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[bookmark: _Toc235400571]Executive Summary 
This report will critically analyze the international marketing strategy of Toyota by using the operations in Japan (home market) and the United Kingdom (host market). Based on PESTEL, as well as Cultural Dimensions by Hofstede, the analysis reveals substantial variations in the macro-environmental situations, consumers behaviour and cultural values which determine Toyota marketing decisions. The report also explains a comparison of the Segmentation, Targeting and Positioning (STP) strategy of Toyota and the 7Ps marketing mix, and how the company balances its global brand consistency and the local market orientation. The conclusion of the analysis is that Toyota approach to foreign direct investment and local manufacture has allowed it reach a high competitive position in the UK though Brexit-related challenges, as well as the growth of competitiveness and the rise of the electric cars industry exist. Ethical review helps to acknowledge positive cases of sustainability and responsible business operations and notes battery sourcing and supply chain transparency as persisting issues. Lastly, the report proposes addition of electric vehicles to the portfolio, intensification of the digital marketing, improved sustainability reporting, use of AI-based personalisation of the customers, and innovation on circular-based economy prospects to enhance international competitiveness in the long-term.
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[bookmark: _Toc235400572]1. Introduction 
[bookmark: _Toc235400573]1.1 Background, Aim and Objectives
Toyota Motor Corporation is one of the most advanced manufacturers of automobiles in the world founded in 1937 and operates in over 170 different countries and regions with an extensive network of manufacturing facilities, research and development centres, sales subsidiaries and dealerships (Toyota Motor Corporation, 2025a). The company has transformed to be a provider of global mobility (hybrid, battery electric, hydrogen fuel-cell and connected mobility solutions) other than just being a vehicle manufacturer (Yun et al., 2025). By 2025, Toyota was still the biggest car company in the world with sales of its vehicles of close to 11.3 million all over the globe and a consolidated turnover of ¥48.0 trillion and a robust global production network (Toyota Motor Corporation, 2025a). The purpose of this report will be to critically compare the international marketing strategy used by Toyota in Japan (home market) and the United Kingdom (host market). In particular, it contrasts the two markets in terms of PESTEL and Hofstede cultural dimensions, compares the Toyota STP and 7Ps marketing strategies, evaluates the entry of Toyota in the UK, and ethical concerns regarding its marketing strategy and its marketing performance, and provides recommendations to enhance Toyota future performance in the international marketing (Schlegelmilch, 2022b; Oliveira et al., 2023).
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[bookmark: _Toc235400601]Figure 1: Toyota global presence map 2025
Source: Self-made adapted from Toyota Motor Corporation (2025a); Toyota Motor Europe (2025).
[bookmark: _Toc235400574]2. Comparative Market Analysis 
[bookmark: _Toc235400575]2.1 Overview of the Japanese and United Kingdom Markets
Toyota has its models in the local market, Japan, as well as in the United Kingdom (UK), however, the two markets are significantly different in their economic investments, preferences of consumers and regulations, cultural differences among others. Japan is the home market of Toyota which is typified by the high level of automotive manufacturing, and consumer loyalty towards local brands domestic products and demand of hybrid cars. Conversely, the UK is a mature and well-established host market characterized by stiff competition, swiftly developing electric vehicle (EV) regulations and strengthening consumer needs toward sustainable browsing choices (Fuchs, 2022).
Japan is economically considered to be one of the largest world-wide economies with a GDP of about US $4.4 trillion, whereas the UK with a figure of about US $4.0 trillion was measured in 2025 (OECD, 2026; OECD, 2025). The population of Japan is about 123 million in comparison to the 69 million people in the UK. The automotive industry in both countries is well developed with market dynamics being vastly different. The Japanese automotive industry is represented by local car producers, in contrast to the UK market, which is quite competitive with non-international brands like Toyota, Honda and Nissan competing on several segments of the market (SMMT, 2025b). 
Hybrid cars are staying popular especially in Japan due to consumer neediness in fuel efficiency and because the nation has traditionally invested in the technology of hybrids. On the other hand, the UK motor industry is rapidly shifting to battery electric cars with the help of the Zero Emission Vehicle (ZEV) policy and the Net Zero policy of the government. With an average growing by more than 30% a year, more than 2.0 million zero-emission vehicles were registered in the UK by the end of 2025, and five hundred times higher numbers of new zero-emission vehicles are registered (International Energy Agency, 2025a; Department for Transport, 2025).
[bookmark: _Toc235400594]Table 1: Comparative Market Overview
	Indicator
	Japan
	United Kingdom

