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1.Introduction
The world automotive industry is characterised by intense competition, technological transformation, changing environmental regulations, and considerable differences in consumer behaviour across national markets. Global automotive corporations are therefore faced with the challenge of balancing the need to maintain a consistent brand image with the need to adapt their products and marketing strategies to the local economic, political and cultural environment. This paper investigates the marketing strategies of Toyota Motor Corporation in Japan and the United Kingdom. Toyota was founded in Japan in 1937 and has grown into a major international auto manufacturer with operations in many countries around the world (Toyota Motor Corporation, 2026). Toyota’s home market is Japan, which remains at the heart of its corporate identity, manufacturing framework and technological advancement. The United Kingdom, by contrast, is a mature Toyota host market where the company has been selling vehicles since 1965 and has had manufacturing operations since 1992.

The aim of this report is to analyse in details the external market conditions and strategies of international marketing adopted by Toyota in these two countries. A PESTEL analysis will assess relevant political, economic, social, technological, environmental and legal factors. Hofstede’s cultural dimensions will be used to evaluate the effect of national culture on consumer behaviour and marketing strategies. The next step in the analysis will assess the segmentation, targeting and positioning of Toyota and its application of the international marketing mix (product, price, place, promotion, people, process and physical evidence). The evaluation of Toyota's entry into the UK market will be conducted and an exploration of relevant ethical issues will be undertaken. In time, data-driven recommendations will be made to make Toyota more competitive globally in terms of electrification, sustainability concerns and changing consumer preferences.


