parts and ownership support company in Singapore. Celebrate employee satisfaction, disclosure quality, retention, and post-purchase results by rewarding employees with appropriate incentives.
Process Strategy
The Japanese processes are enabled by integrated manufacturing, distribution, dealership systems, planned maintenance and quality programs. Customers are mentally prepared for scheduled services, correct explanation, problem documentation and speedy problem solving. The process of quoting, financing, trade-in, registration, insurance and charging preparation is more complicated in Singapore. Toyota needs to merge all these stages into one clear customer journey for the buyers. In their paper, Aïmeur et al. (2023) demonstrate that when there is a rapid spread of complex claims, the outcome of the decision-making process can be weakened by online misinformation. Toyota needs to provide authenticated, digital information on propulsion differences, charging, warranties, efficiency, and ownership costs. The responsibilities should be clearly defined in the complaint handling between the distributor and the manufacturer.
Physical Evidence Strategy
The Japanese elements of physical evidence involve high-tech showrooms, demonstration cars, brand service centres, and quality procedures. Interactive pricing tools, charging demonstrations, and comparisons of technology should make vehicle ownership easier for Singapore customers. According to Inchcape (2025), distribution capabilities and customer services are at the heart of the automotive operations. The physical evidence must clearly present data on efficiency, warranty, repairability and information regarding the condition of the batteries. Customers need to try out all these propulsion methods on realistic test routes and get real-life training on how to charge. Consistency should be achieved with regular audits that demonstrate the same behaviour in websites, showrooms, employees, vehicles, after-sales contacts, etc.
Summary of the key findings of the marketing mix application 
In general, Toyota standardises its brand, safety, and hybrid technology while tailoring its pricing, distribution, promotion and service processes to the unique characteristics of each market.
[bookmark: _Toc236957852]4. Analysis of Toyota’s Market Entry Strategy in Singapore
[bookmark: _Toc236957853]4.1 Current Entry Arrangement
Borneo Motors is Toyota’s authorised distributor in Singapore (Borneo Motors Singapore, 2026). This model reduces Toyota’s investment while covering taxation, registration, financing, and COE requirements. Hilmersson et al. (2022) associate gradual network development with improved foreign-market performance. Toyota, therefore, gains established local relationships with regulators and important commercial partners.
[bookmark: _Toc236957854]4.2 Critical Evaluation of Strategic Suitability
Toyota's recent sales movement exposes a weakness that global performance can conceal. Toyota sold 7,876 vehicles during 2024, exceeding BYD's 6,191 units by 1,685 vehicles, or 27.2 per cent. In January-April 2025, however, BYD managed to sell 3,002 units, whereas Toyota sold 2,050 units (Reuters, 2025). This 952-unit shortfall suggests BYD is gaining ground faster, but it doesn't necessarily mean failure on the part of the distributor. According to Brouthers et al. (2022), the traditional entry model is being supplemented by digital ecosystems more and more. Toyota should retain Borneo Motors and to enhance digital engagement, customer analytics, product education and EV coordination in the region.
[bookmark: _Toc236957855]5. Evaluation of Ethical Issues in Toyota’s Singapore Marketing Mix
[bookmark: _Toc236957856]5.1 Environmental and Product Claims
The primary exposure for Toyota is in the area of the value they place on environmental gains to customers. According to the bZ4X webpage, it has a range of 478 kilometres, 16.3 kWh per 100 kilometres, and zero tailpipe emissions (Toyota Singapore, 2026a). These claims should include details on testing conditions, charging assumptions, ageing and electricity effects. This would aid in more informed choices by customers and significantly enhance the overall credibility.
Li et al. (2025) concluded that while greenwashing reduced trust, it was not a strong effect as environmental knowledge acted as a moderator in the purchasing behaviour. Therefore, Toyota should make a clear distinction between zero tailpipe emissions and the term zero lifecycle impact. A clear qualification would give validity to the bZ4X without detracting from its useful environmental properties.
The Yaris Cross is also offered as a self-charging hybrid car that has a 1,490-cc engine and 390-litre luggage capacity (Toyota Singapore, 2026e). Marketing must help to convey the message that hybrid efficiency is not battery electric efficiency, in terms of fuel consumption and local emissions. Otherwise, significant differences in the product, which impact the decision of the customers, may be lost in the general green language.
[bookmark: _Toc236957857]5.2 Pricing, Data, and Consumer Fairness
