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Section 1: Strategic Report
[bookmark: _Toc235548773]1. Introduction 
The purpose of this report is to examine Toyota’s international marketing strategy by analysing how Toyota operates in Japan, its home country, as compared to the United Kingdom (UK), one of its major host countries. The company was founded in 1937 by Kiichiro Toyoda and is headquartered in 1 Toyota-chō, Toyota City, Aichi, Japan (Toyota, 2026).  It is focused on evaluating Toyota’s efforts to strike a balance between global standardisation and local adaptation of markets to maintain its competitive advantage in the international automobile industry.
[image: ]
[bookmark: _Toc235548927]Figure 1: Company Logo
(Source: Toyota, 2026)
The company’s continued innovation strategies leveraged its competitiveness and resulted in top performance with $298.3 billion in the market, followed by Honda and Mitsubishi Corporation with $135.1 billion and $129.4 billion by 2024 (Zandt, 2024). The report starts with a strategic comparison of the external environment with the help of the PESTLE framework and Hofstede's Cultural Dimensions model, followed by an assessment of the STP strategies of Toyota. Then, it continues by analysing the market entry strategy of Toyota in the UK, discussing the ethical issues related to its marketing strategies and ends with strategic recommendations for firms to maintain a competitive position in the specified markets.
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[bookmark: _Toc235548928]Figure 2: Toyota's competitive market performance
(Source: Zandt, 2024)
[bookmark: _Toc235536658][bookmark: _Toc235548774]2. Comparative PESTEL Analysis: Japan vs United Kingdom 
[bookmark: _Toc235548775]2.1 PESTEL Analysis
[bookmark: _Toc235536659]2.1.1 Introduction to PESTEL Analysis 
PESTEL analysis is a tool used for analysing the external political, economic, social, technological, environmental and legal factors which affect business performance (Karadzhov and Patarchanova, 2025). Analysing the Japanese and UK cases will allow opportunities and challenges to be identified for Toyota's international marketing strategy and competitive position in the Japanese and UK markets. 

[bookmark: _Toc235548929]Figure 3: PESTLE Analysis
(Source: By Author)
[bookmark: _Toc235536660]2.1.2 Political Environment 
Japan offers a very stable political climate conducive to long-term investment and automotive innovation (Influencer Map, 2025). Support for hybrid and electric vehicles (EVs) is promoted through government policies, and export opportunities are being boosted by trade agreements. The United Kingdom is also politically stable, but it has been adapting to the implications of Brexit in terms of trade (Gamble, 2021). Sustainable mobility is fostered through government investments in EV infrastructure and low-emission mobility. 
[bookmark: _Toc235536661]2.1.3 Economic Environment 
Toyota has a reliable domestic market in Japan, being in a country that has a mature economy and stable consumer demand with strong purchasing power (ITA, 2025). Economic growth is relatively weak, but sales of cars remain steady. Inflation, interest rate increases and currency devaluation have all hit the UK economy that are impacting consumer spending (NIESR, 2025). There is, however, a significant opportunity for the long term due to the ever-growing demand for hybrid and electric vehicles. Hence, Japan's economy is more stable, while the UK's economy has more growth potential due to its growing sustainable vehicle market.
[bookmark: _Toc235536662]2.1.4 Social Environment 
Japan has an ageing population and is a very urbanised country where consumers prefer reliability, quality and fuel efficiency (World Economic Forum, 2023). Additionally, there has been a rise in environmental awareness, which has fuelled the demand for hybrid vehicles. In contrast, the UK is a younger and more diverse society with increasing interest in sustainability and digital technologies (YouGov, 2024). There is a growing trend towards “green” cars that fulfil the needs of modern living. Such social differences drive Toyota towards durability and trust in Japan and innovation and sustainability in the UK.
[bookmark: _Toc235536663]2.1.5 Technological Environment 
Japan is a world leader in automotive research, smart manufacturing and hybrid technology (ITA, 2025). Toyota has been supported by advanced production systems and perpetual innovations. UK, meanwhile, is pushing ahead with EV charging networks, digital retailing, connected vehicles and AI (Smith and Jolly 2026). Online buying and virtual customer service are a growing expectation of consumers. Toyota can thus leverage Japan's technological expertise to create new products and support digital interaction and EV sales in the UK. 
[bookmark: _Toc235536664]2.1.6 Environmental Environment
Environmental sustainability is a key priority for both countries. Green manufacturing and hybrid vehicles are important for Japan's carbon neutrality (Rinawati, et al., 2023). The UK have also adopted a Net Zero strategy and tougher emissions standards and will be ending sales of new petrol and diesel cars (Shahzad, et al., 2024). These environmental policies urge Toyota to further develop hybrid and electric vehicles. Sustainability has been adopted as an important marketing message, and it has enhanced Toyota's competitive edge in both markets.
[bookmark: _Toc235536665]2.1.7 Legal Environment 
The automotive industry in Japan is under strict control of automotive safety, labour laws and consumer protection legislation that guarantee product quality and customer confidence (Cole, 2020). The United Kingdom also has similar standards, but has added, over time, more severe environmental regulations and emission requirements (Gov.Uk, 2026). Automotive marketing and sales practices are also affected by consumer rights and competition laws. Toyota needs to adhere to the changing legal requirements in both countries and also needs to ensure that it maintains a high level of quality standards in order to uphold customer confidence and safeguard the reputation of its global brand.
[bookmark: _Toc235536666]2.1.8 Comparative Evaluation
Overall, Japan is more politically and economically stable for Toyota to build and plan long-term. On the other hand, the United Kingdom offers more promising prospects for hybrid and electric cars in the face of increased regulatory and economic uncertainty. Toyota needs to have a strong business in Japan and an innovative marketing strategy in the UK. 
Table 2.1: Comparative PESTEL Analysis of Japan and the United Kingdom
	PESTEL Factor
	Japan
	United Kingdom
	Implications for Toyota