	Population (2025)
	~123 million
	~69 million

	GDP (Current US$)
	US$4.4 trillion
	US$4.0 trillion

	Inflation
	Relatively low
	Moderate

	Automotive Market
	Mature domestic market
	Mature import-oriented market

	EV Adoption
	Gradual growth alongside hybrids
	Rapid growth under ZEV mandate

	Hybrid Demand
	Very high
	High and increasing


Source: OECD (2025; 2026), International Energy Agency (2025a) and SMMT (2025b).
[bookmark: _Toc235400576]2.2 Comparative PESTEL Analysis
The Macro-environmental differences between Japan and United Kingdom are noticeable in shaping the international marketing strategy within Toyota.
Political. Japan has a politically stable environment and long-term industrial policies which facilitate automotive innovation and advanced manufacturing and research. By comparison, the UK government is vigorously encouraging the electrification of vehicles via its Net Zero policy, Zero Emission Vehicles mandate and emissions legislation that obliges producers to sell more electric vehicles and adjust to post-Brexit trade policies (Teece, 2025; Department for Transport, 2025). 
Economic. The economies of both countries are highly paid; yet Japan boasts of an established base of domestic production, as opposed to the UK automotive sector which depends more on foreign commercial dealings and foreign imports. Pricing of vehicles in the two markets as well as purchasing behaviour of consumers is affected by exchange-rate changes, inflation and energy prices (Office for National Statistics, 2025). 
Social. Reliability, long-term ownership, and fuel efficiency is a major concern to the Japanese consumer making the hybrid cars manufactured by Toyota especially appealing. The people of the UK are becoming more and more eco-friendly and conscious of the environment, the necessity of digital connections and transportation with reduced emissions, which causes the increasing popularity of electric and hybrid cars (Hrysiuk, 2025).
Technological. Japan has maintained its place in the world as a leader in automotive innovation, robotics and hybrid technologies and has invested a lot in research and development. UK is actively adding charging network, digital mobility services and connected vehicle technology to fast-track EV adoption (Anwar, Nujen and Solli-Sæther, 2024).
Environmental. Toyota has made sustainability to be the main focus of its activities in both countries. In Japan, carbon neutrality is addressed by hybrid, hydrogen and circular manufacturing efforts whereas in the UK, the carbon targets and incentives promoting low-carbon mobility are ambitious (Toyota Motor Corporation, 2025b; International Energy Agency, 2025b).
Legal. Toyota has to abide by different legal systems in the markets. Japan has stringent product safety and environmental laws, compared to the UK operations, which are affected by product legislation on vehicle emissions, consumer protection laws and post Brexit changes in regulations (SMMT, 2025a).
[bookmark: _Toc235400595]Table 2: Comparative PESTEL Analysis
	Factor
	Japan
	United Kingdom
	Implication for Toyota

	Political
	Stable government supporting automotive innovation.
	Stable political system with post-Brexit regulations and ZEV mandate.
	Adapt operations to evolving UK regulations.

	Economic
	Mature, high-income economy with slow growth.
	High-income market facing inflation but strong vehicle demand.
	Balance cost efficiency with competitive pricing.

	Social
	Consumers value reliability, quality and fuel efficiency.
	Demand for sustainable, connected and electric vehicles is increasing.
	Expand hybrid and EV offerings while maintaining reliability.

	Technological
	Global leader in hybrid, hydrogen and manufacturing innovation.
	Advanced digital infrastructure and expanding EV ecosystem.
	Invest in digital mobility and electrification.

	Environmental
	Strong focus on carbon neutrality and sustainable production.
	Strict emissions regulations and Net Zero 2050 targets.
	Accelerate low-emission vehicle development.