2. Comparative macro-environmental analysis: Japan and the United Kingdom
PESTEL analysis enables Toyota to identify how political, economic, social, technological, environmental and legal conditions influence its marketing decisions in Japan and the United Kingdom. However, the framework should not be treated as a descriptive checklist. Its strategic value lies in evaluating how external conditions affect Toyota’s product portfolio, pricing, communications, distribution and long-term competitive position. Although Japan and the UK are both developed automotive markets, they present substantially different pressures. Japan provides institutional support for Toyota’s established hybrid-led, multi-pathway strategy, whereas the UK is moving more directly towards battery-electric vehicles through binding zero-emission requirements.
2.1 Political factors
Japan and the UK both provide relatively stable institutional environments for Toyota, but their automotive policies create different strategic pressures. Although Japan has experienced frequent changes in political leadership, its long-term industrial policy has remained broadly supportive of domestic automotive manufacturing and technological innovation. Japan aims for all new passenger vehicles sold by 2035 to be electrified, including hybrids, plug-in hybrids, battery-electric vehicles and hydrogen fuel-cell vehicles (METI, 2024). This supports Toyota’s multi-pathway strategy and allows it to exploit its established hybrid capabilities while investing in alternative technologies (Toyota Motor Corporation, 2025). However, continued political support for hybrids may reduce the urgency of Toyota’s battery-electric development relative to specialist EV competitors. Japan’s vehicle taxation also supports smaller and more efficient cars. Since October 2019, annual automobile taxes have been reduced for newly registered vehicles, particularly those with smaller engines (JAMA, 2019). This may strengthen demand for Toyota’s compact models, although the effect is limited because the policy reduces annual ownership costs rather than the initial purchase price.
The UK presents greater regulatory pressure. Its Zero Emission Vehicle mandate requires manufacturers to increase the proportion of zero-emission cars sold, with all new cars and vans expected to be zero emission by 2035 (Department for Transport, 2025). Unlike Japan, conventional hybrids do not meet the UK’s long-term objective. Toyota must therefore expand its battery-electric range and improve affordability, charging support and consumer awareness. Although this creates short-term costs, it may encourage Toyota to innovate more rapidly.
Overall, Japan’s political environment is more compatible with Toyota’s hybrid-led strategy, while UK policy requires a faster transition towards battery-electric vehicles. Toyota should therefore maintain a diversified powertrain portfolio in Japan but adopt a more strongly battery-electric-focused strategy in the UK. 
2.2 Economic factors 
Both markets suffer weak economic growth, but for different reasons. The OECD forecasts Japanese real GDP growth to be around 0.6% in 2026, with domestic demand supported by wage growth, government spending and corporate investment. But Japan is structurally constrained by an ageing population, labour shortages and a relatively weak long-term productivity growth. These conditions may restrict the growth of total domestic demand for vehicles and increase the cost of production and staffing (OECD, 2026). 
Slower market expansion for Toyota means that growth in Japan can no longer rely on selling more conventional private vehicles. More replacement buying, small cars, fuel efficiency, advanced safety systems and mobility services for older consumers are some of the areas in which marketing should be focused. Toyota also may need to increase customer lifetime value through finance, maintenance, connected services and subscription-based mobility rather than through new-vehicle volume alone. 
The UK economy is also expected to grow sluggishly, with the OECD predicting growth of about 0.9% this year. Real household incomes and consumer confidence are likely to suffer from renewed inflation pressures. This is significant as vehicles are high-involvement, often finance-dependent purchases. Cost-of-living pressures may cause consumers to delay car replacement, opt for used cars or place more emphasis on monthly affordability than environmental technology (OECD, 2024). 
Here, Toyota’s reputation as a good brand for reliable and fuel efficient hybrids comes into play. Models such as the Yaris, Yaris Cross and Corolla can be presented on total cost of ownership, not just purchase price. However, the higher upfront cost of battery electric vehicles creates a tension between UK regulatory requirements and consumer affordability. Toyota may therefore need competitive finance, leasing, fleet partnerships and charging-related incentives to mitigate perceived financial risk. Its UK manufacturing base provides some insulation from exchange rate volatility and import disruption, but much of its product range and components are still subject to international supply chain costs. Toyota has invested some £2.75 billion into its UK manufacturing facilities, enhancing its ability to localise production and communicate economic contribution as part of its brand positioning (Toyota Motor Manufacturing UK, 2026). 
Differences in supply-chain productivity between Japan and the UK also mean that Toyota’s economic position is different. Japan presents a structural demand constraint caused by demographic decline, whereas the UK’s more immediate challenge is consumer affordability. Toyota should therefore emphasise accessible, safe mobility and customer lifetime value in Japan, while prioritising competitive finance and total ownership costs in UK marketing.
2.3 Social factors
Japan’s demographic environment is particularly important. In 2024, approximately 29.3% of the Japanese population was aged 65 or over, compared with 11.2% aged under 15. This creates a shrinking future customer base and increases demand for vehicles that are easy to enter, operate and park. Advanced driver-assistance systems, compact dimensions, clear interfaces and dealer-based customer support are therefore particularly relevant in the Japanese market (Statistics Bureau of Japan, 2025). 
Toyota can respond by positioning vehicles around safety, independence and continued mobility rather than only speed or status. However, population ageing also increases the strategic importance of alternatives to individual car ownership, including shared transport, accessible vehicles and connected mobility services. Toyota’s transformation from an automotive manufacturer into a broader mobility company is therefore more than a corporate branding exercise; it is a response to a fundamental change in Japanese society.
The UK population is growing and is more culturally heterogeneous, partly because of international migration. Its provisional population reached approximately 69.5 million in mid-2025, while population growth is projected to be driven primarily by migration. Although the UK is also ageing, the demographic imbalance is currently less extreme than in Japan (Office for National Statistics, 2025, 2026). 
This gives Toyota access to a broader range of segments, including young urban consumers, families, business fleets and older drivers. However, such diversity makes a single undifferentiated marketing message less effective. UK communications should represent different lifestyles and household structures while allowing consumers to select vehicles according to personal identity, environmental concern and practical need. Smaller hybrids may appeal to urban and price-conscious consumers, SUVs to families, commercial vehicles to businesses and battery-electric models to company-car and sustainability-oriented segments.
2.4 Technological factors
The technology is a big difference between the two markets. Japan has strong automotive engineering expertise and has traditionally had a large share of conventional hybrid vehicles. But sales of battery electric and plug-in hybrid cars are still relatively weak. In 2025, electric vehicles accounted for less than 3% of sales in Japan, with traditional hybrids making up around a third, according to the International Energy Agency. Flat dwellers have limited home charging, and infrastructural constraints remain a barrier to battery-electric vehicle adoption (IEA, 2026). 
This arrangement plays to Toyota’s hybrid expertise, but also to a strategic weakness. Continued domestic support for hybrids may ease the pressure on Toyota to proceed with its battery-electric technologies as its rivals from China, Europe and America are ramping up their expertise in batteries, software and digital infrastructures (Team, 2019). Toyota should not therefore take Japan’s current hybrid appetite as a sign that battery-electric disruption will remain limited. The current policy of the Japanese government targets a large increase in charging infrastructure and next-generation battery production, with a focus on the commercialisation of all-solid-state batteries by 2030 (METI, 2026). 
“The UK market is moving fast towards plug-in and battery electric vehicles. Electric cars accounted for more than a third of all new car sales in the UK in 2025, with battery-electric versions making up around 23%. As of April 2026, the UK had 119,080 public electric vehicle chargers, over 27,000 of which were rapid or high-speed chargers (IEA, 2026; Department for Transport, 2026). 
As a result, Toyota’s UK customers are more likely to compare its battery capacity, charging efficiency, connectivity and software interface with dedicated electric vehicle rivals. Toyota's decades-long lead in hybrid powertrains is still commercially valuable, but may not be enough to guarantee dominance in a marketplace increasingly favouring software and battery technologies. The UK should have speedy roll outs of competitive battery electric vehicles, better digital retailing and clear charging support. 