	Political
	Stable government and automotive support
	Post-Brexit policies with EV incentives
	Stable production in Japan and flexible strategy in the UK

	Economic
	Mature economy and stable demand
	Inflation but growing EV market
	Stable domestic sales and UK growth opportunities

	Social
	Ageing, reliability-focused consumers
	Younger, diverse and sustainability-focused consumers
	Different marketing messages for each market

	Technological
	Advanced R&D and hybrid leadership
	Expanding EV infrastructure and digital retailing
	Continue innovation and digital transformation

	Environmental
	Carbon neutrality and green manufacturing
	Net Zero strategy and EV transition
	Expand sustainable vehicle portfolio

	Legal
	Strong safety and consumer protection laws
	Strict environmental and competition regulations
	Maintain compliance and strengthen customer trust


[bookmark: _Toc235536667][bookmark: _Toc235548776]2.2 Cultural Analysis Using Hofstede Framework 
Hofstede's Cultural Dimensions serve as a useful tool for understanding the impact of national culture on consumer behaviour and marketing decisions (Rachwal-Mueller and Fedotova, 2024). Toyota can use the comparison of Japan and the United Kingdom to discover any differences in culture that would impact customer expectations, purchasing behaviour and communication strategy.
[image: ]
[bookmark: _Toc235548930]Figure 4: Hofstede Cultural Dimensions of Japan and UK
(Source: The culture factor, 2026)
Japan has a higher Power Distance score (54) than the UK (35), meaning there is more acceptance of hierarchy and authority within an organisation. Toyota are well known and trusted in Japan, while UK consumers are looking for greater customer interaction and communication (Toyota, 2025). The values of Individualism are higher in both countries, but the UK has a higher value (76) than Japan (62). Japanese consumers tend to think of the long-term value and family needs, while UK consumers take a more independent buying decision. Therefore, Toyota encourages personal mobility and consumer choice in the UK and reliability and family benefits in Japan (Toyota Asia, 2025).
Japan scores very high in Masculinity (95) in comparison to the UK (66) which has a greater emphasis on achievement, performance and technological excellence. While marketing focuses on vehicle performance, sustainability, and value in the UK, engineering quality and innovation are the focus in Japan for Toyota (Toyota. 2025). The biggest cultural gap is found in the area of Uncertainty Avoidance, Japan's score being 92, while the UK is 35. Japanese consumers look for detailed information about the product and trust in technology, whereas UK consumers are more enthusiastic about new innovations like EVs. 
Japan is also higher on Long-Term Orientation (100 as compared to 60), meaning that they put more emphasis on planning for the long-term, continuous improvement, and quality. Lastly, the UK has a higher Indulgence score (69 against 42), which indicates that the consumers place more emphasis on lifestyle and enjoyment. This cultural difference necessitates a marketing strategy that is adapted to Toyota. For Japan, reliability, quality and long-term value should be the key focus, while innovation, sustainability, digital engagement and customer experience are important for the UK marketing (Farrell, 2026). This balance allows Toyota to satisfy local consumer expectations, while keeping its global brand image consistent. 
[bookmark: _Toc235536668][bookmark: _Toc235548777]3. Comparative STP Analysis 
[bookmark: _Toc235536669][bookmark: _Toc235548778]3.1 STP Overview 
Segmentation, Targeting and Positioning (STP) is an important marketing concept used by organisations to help them identify different groups of customers, to select the most appealing markets and to design appropriate value propositions (Khandelwal, et al., 2020). STP is useful in international marketing where companies can tailor their strategies to suit the preferences of consumers and the market conditions in different countries. 
[bookmark: _Toc235536670][bookmark: _Toc235548779]3.2 Segmentation Strategy 
Toyota markets in two segments based on geographic, demographic, psychographic and behavioural criteria. The Japanese market is a well-established domestic market with a high level of urbanisation, resulting in a high demand for compact and fuel-efficient vehicles (Market Research Future, 2026). The UK market, on the other hand, comprises a variety of urban and rural areas with rising demand for hybrid and electric vehicles. Toyota's demographics are pointed towards Japan's ageing consumers, particularly families and professionals. The company targets different income levels in the UK, younger professionals, families and environmentally conscious consumers (Bauer Media Outdoor, 2024).
There is also a difference with psychographic segmentation. Japanese consumers prefer quality, reliability and long-term use, whereas UK consumers have shifted focus to sustainability, innovation, and modern lifestyles. Behaviourally, Japanese customers are loyal and prefer proven technologies (Ito, 2024). On the other hand, UK consumers are less reluctant to purchase new technologies, such as EVs and digital channels. In general, Toyota uses the same segmentation variables in both countries but adapts them to suit the differences in demographics, lifestyle and purchasing behaviour.