	Legal
	Robust safety, labour and intellectual property laws.
	Strict consumer protection, emissions and trade regulations.
	Ensure regulatory compliance and supply chain resilience.
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[bookmark: _Toc235400602]Figure 2: PESTEL Radar Chart
Source: Self-made
[bookmark: _Toc235400577]2.3 Hofstede Cultural Comparison
These cultural dimensions as articulated by Hofstede provide additional insights on why Toyota has been able to be culturally adapted to fit in the two markets. Japan has a moderate level of uncertainty avoidance and long-term orientation, promoting consumers to purchase vehicles that are reliable, durable, technologically advanced with good resale. UK boasts of higher individualism and less uncertainty avoidance leading to increased openness to innovation, personalisation and emerging mobility technology (Schlegelmilch, 2022a).
These cultural differences go a long way in shaping the buying behaviour and marketing communications. Japanese buyers are usually very loyal to a specific brand and positively react to the messages of quality, engineering excellence and constant improvement (Kaizen). On the other hand, the UK consumers can be most receptive to sustainability, lifestyle, as well as innovation and value-based marketing features. The UK market also has higher customer expectations on digital interaction, online shopping and post sales services as well (Montanari, Giraldi and Galina, 2019).
[bookmark: _Toc235400596]Table 3: Hofstede Cultural Comparison
	Dimension
	Japan
	United Kingdom

	Power Distance
	54
	35

	Individualism
	62
	89

	Masculinity
	95
	66

	Uncertainty Avoidance
	92
	35

	Long-Term Orientation
	100
	51

	Indulgence
	42
	69


On the whole, despite the fact that in both countries Toyota has a good brand equity, in order to be able to successfully engage in international marketing, the company needs to adjust strategies to the macro-environmental situation in each country, its cultural nuances and sustain its good reputation in the world in terms of quality, innovation and sustainability (Tanasiichuk et al., 2023).
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[bookmark: _Toc235400603]Figure 3: Cultural comparison: Japan vs UK chart
Source: Self-made
[bookmark: _Toc235400578]3. STP Analysis 
[bookmark: _Toc235400579]3.1 Segmentation
Toyota uses a differentiated segmentation model not only in United Kingdom but also in Japan and differentiates its products and the marketing activities according to the needs of local consumers whereas still to have a stable global brand identity (Schlegelmilch, 2022a). Geographic segmentation in Japan is based on concentrated city centers with tightly grouped populations where smaller and hybrid cars are the favorite vehicles since parking space and gasoline prices are expensive. The company mostly focuses on professionals, families, senior citizens and business users who appreciate reliability, quality and durability in their ownership. Japanese consumers are fuel economic, have a high level of durability and technological innovation and psychographically they are highly environmental conscious and would like to use environmentally friendly solutions of mobility (Woldemariam, 2022).
Toyota in the United Kingdom divides the customers in the urban, suburban, and rural markets, with compact, SUV and commercial cars. Its market is comprised of young professionals, eco-conscious families, fleet owners and high-end purchasers. Digital purchasing experiences and extensive connectivity have become highly important to UK consumers, as well as vehicles characterized by low emissions. As a result, Toyota focuses on hybrid and electrified products, sustainability and innovative mobility solutions to adapt to changing preferences of consumers and enhance its competitiveness (Cataltepe et al., 2022).
[bookmark: _Toc235400597]Table 4: Segmentation Comparison
	Segmentation Variable
	Japan
	United Kingdom

	Geographic
	Urban and regional markets
	Urban, suburban and rural markets

	Demographic
	Families, professionals, elderly consumers
	Families, professionals, fleet and SUV buyers

	Behavioural
	Brand loyalty, fuel efficiency, long-term ownership
	Sustainability, technology, convenience

	Psychographic
	Quality, reliability and innovation
	Environmental consciousness, modern lifestyle and innovation