2.5 Environmental factors
Japan and the UK have both pledged to become carbon neutral by 2050, but they diverge in how they plan to decarbonise transport (Carver, 2021). Japan’s approach is still technologically pluralistic, with hybrids, plug-in hybrids, battery-electric vehicles, hydrogen and possibly low-carbon fuels. (Toyota, 2025) This reflects concerns about energy security, infrastructure and the different environmental impacts of technologies over their entire life cycles (Ministry of Economy, Trade and Industry, 2019) 
Toyota presents its multi-pathway strategy as a means of reducing emissions across different markets and the wider vehicle fleet, rather than treating battery-electric vehicle sales as the only measure of decarbonisation (Toyota Motor Europe, 2025). However, research into incumbent automotive manufacturers suggests that promoting technological neutrality, hybrids and alternative fuels can also function as a resistance strategy that slows the transition away from combustion-based vehicles (Geels et al., 2026). Toyota should therefore support its environmental positioning with transparent life-cycle evidence covering vehicle and battery production, energy or fuel use, maintenance and end-of-life impacts, rather than relying on broad claims concerning “electrification” or carbon neutrality (Bieker, 2021).
2.6 Legal factors
Toyota and its authorised dealers operate under extensive UK vehicle-safety, environmental, consumer-protection and data-protection requirements. Vehicles must satisfy applicable type-approval standards before being marketed, including relevant safety and environmental performance requirements (Vehicle Certification Agency, 2026). The Digital Markets, Competition and Consumers Act 2024 prohibits unfair commercial practices, including misleading actions and omissions, while giving the Competition and Markets Authority stronger direct investigation and enforcement powers (Great Britain, 2024; Competition and Markets Authority, 2025). Toyota’s collection, profiling and use of customer data for personalised promotions must also comply with the UK GDPR, the Data Protection Act 2018 and the Privacy and Electronic Communications Regulations 2003. These rules require a lawful basis for processing and, in some circumstances, consent for electronic marketing and tracking technologies (Great Britain, 2003, 2018; Information Commissioner’s Office, 2026a). Consumers have an absolute right to object to the use of their personal information for direct marketing, including associated profiling, after which the organisation must stop processing the data for that purpose (Information Commissioner’s Office, 2026b)
These rules are strategically important as connected vehicles, financing platforms and online purchasing generate a lot of customer data. Toyota must ensure personalisation does not intrude and consent, data-sharing and automated decision-making are transparent. Therefore, legal compliance should be part of the customer experience, and not just a back-office responsibility. 
Japan’s Act on the Protection of Personal Information also protects individuals, regulating the commercial use of personal data. Marketing representations are also governed by the Act against Unjustifiable Premiums and Misleading Representations, which prohibits claims that a product is materially superior to its actual quality or to competing offers without adequate justification (Consumer Affairs Agency, 2026; Personal Information Protection Commission, 2023). 
Both markets therefore demand evidence-based claims relating to fuel economy, safety, vehicle range and environmental performance. However, the UK currently offers better exposure to public challenges around digital targeting and green claims, while Japanese regulation and consumer expectations may lead to more cautious, information-rich communications. 
Toyota can standardise its global principles of honest, evidence-based marketing but consent, advertising disclosures and environmental terminology must be implemented locally.