[bookmark: _Toc235536671][bookmark: _Toc235548780]3.3 Targeting Strategy
Toyota's main target is families, business users, high-value senior users and customers who value reliable hybrid cars in Japan (Toyota, 2025). The company has a focus on quality, durability and advanced engineering to satisfy domestic consumers. Toyota's marketing strategy in the United Kingdom aims at consumers who are concerned about the environment, young professionals, families and fleet customers, who appreciate fuel efficiency and low vehicle emissions. Sustainability, innovation and hybrid technology are promoted in marketing campaigns to meet shifting consumer preferences and government environmental policies. Toyota's targeting strategy is an example of global standardisation and local adaptation. Vehicle reliability and quality are most important in both markets, but Japan is more interested in the performance of the vehicle over time. While the UK is more interested in environmental responsibility and technological innovation (YouGov, 2024). This is a focused strategy that will help Toyota stay competitive and relevant in both markets.
[bookmark: _Toc235536672][bookmark: _Toc235548781]3.4 Positioning Strategy 
Toyota's reputation for quality and reliability is retained, but its positioning in Japan and the UK is different (Toyota, 2026). For Toyota, in Japan, it is a trusted local brand that is known for its engineering prowess, innovation and longevity. The marketing emphasises the superior quality of the vehicles, hybrid technology, and ongoing improvements, characteristics that resonate with Japanese consumers' preference for reliable, long-lasting vehicles. Toyota is a sustainable and innovative brand in the United Kingdom. Hybrid, fuel economy, low emissions and advanced safety features are all highlighted in marketing campaigns to attract eco-conscious buyers. The company also works on the affordability and reliability aspects to boost its competitiveness.
In general, Toyota's positioning is consistent across the world, with a focus on quality and innovation, with marketing messages tailored to meet local customer needs as described in the image below. Japanese consumers have come to identify Toyota as a symbol of the country's heritage and technological advancement, while UK consumers have linked Toyota to sustainability and value. This is a balance of global consistency and local adaptation that boosts Toyota's competitive edge in both markets.
[bookmark: _Toc235536673][bookmark: _Toc235548782]3.5 Comparative Evaluation of STP 
Toyota's STP strategy is an example of a balance between global standardisation and adaptation. The company segments the customers based on geographic, demographic, psychographic and behavioural attributes both in Japan and in the UK. However, the targeting and positioning that is required is different based on the differences in consumer preferences. In Japan, Toyota is more concerned about reliability and quality, and long-term ownership, while in the UK they are more concerned about sustainability and innovation, and low-emission vehicles. These strategies are influenced strongly by cultural differences. The Japanese prefer long-term value, quality and risk reduction, which is why Toyota's products are marketed as reliable and advanced engineering (SBI Motor, 2022). UK consumers, on the other hand, are more individualistic and open to innovation, which is why Toyota emphasises hybrid technology, environmental aspects and digital customer experiences.
Economic factors also influence Toyota's STP decisions. The Japanese automotive market is a well-developed and stable market, where consumers value reliability and long-term relationships with their car dealers (Sancia, 2025). However, the UK's increasing demand for hybrid and electric vehicles in the wake of government environmental policies provides opportunities for Toyota to increase its sustainable product offering. In general, Toyota's international STP strategy is successful as it has a same identity in all countries but different adaptation in each country. Through this, the company can meet the needs of various consumers, improve customer loyalty, and keep up with the competition in Japan and the U.K. 
[bookmark: _Toc235548783]4. Comparative International Marketing Mix  
[bookmark: _Toc235548784]4.1 Analysis of 7Ps in Specified Market Context
The 7Ps Marketing Mix framework evaluates seven strategic elements including product, price, place, promotion, people, process, and physical evidence (Hanlon, 2023). These are applicable for assisting organisations to meet customer needs across different international markets while maintaining competitive advantage.
[image: ]
[bookmark: _Toc235548931]Figure 5: 7P's of Marketing
(Source: Hanlon, 2023)
Table: 7P’s of Marketing Mix Evaluation
	7Ps Factor
	Japan (Home Market)
	United Kingdom (Host Market)