[bookmark: _Toc235400580]3.2 Targeting
Toyota adopts differentiated targeting whereby it focuses on various customers with adjustments depending on the local market situation (Paul and Mas, 2020). Families are also a main target market in the case of Japan and the UK due to their practical, safe and fuel-efficient vehicles like the Corolla and RAV4. Nevertheless, the rising demands of the SUVs have increased Toyota attention to the SUV customers with the Yaris Cross, Corolla Cross and RAV4 Hybrid.
The company is also highly geared towards hybrid consumers, due to their long history of hybrid technology superiority. This market is particularly important in Japan, where hybrids are the choice with consumers, whereas in the UK Toyota markets hybrids as a greener alternative as the world goes completely electric. Toyota also has corporate and fleet buyers as their customers because they provide low maintenance vehicles with high reliability and at a very affordable operating cost. Toyota is not a luxury maker but also targets premium consumers with high-specification models and its luxury brand, Lexus, which is making it even stronger in the high-market segment (Candelo, 2019).
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[bookmark: _Toc235400604]Figure 4: Target customer persona: eco-conscious commuter
Source: Self-made
[bookmark: _Toc235400581]3.3 Positioning
Toyota is a company that globally poses as a company producing the high quality, reliable and technologically advanced vehicles; however it adjusts certain positioning messages to the expectations of the local markets (Hrysiuk, 2025).
Toyota focuses on engineering excellence, safety, reliability and unremitting innovation in Japan. The marketing communications build trust, product longevity and new hybrid technology, which resonates the demand among domestic consumers to have reliable long term mobility solutions. Customers also have confidence and loyalty to the company because of its reputation as the leading manufacturer of the automotive industry in Japan (Toyota Industries Corporation, 2025).
Toyota in the United Kingdom focuses on being a leader in the field of hybrid mobility, emphasizing the low carbon emission, environmentally sustainable and low cost ownership. The promotional campaigns are aimed at carbon emission reduction, the most advanced safety technologies and guarantee of reliable operation in addition to the UK switching to greener transport. This stance goes hand in hand with the growing consumer demand of a sustainable mobility and governmental efforts that promote low-emission vehicles (European Automobile Manufacturers' Association, 2025).
On the whole, Toyota is able to strike a balance between a globally standardized brand image with a locally changed positioning strategies which reflect varying consumer expectations, cultural values and market conditions to allow the firm to be highly competitive between the two countries (Tijani et al., 2024).
[image: ]
[bookmark: _Toc235400605]Figure 5: Perceptual positioning map: automotive UK
Source: Self-made
[bookmark: _Toc235400582]4. Comparative Marketing Mix (7Ps) 
The marketing mix embraced by Toyota is dramatically globally responsive but locally integrated, so that the company can be able to keep similar global brand, even as its strategies are tailored to suit the varied market conditions across different international markets. Despite the similarity between the values of quality, reliability and innovation of Toyota in both Japan and United Kingdom, the consumer preferences, regulatory environment and competition condition in the two countries demand variations in each component of the marketing mix (Marcão and Vasco, 2026).
Product
The product mix is also influenced by the consumer demand and government policies in Japan and the United Kingdom as Toyota has a wide product offer in both regions. The company sells smaller vehicles, sedans, hybrid electric vehicles (HEVs), hydrogen fuel-cell vehicles, and luxury Lexus vehicles in Japan. The Prius, Corolla, Aqua, Crown and Alphard are popular models, which meet the needs of urban mobility and fuel efficiency. Japan is also the main research and development centre of Toyota where innovative technologies can be introduced prematurely.
In the United Kingdom, Toyota specializes in hybrid cars and family SUVs, such as the Corolla Hybrid, Yaris Hybrid, C-HR Hybrid, RAV4 Hybrid and Toyota bZ4X battery electric vehicle. With the UK having stepped up its efforts in moving towards zero-emission transport, Toyota has increased the number of the electrified products in its range, although it still campaigns the use of hybrid technology as a viable middle ground towards complete electrification (Toyota Motor Europe, 2026).
In both cases, safety is part of the core product feature in the form of Toyota Safety Sense that includes adaptive cruise control, lane departure alert and collision avoidance systems. The design strategies are also a bit different and customers in Japan love compact and functional cars, as compared to the people in UK who are increasingly buying stylish SUVs and variants with superior connectivity capabilities.
[bookmark: _Toc235400598]Table 5: Product Comparison
	Product Element
	Japan
	United Kingdom