3. Hofstede cultural comparison
	Cultural dimension
	Japan
	United Kingdom

	Power distance
	54
	35

	Individualism
	46
	89

	Masculinity/achievement orientation
	95
	66

	Uncertainty avoidance
	92
	35

	Long-term orientation
	88
	51

	Indulgence
	42
	69



Individualism is one important distinction. The UK's score of 89 is higher than Japan's score of 46, suggesting that British culture values individuality, independence, and personal choice more. Therefore, Toyota's marketing in the UK should highlight how cars accommodate various lifestyles, such as family vacations, urban commuting, and eco-friendly driving. The ability to customise a car, convenience, and individual freedom can all be highlighted in advertising. In Japan, marketing might prioritise harmony, social responsibility, and family well-being. For instance, safety technologies may be marketed as safeguarding not just the individual driver but also pedestrians, passengers, and the larger community.

The nations' approaches to avoiding uncertainty also differ significantly. The UK receives a score of 35 while Japan receives a score of 92. Therefore, when buying new technologies, Japanese consumers might need more thorough product information, assurances, and guarantees. Customers may be concerned about the infrastructure for charging, the longevity of batteries, and the resale value of battery-electric and hydrogen vehicles in particular. In response, Toyota ought to provide thorough technical details, extended warranties, dealer demonstrations, and robust post-purchase assistance. Customers in Britain might be more open to trying out new goods and online shopping methods. However, since cars are costly and risky purchases, warranties and dependability are still crucial in both markets.

Compared to UK consumers, Japanese consumers may be more tolerant of hierarchy and expert authority, as indicated by Japan's higher power-distance score. Toyota can thus convey product quality in Japan through engineers, technical experts, and informed dealership employees. The UK, on the other hand, scored lower, indicating a preference for more equal and casual relationships. Accessible language, online comparison tools, and salespeople serving as advisors rather than authoritative experts may be more appealing to British consumers.

In terms of masculinity or achievement orientation, both nations score fairly well, though Japan's score of 95 is significantly higher than the UK's 66. This implies that technical excellence, performance, and accomplishment are important in both markets. Toyota can highlight advanced manufacturing, engineering precision, and continuous improvement in Japan. Messages focused on technical proficiency and competition could be especially beneficial for the Toyota Gazoo Racing brand. Performance is still significant in the UK, but it can be paired with comfort, lifestyle, and daily usefulness.

With a score of 88 as opposed to 51 for the UK, Japan likewise exhibits a stronger long-term orientation. As a result, durability, dependability, fuel efficiency, and long-term ownership may be more important to Japanese buyers. This bolsters Toyota's well-established reputation for dependable automobiles and ongoing development. Long-term value may also be valued by UK consumers, but marketing should link this to immediate advantages like cheaper fuel, more manageable monthly payments, and lower maintenance costs. When Toyota shows both current financial savings and future sustainability benefits, environmental messages might be more compelling.

Lastly, the UK's higher indulgence score indicates that British consumers are more likely to react to advertisements based on leisure, freedom, and enjoyment. As a result, Toyota's UK advertising campaigns can make emotional appeals about travel, road trips, driving pleasure, and individual experiences. Japan's lower score suggests comparatively more restraint, which suggests that advertising may be more successful when it is controlled, informative, and centred on social responsibility, safety, and functionality.

In general, Toyota should not employ the same communication approach in both nations, according to Hofstede's framework. Technical detail, dependability, safety, long-term value, and professional assurance should be given comparatively more weight in Japanese marketing. In the UK, marketing should be more personalised, casual, and lifestyle-focused, with a focus on immediate customer benefits and personal choice. Hofstede's national scores, however, should not be regarded as definitive descriptions of every customer. Relying too much on national averages may result in cultural stereotyping, and differences in age, income, region, and lifestyle may be equally significant (McSweeney, 2002). Therefore, Toyota should integrate customer segmentation, cultural analysis, and up-to-date consumer research.
4. COMPARATIVE ANALYSIS OF SEGMENTATION, TARGETING AND POSITIONING (STP) AND INTERNATIONAL MARKETING MIX (7Ps)  
An advanced use of adaptive standardisation can be seen in Toyota's global marketing approach. The execution of the core global brand identity, which is centred on quality, dependability, safety, and "Mobility for All" is carefully adjusted to local market conditions (Han, 2016). With this strategy, Toyota is able to take advantage of worldwide economies of scale and brand awareness while maintaining a keen awareness of national cultural and economic subtleties. Through the lenses of Segmentation, Targeting, and Positioning (STP) and the extended 7Ps marketing mix, the following analysis breaks down this strategy and shows how cultural and economic factors influence very different implementations in Japan and the UK.
4.1 Segmentation, Targeting and Positioning: A Tale of Two Markets
Toyota employs a differentiated segmentation strategy in both Japan and the UK, but the bases for segmentation and the resulting target segments differ significantly, reflecting divergent market structures and consumer priorities. Toyota's segmentation is built around demographic, geographic, behavioural and psychographic dimensions, enabling the company to serve diverse customer needs while maintaining brand coherence.