	Product
	Toyota's product range is vast, with a focus on compact cars, hybrids and high-end domestic vehicles. Japanese consumers value longevity, and this is reflected in product development through engineering quality, durability and continuous improvement, which are aligned with Kaizen philosophy (Lee, 2025).
	Toyota's commitment to sustainability and consumer demand for green transportation solutions drives its investment in hybrid and electric vehicles, such as the Corolla Hybrid and bZ4X, which combine cutting-edge safety equipment with eco-friendly features (Toyota, 2025).

	Price
	In Japan’s automotive market, fostered resiliency and a well-developed domestic market fostered robust pricing (Schröder, 2024). For Toyota, value-based pricing is reinforced by high perceived quality and long-term ownership value.
	In the UK automotive market, pricing is more competitive due to intense competition from European manufacturers (Eurometal, 2026). The company is offering flexible finance options, leasing and promotional packages to make the vehicle more affordable to those who want to buy it for the environment.

	Place
	For effective placement of Automotive in Japan, the distribution involves an extensive network of dealerships that are supported by highly efficient logistics and after-sales service centres (Yeung, 2024). For Toyota, it is ensuring wide availability and excellent customer relationships.
	In the UK, Toyota is effectively placed through authorised dealerships and online, through vehicle configurators and digital retail platforms (Ellisdavies, 2023). The distribution strategy begins to incorporate omnichannel buying processes and effective delivery systems throughout the UK.

	Promotion
	Product reliability, technological excellence, quality, and long-term customer trust are all emphasised through promotional campaigns. Specifically in Japan, Toyota's heritage, engineering innovation and leadership domestically are often emphasised in marketing communication (De Rosner, 2022).
	Considering the market, social media, online advertising and eco-related campaigns are commonly used to target younger and eco-conscious consumers (Rashid, et al., 2025). The company’s promotional activities are around the themes of sustainability, hybrid technology, carbon reduction and digital engagement.  

	People
	Toyota's customer service philosophy is demonstrated to employees in detail, focusing on professionalism, technical knowledge and the importance of long-term customer relationships (Setiawan and Heikal, 2024).
	Sales and service staff are focused on personalised customer engagement, consultative selling and digital support, mirroring UK consumers' desire for responsive and customer-centred service (Kowalkowski, et al., 2025).

	Process
	Purchase, service and warranty processes are very standardised and efficient, allowing for a uniform service quality and customer satisfaction throughout the ownership lifecycle in Japan’s automotive market (Titu and Pop, 2025).
	In the UK’s automotive market, online bookings, digital documentation, finance approvals and virtual consultations are integrated into purchasing processes, offering increased flexibility and convenience for customers (Qadir, et al., 2024).