	Core Models
	Prius, Aqua, Crown, Corolla
	Corolla Hybrid, C-HR, RAV4, bZ4X

	Electrification
	Hybrid, EV and hydrogen
	Hybrid and battery EV focus

	Safety
	Toyota Safety Sense
	Toyota Safety Sense

	Design Preference
	Compact and practical
	SUVs and modern styling



Price
The competitive pricing employed by Toyota in both countries is based on value and prices are changed based on purchasing power, government and taxation policies. Domestic manufacturing efficiencies in Japan allow competitive prices, which are facilitated by relatively stable production costs. Toyota is seen by consumers to have a great value in terms of durability, low maintenance costs and fuel economy.
In the UK, prices are imposed on the import costs, exchange exchange, taxation and environmental acts. Hybrid cars lie in the intermediate between expenses as long-term investments due to the less fuel use and fewer running expenses. Some higher-income consumers are targeted with premium models with additional technology and luxurious features that they are willing to pay more.
The price is also motivated by government incentives. Despite these developments in subsidy schemes, the UK remains in the business of helping businesses and fleet operators take up low-emission vehicles by giving them tax breaks and business regulations. As a result, the pricing approach of Toyota allows the company to be affordable and technologically advanced (even at the same time) and build its competitive advantage within the expanding electrified automobile segment (Nationwide Vehicle Contracts, 2025).
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[bookmark: _Toc235400606]Figure 6: Hybrid car price comparison chart
Source: Self-made
Place
The two markets have large networks of Toyota dealers, which are accessible to the customers and offer efficient after sales. The company has one of the largest networks of dealerships in Japan which is backed by its home manufacturing plants, regional dealerships and modern logistics networks. High level of integration between production, inventory management and dealerships helps to provide availability of vehicles efficiently in the country.
The UK distributors unit is comprised of licensed dealerships, regional distribution centres, web based vehicle-building websites and local production at the Toyota Manufacturing UK. The growing significance of omnichannel retailing is expressed through the fact that customers are interacting more with each other online and finalizing purchases at dealerships. The global supply chain of Toyota is also reliable in efficient sourcing of parts and act distribution as well as addressing the fluctuating consumer demand and regulatory needs (Toyota Motor Europe, 2025).
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[bookmark: _Toc235400607]Figure 7: Toyota global distribution network map
Source: Self-made
Promotion
Toyota embraces the concept of integrated marketing communications but localizes the way it promotes its products. Advertising in Japan focuses on innovation, safety, quality and engineering excellence by use of the Television, print media and online. The heritage promoted by Toyota is often followed by technological leadership and dedication to the progress and innovation often used in promotion messages.
Hybrid technology, environmental friendliness and less carbon emission are also rigorously advertised in the United Kingdom. Digital marketing is also very important via social media channels, online video advertisement and customized online digital material. Corporate social responsibility (CSR) activities, environmental campaigns, community involvement and alliances in the pursuit of sustainable mobility are also part of Toyota in building brand awareness. International sponsorships in sports like Olympic and Paralympic sponsorships enhance the international branding of Toyota in both markets (Gupta and Khan, 2024).
People
The dealerships and employees play a significant role in executing the Toyota customer value proposition. The Toyota Production System, and Kaizen philosophy in Japan brought about a high level of employee training entrenched in bettering the system of continuous improvement, teamwork and customer satisfaction. To ensure excellent service standards, dealership staff is fully trained on product and services provided.
Toyota focuses on customer relationship management, technical and digital service competency in United Kingdom (Tuominen et al., 2022). Ongoing professional growth will make sure that the dealership employees can successfully cater to more advanced hybrid and electric cars and provide their clients with personalised experiences.
Process
In both countries, digital transformation and operational excellence help Toyota to continuously enhance customer processes. Purchasing is becoming an increasingly digitized activity integrating online research, online vehicle configurators and dealership visits. Increased level of digital showroom experiences, online applications of finance and online scheduling of services are added to UK customers, and efficient face-to-face consultations with the promotion of professional electronic support are still preferred by Japanese customers. Issues of comprehensive after sales services, predictive services and online service booking even enhance customer loyalty (Gupta and Khan, 2024).
Physical Evidence
Toyota ensures a uniform physical presence in the two markets by the use of state-of-the-art dealerships, upscale showroom settings and unique corporate logo. In an attempt to meet cultural requirements to deal with high-quality services, Japanese dealerships focus on efficiency, cleanliness and hospitality. UK dealerships also convey the image of professionalism, though with the addition of digital displays, interactive product shows and comfortable customer waiting bays to add the final purchasing experience to the customer (Schlegelmilch, 2022). The branding, the layouts and service facilities in the showroom are consistent which enhances the reliability, innovative and customer trust Toyota has in their international markets.
[bookmark: _Toc235400599]Table 6: Summary Comparison of Toyota's 7Ps
	Marketing Mix Element
	Japan
	United Kingdom