In Singapore, there is a high sensitivity to the advertised price as they need to be cognizant of the vehicle price, taxes, rebates, financing, insurance and COE exposure. Communications must be legal, decent, honest and truthful (Advertising Standards Authority of Singapore, 2026) in order to be in compliance with the advertising code. Toyota should include an illustration of the drive-away that shows all the material assumptions, rather than focus on the headline price.
To complete the picture, Singapore's official tax structure includes ARF rebates and VES bands adjusted with registration assumptions (Land Transport Authority, 2026b). Sun et al. (2022) demonstrate that measured standards, perceived quality, risk and product information are all important factors, combining to influence the process of EV adoption. All interest costs, any rebates, the limits of the warranties, servicing, charging equipment and potential variations in battery performance should be disclosed.
There are ethical duties related to consent, retention, access and disclosure to third parties with regard to digital enquiries and connected services as well. The Singaporean regulator (PDPC) suggests implementing measures of monitoring, migration testing, breach detection and data-loss prevention (DLP) (Personal Data Protection Commission, 2026). Sharing responsibility may lead to accountability gaps between Toyota and Borneo Motors, so there should be a joint audit of data flows.
[bookmark: _Toc236957858]6. Recommendations for Toyota’s International Marketing Strategy
[bookmark: _Toc236957859]6.1 Rebalance the Singapore Product Portfolio
Toyota needs to switch from hybrid-driven transition messaging to a more straightforward path for battery electric vehicles. Singapore saw roughly 50% of new registrations as EVs during the January-August 2025 period. VES rebates will only be applied to electric vehicles from 2026 and hybrids will not be eligible (Land Transport Authority and National Environment Agency, 2025). The shift is a big blow to Toyota's existing hybrid value proposition in Singapore.
The bZ4X should not be a stand-alone electric product, but one of a range of strategic products. Bryła et al. (2023) identify charging, range, safety, affordability, and confidence as adoption barriers. The Yaris Cross should remain available for customers lacking convenient charging access. Anastasiadou and Gavanas (2022) show that adoption reflects interacting economic, technological, social, and policy conditions. Toyota should therefore match each model carefully with clearly defined customer needs.
[bookmark: _Toc236957860]6.2 Strengthen Channel Governance and Market Trust
A synergy office between regional product teams and Borneo Motors' sales and service model in Singapore should be established by Toyota. Lampón and Muñoz-Dueñas (2023) show that sustainable-mobility suppliers increasingly influence technology decisions across automotive value chains. This office should be responsible for managing battery expertise, charging partnerships, training technicians, making battery inventory plans, content and providing fleet proposals.
Evidence files should be a part of Marketing Governance for all environmental, efficiency, range, discount and comparative performance claims. Singapore's consumer regulator recently required another retailer to stop false origin, quality and discount claims (Competition and Consumer Commission of Singapore, 2024). Toyota needs to validate claims locally as there is a risk for its reputation to be damaged as a result of its distributor's actions.
The customer information should be more than a compliance document – it should be a positioning tool that is active. The information capability in their empirical model was found to positively influence green trust and green consumption intention, which was found by Luo et al. (2023). Toyota should have calculators which can be interacted with, charging scenarios, certified comparisons and multilingual explanations through webpages, showrooms and follow-up communications.
Performance measurement should extend beyond campaigns, dealership visits, and basic sales activity. Toyota should target a fifteen-percentage-point increase in its Singapore BEV registration share within two years. Metrics should include enquiry conversion, complaint resolution, disclosure accuracy, service readiness and repeat-purchase rates.
[bookmark: _Toc236957861]7. Conclusion
Toyota's authorised distributor model is appropriate since Singapore is small, regulated and complex. But the model restricts direct control of the customer intelligence, electric-vehicle education and competitive response. Previously, BYD was the leader of the pack, but that does not mean that they are strategically fit today. Borneo Motors should be kept on board and its governance, digital engagement and electrification needs to be bolstered at Toyota. To meet the standards of ethical performance, environmental claims must be qualified, all ownership costs must be disclosed, and product comparisons must be defensible and data must be accountable. The bZ4X must have more strategic clarity and the Yaris Cross must appeal to customers whose situation continues to be in their favour. Toyota needs to put into practice a more concrete and detailed sustainability language and customer propositions. This approach would preserve trusted reliability while building a stronger position in Singapore’s electric-mobility transition.