	Physical Evidence
	Toyota's reputation for precision, quality and technological excellence is reinforced by modern dealerships (Hyun, 2025). This contributed to fostering high-quality service facilities, corporate branding and well-maintained showrooms.
	Toyota's innovative and eco-friendly reputation is bolstered by modern showrooms, engaging digital exhibits, e-commerce platforms, and sustainable retail spaces.


[bookmark: _Toc235548785]4.2 Comparative review of marketing mix
The comparative analysis shows that Toyota uses a marketing mix that is standardised with a localised adaptation to appropriately meet market conditions within Japan and the United Kingdom. In the UK, the company emphasises product quality, reliability, and customer satisfaction, but there is substantial adaptation to the cultural, economic and regulatory environments (Ellisdavies, 2023). Whereas in Japan, the market is oriented towards long-term value, engineering standards and loyal customers, as the Japanese market is well developed and customers value reliability (Lee, 2025).
[bookmark: _Toc235548786]In contrast, Toyota's UK marketing approach prioritises hybrid and electric cars, digital engagement with customers, and sustainability-centric promotions, reflecting the evolving landscape of environmental regulations and consumer preferences (Yeung, 2024). Differences in pricing mechanisms, distribution channels and customer interaction further illustrate Toyota's localisation strategy. Lastly, for Toyota, it may improve its competitive position and contribute to sustainable growth in both domestic and overseas markets.
5. Directional Development Strategy  
[bookmark: _Toc235548787]5.1 Overview of UK market 
The United Kingdom is one of the most important international markets for Toyota, as it has a well-established automotive industry, a highly developed transportation infrastructure, and a growing demand for sustainable transport options. Government policies promoting low-emission vehicles, investment in electric vehicle (EV) infrastructure and consumer preference for environmentally friendly transport have accelerated the transition towards hybrid and electric vehicles (Marjani, 2025). The challenges include economic uncertainty and higher competition levels. However, the UK's robust regulatory backing for decarbonisation remains to give Toyota a bright future for long-term growth.
[bookmark: _Toc235548788]5.2 Market Entry Strategy  
Toyota expanded into the UK via a fully owned subsidiary with investment in infrastructure such as Toyota Motor Manufacturing UK (TMUK) and Toyota's distribution network in the UK. This is consistent with Dunning's Eclectic (OLI) Paradigm, which defines international expansion based on ownership, location and internalisation advantages. The ownership benefits of an automotive firm include its well-known brand name, the high level of hybrid technology and efficient manufacturing processes (Lib, 2024). The UK has good location values, including access to a highly educated workforce, a developed automotive supply chain, and a high demand for sustainable vehicles. Internalising operations allows Toyota to keep control over product quality, technological development and customer experience, and secures the information and know-how of the production process. Thus, this approach to market entry has enabled effective coordination of production, marketing and after-sales services in the UK market.
[bookmark: _Toc235548789]5.3 Evaluation and Strategy Implications of Marketing Strategy
Toyota's approach to entering the market has allowed the company to carve out a solid competitive niche in the UK automotive market, fostering a balance between global reach and local agility. Holding direct control over operations has helped ensure uniform quality and supports a company’s reputation for reliability (Mandal and Seikh, 2025). The ongoing strategic adaptation, however, is necessary due to several difficulties such as trade problems after Brexit, new environmental laws, and new competition from electric vehicle producers. Toyota needs to boost investment in BEV technology, digital retailing and sustainable manufacturing, and make the most of the hybrid leadership it has developed. The approach may help meet the global growth goals by integrating more standardised global Toyota while remaining locally responsive, providing the company with greater resilience and the ability to grow in the rapidly changing UK automotive market.    
[bookmark: _Toc235548790]6. Ethical Issues in Toyota’s Marketing Mix  
[bookmark: _Toc235548791]6.1 Ethical Issue Identification  
One of the key ethical concerns for the marketing mix is its messaging on sustainability, specifically its hybrid vehicle policies. Toyota is a leader in the field of low-emission mobility, but stakeholders raised concerns if company’s marketing adequately shows the company's speed in moving to full battery electric vehicles (BEVs) (Evans, 2026). This has raised significant concern about the transparency of environmental statements and the authenticity of marketing communications focused on sustainability.