	Product
	Compact, hybrid, hydrogen and premium models
	Hybrid, SUVs and battery EVs

	Price
	Competitive domestic value pricing
	Value-based pricing with electrification focus

	Place
	Extensive domestic dealerships and manufacturing
	Dealerships, online platforms and local manufacturing

	Promotion
	Quality, safety and innovation
	Sustainability, hybrid leadership and digital marketing

	People
	Kaizen-based employee development
	Customer-focused technical expertise

	Process
	Efficient integrated purchasing and after-sales
	Omnichannel buying and digital services

	Physical Evidence
	Modern dealerships reflecting Japanese service quality
	Digitally enhanced showrooms and consistent global branding


[bookmark: _Toc235400583]5. Market Entry Strategy into the United Kingdom 
The experience of Toyota into the United Kingdom can be seen as an effective long-term expansion strategy into an international market, which is based on the investment, local production and a net of distribution channels. Instead of just depending on the export of vehicles in Japan, Toyota incorporated a Foreign Direct Investment (FDI) strategy through the creation of complete ownership-based manufacturing units in the UK. This plan helped the company to enhance responsiveness to the market, minimize transportation expenses, improve relations with local interests and stakeholders and to show its long-term commitment to the business in the British market (Divrik, 2023).
Toyota first found its way in the UK in the 1960s by importation, which was sold by registered dealerships. With the rising demand at the market the company organized Toyota (GB) PLC to handle in its sales, marketing and customer service. Important progress was made in 1992 when Toyota established Toyota Manufacturing UK (TMUK) in Burnaston (Derbyshire) and an engine plant in Deeside (Wales). Natural manufacturing made the supply chain more effective resulting in less reliance on imports and the ability of Toyota to respond more efficiently to evolving consumer preferences and governmental demands (Toyota Motor Europe, 2025). The company also established strong market presence by having a large dealer network, online stores and full after sales services.
This entry strategy has brought about a number of competitive advantages. Local manufacturing enhances flexibility in operations, reduces delivery time and facilitated closer interaction with suppliers in the UK. Not only does Toyota have a globally recognised manufacturing system known as the Toyota Production System (TPS), which boosts efficiency, manages cost and quality and builds reliability, safety and hybrid technology into its identity in a competitive UK automotive industry, the reputation also makes the company unique (Yaqub et al., 2024). The brand loyalty and consumer trust has also been strengthened by strong distribution channels and customer service.
With these strengths, Toyota is escalating challenges. The emergence of Brexit has brought along with it more customs, supply chain issues and regulatory ambiguity, which have resulted in higher costs of operations. At the same time, the high competition among the manufacturers like Tesla, Volkswagen, Hyundai and BYD has spurred the move towards battery electric vehicles. The Zero Emission Vehicle (ZEV) created by the UK also stipulates that the manufacturers should increase the availability of fully-electric vehicles without compromising on advanced technology (SMMT, 2025a; Department for Transport, 2025). Nevertheless, the future success will be based on the additional investment in the electrification, stable supply chains, digital retail innovations and sustainable production models to address changing regulations and shifting consumer demands (Muh. Syulhasbiullah, 2026).