[bookmark: _Toc236957862]Section 2: Reflective Account Using Gibbs’ Reflective Cycle
[bookmark: _Toc236957863]8.1 Description
I started by reading the assessment requirements and what I needed to compare, enter, evaluate ethically, make recommendations and reflect. The current draft already includes PESTEL, Hofstede, STP and 7 marketing-mix elements for Japan and Singapore. I used the following questions to search each of the last 12 months of academic databases, company websites, government documents, and trustworthy news articles. Zafeer et al. (2023) discovered that reflective writing over a longer period of time enhanced the critical reflection, engagement and perceived learning progress of graduate students. I made notes of emerging decisions and compared the relevance and reliability of the sources, as well as their date, the way they were measured and the direct relevance of each source.
[bookmark: _Toc236957864]8.2 Feelings
At first, I already had confidence as Toyota was familiar, and the draft itself already gave me lots of market information. But, it dropped when using different dates, comparison of vehicle categories, prices and registration periods. Product pages also highlighted the appealing aspects and minimised the testing conditions and overall ownership issues. I began to worry about writing descriptively, that it might be knowledgeable, but without evidence of the post-graduate level analysis. According to Mohamed et al. (2022), reflection is a cycle that links critical problem solving, future planning, action, and outcome evaluation. This concept inspired me to challenge rather than simply add to, or regurgitate, corporate jargon and assumptions.
[bookmark: _Toc236957865]8.3 Evaluation
The most compelling aspect of my work was the incorporation of theory with the existing evidence in Singapore. The calculation I made for Toyota's 2024 lead over BYD and January-April 2025 shortfall was done on a clearly defined period and denominator. This enhanced the earlier draft, where some increases and decreases were presented without explaining the basis of comparison or why the change was strategically important.
In Alt et al. (2022), structured reflective prompts are demonstrated to bring together the context of current tasks and their future implications with academics and professional life. It was identified that there was a gap, and I categorised evidence in the form of claims into six categories: control, adaptation, ethics, products, customer trust, and measurable recommendations.
The final evidence-based information also became more even between academic, governmental, corporate, regulatory, and journalistic information. However, pages for companies were still very much a description of products and not an independent evaluation. This separation created a barrier to making promotional claims to be accepted as fact.
[bookmark: _Toc236957866]8.4 Analysis
The research showed that critical comparison is not an easy task, which can be done by juxtaposing descriptions of two countries. For every difference, an explanation had to be given pertaining to strategic cause, commercial consequence and managerial response. Indrašienė et al. (2023) define critical reflection as integrating personal experience with new knowledge to develop a revised understanding. I've used this concept in trying to think about Toyota's distributor model in the context of the rapid change of the electric-vehicle market in Singapore. I initially thought that if Toyota had an 'established authorised distributor', it would be the best entry arrangement. Studying the network and channels revealed that local knowledge is valued and dependence can reduce control over data, learning and adaptation. This resulted in a more equitable assessment of the retained distribution and increased direct involvement by the manufacturer.
I also had a much more detailed numerical review, which altered my mind in terms of what I really think about market performance. Toyota’s 1,685-unit lead over BYD in 2024 seemed strong, until January-April 2025 revealed a 952-unit gap. I did not say “more or less” but rather the actual time periods, the actual differences, the percentage relationships, and the inferences that were limited. Ethical analysis was also needed, as efficient vehicles are not a given when being communicated in an ethical manner. There were a few issues that had to be qualified for green claims, including the boundaries of the lifecycle, the test conditions, and the differences in propulsion. Another explanation, beyond the isolated promotional numbers, for product prices was through assumptions on COE, rebates, financing, servicing and batteries.
Within their pilot study, Hwang et al. (2023) observed that the activities of decision, reflection and interaction enhanced the professional learning achievement, and the self-efficacy of the participants. The best learning was when I applied each recommendation to evidence, operational feasibility, measurable outcomes and probable potential impacts of the recommendation on stakeholders. This evolved into actions on a portfolio level, in terms of priorities, governance, customer information and performance controls.
[bookmark: _Toc236957867]8.5 Conclusion
This task gave me the idea that the longer the information is given, it doesn't necessarily mean that it will result in critical academic writing. Analysis is enhanced if evidence is chosen for a clear purpose, analysed constantly and then critically evaluated. I also found out that there needs to be numerical changes, there needs to be a baseline, period, unit, denominator, and an explanation. Specifications of the product should be visible, the use of the product, limitations and the meaning of the product in comparison with other products. The results of the reflection revealed that my key strengths were the ability to make comparisons and connections with structure, integration of evidence and generating practical recommendations. The problems I had were that I had an early accumulation of sources, a lack of basic clarification and dependency on the organisational language in the beginning.
[bookmark: _Toc236957868]8.6 Action Plan
	Action
	Specific
	Measurable Check
	Achievable Method
	Relevance
	Timeframe

	Evidence matrix
	Record claim, market, date, unit, source and limitation
	100% key claims entered
	Complete matrix before drafting
	Improves evidence quality
	Before each section

	Paragraph structure
	Use Claim–Evidence–Comparison–Interpretation–Implication
	Check every analytical paragraph
	Apply a five-part checklist
	Strengthens critical analysis
	During drafting

	Numerical accuracy
	Verify percentages, units and comparison periods
	Recalculate every figure
	Cross-check with original source
	Prevents misleading conclusions
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Electric car registrations and sales share in selected countries and regions, 2018-2024.
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LIMITED UNITS, WHILE STOCK LASTS. VISIT TOYOTA SHOWROOMS NOW
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FINAL COUNTDOWN! Last chance to enjoy additional $10,000 savings on the
Yaris Cross Full Hybrid at the Toyota Mid-Year Sale.

Whether you're running daily errands or embarking on weekend getaways, this
versatile SUV offers a dynamic blend of comfort, bold design, and fuel-
efficient self-charging full hybrid technology. Equipped with Toyota's
advanced safety features and ample cargo space, the Yaris Cross is the perfect
companion for any journey
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