[bookmark: _Toc235548792]6.2 Critical Evaluation Using Ethical Framework  
Carroll's Corporate Social Responsibility (CSR) Pyramid is a good model for assessing Toyota's ethical marketing practices by adhering to four major responsibilities, including economic responsibility, legal responsibility, ethical responsibility, and philanthropic responsibility (Thacker, 2024).
[image: ]
[bookmark: _Toc235548932]Figure 6: Carroll's pyramid framework
(Source: Thacker, 2024)
Toyota's economic obligation is met by offering reliable, innovative vehicles and continuing to be profitable for years to come by investing in hybrid technology (Toyota, 2025). The company’s ongoing investment in hybrid powertrain technology, which is a step back on the path to battery electric, is said to give the impression that the environment is over-marketed by the company. The company meets Japanese automotive safety, emissions and consumer protection laws but has experienced issue to deal with the obligation of strategic laws adherence (Inquirer, 2024).  Toyota's philanthropy is exemplified through investments in carbon reduction programs, community development and environmental education. Whereas in the UK, the increased clarity of proposals for large-scale product electrification would boost stakeholder confidence and support the credibility of Toyota's sustainability claims (Toyota, 2022).
[bookmark: _Toc235548793]6.3 Implications for Toyota  
The ethical treatment of marketing communications to cope with the greater concern of long-term competitiveness and corporate image (Czinkota, et al., 2023). Consistent ethical behaviour in product, promotion and corporate sustainability efforts leads to greater customer loyalty, lower risk of reputational damage and greater competitive advantage. Moreover, considering the situation, when Toyota's sustainability message is not seen to be communicated clearly, it starts to impact customer trust and brand credibility over time, especially among UK eco-minded buyers (Agarwal, et al., 2025). Therefore, the firm’s marketing strategies need to be synchronised with measurable environmental performance and future strategic commitments. This may enable the company to enhance its international brand image and sustain the growth of the automotive market in increasingly environmentally and socially aware markets.
[bookmark: _Toc235548794]7. Recommendations for Future International Marketing Strategy 
Three strategic recommendations have been suggested based on the above analysis to bolster Toyota's international marketing performance in the UK market. First, speeding up the localisation of its battery electric vehicle (BEV) portfolio by increasing its product range to satisfy the UK's increasing demand for zero-emission mobility (Brand, et al., 2022). For Toyota, this would help the market to be more competitive and facilitate compliance with changing environmental laws. Secondly, integration of digital technologies across the customer journey would improve purchasing convenience, customer satisfaction and brand loyalty (Terason, et al., 2025). Through this change, the company can improve its digital marketing skills by focusing on personalised customer engagement, artificial intelligence (AI) analytics, and omnichannel retail experiences. 
Third, a clear sustainability message is beneficial to build stakeholder trust and would mitigate the possibility of reputational risks from environmental marketing claims (Lin, et al., 2025). Toyota needs to enhance the transparency of its sustainability communications by presenting tangible proof of the carbon reduction efforts, progress of electrification, and responsible use of supply chains. The collective integration of these suggestions may assist Toyota in achieving the balance between consistency and localisation of its brand, ensuring competitive advantage and sustainable growth in the UK automotive market.
[bookmark: _Toc235548795]8. Conclusion 
The report concludes by demonstrating Toyota's international marketing strategy by comparing its activities in Japan and the United Kingdom. The PESTEL and Hofstede analyses showed that strategic adaptation must be made to the specific market due to political, economic, and cultural differences. The STP analysis revealed that Toyota can adjust its segmentation, targeting and positioning strategies to the different preferences of different consumers while keeping the brand identity the same across the world. In addition, the comparative 7Ps analysis revealed the need to tailor marketing activities to local market conditions. The assessment of Toyota's UK market entry strategy revealed the success of Toyota's wholly owned subsidiary option in gaining long-term competitiveness, and the ethical assessment highlighted the need for effective communication of sustainability. Lastly, the company’s strategy of global standardisation and local responsiveness has been successfully balanced and provides a solid platform for sustainable international success.