	Segmentation category
	Japan
	United Kingdom

	Main segmentation bases
	Income, household type, age, lifestyle, vehicle usage and attitudes towards environmental technology
	Household type, lifestyle, vehicle usage, business needs and environmental attitudes

	Urban consumers
	Yaris and Aqua, compact models designed for congested urban environments
	Aygo X and Yaris, compact and economical models suited to urban driving

	Families
	Noah and Alphard, spacious minivans serving practical and premium family segments
	Yaris Cross, C-HR and RAV4, crossovers and SUVs aligned with UK family demand

	Environmentally conscious consumers
	A broad range of hybrid and battery-electric vehicles (BEVs)
	Hybrids, plug-in hybrids and a growing BEV range, supported by expanding charging infrastructure

	Performance enthusiasts
	GR performance models
	Less prominent as a core target segment

	Older and mobility-impaired consumers
	Welcab welfare-adapted vehicles, reflecting Japan’s ageing population. (TOYOTA MOTOR CORPORATION, 2020)

	Less prominent as a distinct product segment

	Business users
	Not identified as a principal segment in this comparison
	Fleet and commercial vehicles targeted at business customers



 The UK range is significantly more concentrated, with a pronounced focus on crossovers, fleet customers, and electrification. In contrast, the Japanese market's demand for large minivans and welfare vehicles, designed to address the nation's ageing demographics and dense urban environments, is largely absent from the UK portfolio, highlighting a fundamental adaptation to local needs and regulation.
Toyota is positioned as a mass-market brand that is dependable, technologically advanced, and environmentally conscious in both nations. But according to Hofstede's cultural dimensions (Hofstede, Hofstede, and Minkov, 2010), cultural factors cause the nuance of this positioning to diverge sharply: 

Japan (High Uncertainty Avoidance, Long-Term Orientation): Domestic engineering, product variety, safety, and long-term ownership are given more weight in this positioning. Appealing to a consumer base that values consistency, security, and a strong faith in the brand's history and technical capabilities, the message is one of informational reassurance. This is indicative of Japan's greater long-term orientation and avoidance of uncertainty, where customers look for thorough justifications and professional advice before making a purchase. 

United Kingdom (Higher Individualism): The positioning places a greater emphasis on low-risk ownership, affordability, warranty protection, and electrified choice. The communication is more lifestyle-focused and appeals to individualistic customers who value choice, personal advantages, and a feeling of modernity or adventure. Emotional and personalised communication is more appropriate because British consumers are typically more individualistic and receptive to lifestyle benefits (Hofstede, Hofstede, and Minkov, 2010).

4.2 Comparative 7Ps: A Detailed Deconstruction
	Element
	Japan
	United Kingdom
	Critical Comparison & Theoretical Insight

	Product
	A broad, locally adapted range includes compact cars, saloons, minivans, luxury people carriers, hybrids, BEVs, and welfare vehicles (Welcab).
	The range concentrates on compact cars, crossovers, SUVs, hybrids, commercial vehicles, and a growing BEV portfolio.
	Adaptation is paramount. Product strategy responds to environmental and demographic factors (Toyota Motor Corporation, 2023; Toyota UK, 2026). UK portfolio reflects European preferences for crossovers and regulatory pressure for zero-emission vehicles. Japanese portfolio is uniquely shaped by the country's ageing population (29% aged 65+) and dense urban environments, necessitating vehicles like the Alphard minivan and welfare-adapted cars.