[image: ]
[bookmark: _Toc235400608]Figure 8: Toyota's UK market entry timeline
Source: Self-made
[bookmark: _Toc235400584]6. Ethical Issues in the United Kingdom 
The marketing undertakings of Toyota in United Kingdom are intertwined with the ethical issues associated with sustainability, safeguarding the environment and responsible business dynamics. The firm has enhanced its image by encouraging low-carbon and hybrid cars as it helps the UK to go carbon neutral. Investment in hybrid technology, renewable energy programs and resource-saving manufacturing is another evidence of Toyota achieving its goal of carbon emission reduction and sustainable mobility. Moreover, the company has established supplier codes of conduct and human rights policies that aim to enhance supply chain ethics, responsible sourcing and labour practices in all its supply chain operations (Nguyen et al., 2025).
The continued rise in the number of electric cars has increased awareness about ethical sourcing of electric vehicle raw materials like lithium, cobalt and nickel where mining operations are linked to environmental degradation and labour rights violation. Despite the implementation of supplier monitoring and due diligence procedures by Toyota, it is difficult to ensure full transparency of the global complicated supply chains. On top of that, marketing messages that focus on environmental performance can also hold against them in the event that the consumers believe that hybrid technology is causing a delay in fully electric cars and this presents a potential risk to the concept of green marketing (Toyota Motor Corporation, 2025b; International Energy Agency, 2025b).
In the future, Toyota needs to intensify its efforts to optimize its circular economy through initiatives like expanding battery recycling, relying more on recycled materials and enhancing end-of-life vehicle recovery. More supply chain performance disclosure and further investment in zero-emission technologies will create a better stakeholder trust minimise the ethical risks and strengthen the image of Toyota as a responsible automotive worldwide manufacturer (International Energy Agency, 2025a).
[bookmark: _Toc235400585]7. Recommendations 
In a bid to boost its international marketing efforts in the United Kingdom, Toyota ought to adopt a few SMART suggestions. To begin with, the company must be in a position to enhance the ratio of battery electric vehicle (BEV) models by 20 % within the year 2030 to be in line with the mandate of Zero Emission Vehicles in the UK (Department for Transport, 2025). Second, in two years, Toyota ought to invest more in AI-enabled digital marketing campaigns by 15%. to enhance customer interactions and online generation of leads (Toyota Motor Corporation, 2025a). Third, it must report annually on sustainability of its supply chains with quantifiable ethical sourcing targets by 2028 and this would increase the level of transparency and confidence of the stake holders (SMMT, 2025c). Fourth, by 2027, Toyota ought to roll out AI-driven personalised customer relationship management (CRM) systems in all dealerships in UK to enhance customer satisfaction and retention (Toyota Motor Europe, 2026). Lastly, Toyota needs to increase battery reuse relationships and reclaim over 90 % of battery materials by 2030 contributing to the goals of circular economy and enhancing the improvability of sustainable mobility (Toyota Motor Corporation, 2025b).
[bookmark: _Toc235400600]Table 7 SMART Recommendations
	Recommendation
	SMART Objective