[bookmark: _Toc235548796]Section 2: Individual Reflection  
[bookmark: _Toc235548797]2.1 Gibb’s Reflection Framework 
In order to reflect on individual experiences, the Gibbs Reflective Cycle assists with the six stages, including description, feelings, evaluation, analysis, conclusion, and action plan, which help to learn through evaluating experiences systematically (McLeod, 2025). 
[image: ]
[bookmark: _Toc235548933]Figure 7: Gibb's reflective cycle
(Source: McLeod, 2025)
[bookmark: _Toc235548798]2.1.1 Description
In the process of preparing this report, I studied Toyota's international marketing strategy by looking at its operations in Japan and the United Kingdom. The research process was carried out by obtaining information from academic journals, industry reports and company publications to gain insight into how Toyota is adapting its marketing activities in various international markets. I used PESTEL, Hofstede's Cultural Dimensions, STP, 7Ps Marketing Mix and Carroll's CSR Pyramid to analyse ethical issues that affect the firm's international marketing activities. Throughout the report, I was comparing macro-environmental factors, cultural differences, market segmentation, market entry strategy and ethical considerations before drawing out strategic recommendations. Through a systematic approach, I managed to combine theory with practical business applications and create a comprehensive, evidence-based international marketing report.
[bookmark: _Toc235548799]2.1.2 Feelings
Initially, I was not very confident in choosing the right international marketing frameworks and tying them together in a single report. The comparison of Toyota's strategies in two countries was initially difficult due to the differences in political, cultural, and economic environments. I failed to progress through the research, but my confidence gradually increased. The real business practices combined with the academic theories gave me a better understanding of the external and internal factors that affect international marketing decisions. By completing each section, I managed to experience a sense of achievement, especially when I was able to link theoretical models to Toyota's practical approach and formulate coherent recommendations based on the results.
[bookmark: _Toc235548800]2.1.3 Evaluation
I gained from the overall experience in that it not only enhanced my academic research but also my critical thinking process. A positive was the understanding of how different strategic frameworks can support each other when considering a multi-national organisation. For instance, the PESTEL and Hofstede analyses gave a contextual understanding that helped in conducting the next steps of the STP and marketing mix evaluation. Moreover, I gained a better understanding of Toyota's market entry approach, which helped my understanding of expansion into other markets. However, one difficulty was the need to synthesise information from several trustworthy sources without repeating information from one section to the next. A careful planning process was also necessary to ensure that work efficiency was achieved along with providing a thorough critical discussion of each framework. The overall assessment made significant contributions to my organisational skills in creating a strategic report that has complex information.
[bookmark: _Toc235548801]2.1.4 Analysis
The assessment showed that there is a need for organisations to find a balance between global consistency and local market adaptation within the context of effective international marketing. I learned that applying several models enabled me to obtain a comprehensive picture of the international marketing decision-making process. However, environmental analysis and cultural assessment, together with segmentation and marketing mix evaluation, contributed more to an integrated strategic approach. The report also revealed that consumer demand, government policies, and competitive environments differ among world markets, and that companies like Toyota must adapt their marketing strategies.
Furthermore, when reflecting on my own learning, I came to understand that critical analysis goes beyond theoretical concepts; it must also consider how that concept is applied practically in the context of a business. I was able to gain some insights into ethical issues, especially in the context of sustainable communication and stakeholder needs in international markets. This experience helped me to think critically about academic literature and analyse, synthesise, and evaluate different points of view and make decisions from a strategic perspective based on evidence. This helped me acquire analytical skills and a better understanding of how the theories of international marketing can be applied to the practice of managing a business.
[bookmark: _Toc235548802]2.1.5 Conclusion
Looking back on this evaluation, I feel that I have learned a great deal about researching, analysing and applying international marketing concepts in an applied business environment. While I struggled to fit together several frameworks and coordinate a large amount of information, the challenges spurred a greater development of my planning, organisation and critical evaluation skills. The experience has helped me gain insight into international marketing strategy and boosted my confidence in analysing multinational organisations. Lastly, the overall process of this strategic marketing report emerged as an integral part of my learning experience, enhancing my capacity to bridge theory and application in business decision-making and formulate sound, evidence-driven strategic recommendations.
[bookmark: _Toc235548803]2.1.6 Action Plan
Considering the overall experience, I have identified several areas that need to be developed to support my academic and professional growth through this reflection. Initially, I plan to increase my capacity to critically assess academic literature by reading more and better journal articles and improving my capacity to make good critical comparisons. Secondly, I will focus on gaining more knowledge about international marketing analytics, digital marketing strategies and sustainability management, which are increasingly important fields in international business. Finally, I will emphasise the use of strategic frameworks in various settings and situations to enhance my decision-making and analytical skills. These recommendations are intended to improve my ability to perform well academically and help equip me for future careers in international marketing and strategic business management.
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