	Expand EV Portfolio
	Increase BEV models by 20% in the UK by 2030.

	Enhance Digital Marketing
	Increase AI-driven digital marketing investment by 15% within two years.

	Strengthen Sustainability Communication
	Publish annual sustainability and ethical sourcing reports by 2028.

	Enhance Customer Personalisation
	Implement AI-enabled CRM across all UK dealerships by 2027.

	Develop Circular Economy Practices
	Recover at least 90% of battery materials through recycling by 2030.





[bookmark: _Toc235400586]Section 2: Reflection Using Gibbs' Reflective Cycle 
[bookmark: _Toc235400587]Description
In this report, I was to critically examine the international marketing strategy of Toyota using the operations in the United Kingdom and in Japan (Gibbs, 1988). The process of conducting the research was initiated with an overview of the assessment requirements in order to determine the major tasks which are comparative market analysis, STP analysis, the international marketing mix, market entry strategy, ethical issues and strategic recommendations. I subsequently gathered data in the form of academic journal articles, books, annual reports of Toyota, government publications and respectable databases in the industry to make sure that the analysis was based and up-to-date. PESTEL, the Cultural Dimensions made by Hofstede, STP and the 7Ps Marketing Mix were chosen due to their direct correspondence to the needs of the assessment and facilitated comparative analysis of the two countries in a systematic and organized manner (Tamer Cavusgil, Knight and Riesenberger, 2019)	. In the course of investigation, I divided the material into thematic parts, accessed the usefulness of various materials and combined statistical data to prove my points. The systematic process allowed me to come up with a logical report integrating both theories and practical international marketing processes.
[bookmark: _Toc235400588]Feelings
One of my initial thoughts about the assignment was that I would struggle with it as it involved much more than the description of the operations in Toyota and a critical comparison of two distinct international markets in terms of various strategy frameworks. My initial concern was how to find the right and credible sources and be sure that recent statistics provided a reflection of the actual situation on the market. The other difficulty was to balance between the academic theories and practical business examples without making the report descriptive. Nevertheless, my confidence rose as my research efforts continued as I got better acquainted with how Toyota operated throughout the world and I identified distinct differences between Japan and the UK in regards to culture, consumer behaviour and regulatory environment. The presence of the latest industry reports and company publications also helped me gain increased confidence because this gives me the credible evidence to back up the critical discussion and recommendations.
[bookmark: _Toc235400589]Evaluation
On the whole, I would say the research process was successful since it helped me to form an entire picture of the international marketing strategy of Toyota. A key strength of mine was the employment of an extensive variety of reliable academic and business resources instead of focusing on a single source of references. This enhanced the validity of my analysis and enhanced the relationship between theory and practice (Tijani et al., 2024). The other strength was the logical use of the established international marketing frameworks which ensured that all parts of the report were consistent and the comparisons of Japan and the United Kingdom were all made within the context of the objectives of the assessment.
Along with these strengths, even I came up with several weaknesses. Gathering the recent data on the international market took much time since the data was scattered all over numerous databases and reports. Moreover, certain statistical data were various in sources given that each had different reporting period and methodology, hence the need to assess the credibility and relevance of each source. It was also difficult on my part to be concise in academic writing and use enough evidence and critique in the given number of words.
[bookmark: _Toc235400590]Analysis
This assignment greatly helped me to understand international marketing and strategic decision-making. I gained more knowledge on how the external environmental influences, cultural differences and government regulations on marketing strategies in the foreign market. Using PESTEL and the Cultural Dimensions developed by Hofstede also showed that effective overseas marketing is not really about using the same initiatives all across the globe but about comprehending the macro-environmental elements and consumer behaviours. In the same vein, the study of the STP strategy and 7Ps marketing mix of Toyota revealed that multinational organisations would tend to strike a balance between global brand consistency and local adaptation to meet the diverse customer expectations.
My critical thinking skills were also enhanced by the assignment. I also trained myself to take in several sources of information as opposed to accepting the information at face value and instead evaluate their credibility, and detect discrepancies in interpretation. This prompted me to use evidence as justification to make conclusions rather than assumptions. Also, the assessment of the ethical practices of Toyota has revealed the importance of sustainability, responsible supply chain management, and corporate transparency in the contemporary international marketing. I have learned that environmental and social responsibility in addition to the conventional business goals, are increasingly playing a role in the success of marketing.
[bookmark: _Toc235400591]Conclusion
Cogitating about the whole process, I realise that a good international marketing analysis cannot be done with the help of mere description but should be properly planned, researched and critically evaluated. The assignment equipped me better to combine academic and practical business evidences in business and showed the necessity to back recommendations with logical thought. I also came to realize that great multinationals like Toyota in the market will constantly transform their marketing strategies in response to the evolving tastes and preferences of the consumer in response to technological shifts and regulatory demands even as they ensure that they have a globally consistent brand. All in all, this experience has helped me to improve my academic knowledge as well as my capability of analysing tough international business surroundings.
[bookmark: _Toc235400592]Action Plan
I will be enhancing a number of important skills to better my performance in school in the future. First, I will further enhance my research capabilities by utilizing a broader assessment of peer-reviewed journals, market intelligence databases and industry reports early in the futurity of the project. Second, I intend to develop a stronger level of methodology in analysing data by enhancing my ability to present statistical data in the form of professional tables, charts and graphical visualisation of the results. Third, I will keep on training my academic writing abilities by enhancing brevity, unity as well as incorporation of evidence throughout my writing as well as upholding proper reference standards. Lastly, I will sharpen my own ability to employ critical evaluation through making assumptions stronger by countering other points of view and delivering more well-rounded arguments backed by quality evidence (Marcão and Vasco, 2026). These will help me become a more rigorous, analytical and professionally presenter in future postgraduate assignments, as well as new managerial preparations of international business.
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Figure 3. PESTEL Radar Chart
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Figure 5. Target Customer Persona
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Figure 6. Perceptual Positioning Map
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Figure 7. Price Comparison Chart
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Toyota Global Distribution Network
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Figure 10. Toyota UK Market Entry Timeline
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