	Price
	Uses model grades, conventional finance, and KINTO subscriptions combining vehicle, insurance, taxation, and maintenance into one monthly payment (Toyota Japan, 2026b). KINTO had 55,000 cumulative applicants by December 2022 (40% aged 20–30).
	Cash prices supported by PCP, PCH, hire purchase, business leasing, and promotional savings (Toyota UK, 2026). Toyota Electrified Savings offer up to £3,750 on new cars.
	Both markets reduce financial risk of ownership through different mechanisms. KINTO's all-inclusive structure suits Japanese preference for predictability and simplicity, aligning with high uncertainty avoidance. UK's finance options address economic pressures and high vehicle prices via monthly affordability and flexibility, catering to more individualistic consumers.

	Place
	Distributed through domestic dealer network, supported by My Toyota and KINTO digital services (Toyota Japan, 2026a).
	Combines authorised centres, online vehicle searches, digital configuration, fleet channels, and local production at Burnaston (Toyota Motor Manufacturing UK, 2026). Burnaston now produces GR models previously built in Japan.
	UK adopts more integrated online–offline system, reflecting consumer expectations for digital convenience. Japan retains stronger dealer involvement to support need for expert guidance. UK local manufacturing improves availability and reinforces commitment to the market, mitigating perceptions of being a foreign entity.

	Promotion
	Communications emphasise engineering, safety, reliability, technological development, and socially inclusive mobility (Toyota Motor Corporation, 2017).
	Promotion is more lifestyle-oriented, including finance offers, electrification messages, sport sponsorship, and individual mobility benefits (Toyota GB, 2026).
	Classic example of cultural adaptation. Global "Mobility for All" identity is standardised but execution is adapted. Informational, reassuring tone in Japan suits high uncertainty avoidance culture. Emotional, individualised communication resonates with UK's more individualistic, lifestyle-focused consumer culture (Hofstede, Hofstede and Minkov, 2010).

	People
	Knowledgeable dealership employees provide detailed explanations and long-term customer support.
	Dealer advisers operate alongside digital tools, call centres, and online customer-service channels.
	Human reassurance remains crucial in both markets, but interaction differs. Japan's high uncertainty avoidance supports detailed expert guidance to build trust. UK customers expect greater independence, using digital tools for research before informal interaction with sales staff.

	Process
	My Toyota supports quotations, purchasing, delivery, and ownership; KINTO simplifies insurance, servicing, and taxation (Toyota Japan, 2026a).
	Customers can research, configure, and finance vehicles online before completing test drives, collection, and servicing through Toyota centres (Toyota UK, 2026). KINTO focuses on building online contract processes.
	Both markets use digitalisation, but emphasis differs. Japan's process creates an integrated, low-risk ownership journey reflecting desire for seamless, predictable experience. UK places greater emphasis on convenience and channel choice, allowing customers to control their digital engagement level.

	Physical Evidence
	Product craftsmanship, organised dealerships, technical information, and visible after-sales support reinforce quality.
	Toyota centres, UK manufacturing, warranties, online interfaces, and approved-used inspections provide evidence of reliability (Toyota UK, 2026).
	Same quality positioning is translated into different proof points. UK's service-activated warranty and approved-used checks reduce perceived purchase risk in a more transactional market. In Japan, evidence is more intrinsic to the product and dealership experience itself.




Overall, Toyota follows adaptive standardisation: its global associations with quality, reliability, safety and electrification remain consistent, while its products, finance, communications and customer journey are adapted locally (Vrontis, Thrassou and Lamprianou, 2009). This balance is strategically appropriate because Japan requires a broader mobility and powertrain portfolio, whereas UK regulation and infrastructure demand faster BEV expansion. Nevertheless, localisation creates operational complexity, while Toyota’s established hybrid position may weaken perceptions of its BEV competitiveness. Its future effectiveness therefore depends on accelerating UK electrification without sacrificing the capabilities and brand trust that differentiate Toyota globally
5. Market-entry strategy: United Kingdom
Toyota entered the UK in 1965 through exporting, using Pride and Clark as its independent importer and distributor. The initial offering consisted only of the Corona, limiting financial exposure while Toyota developed market knowledge. Toyota subsequently established Toyota (GB) in 1967 and expanded its dealer network and product range (Toyota GB, 2015)
In 1989, Toyota progressed to wholly owned greenfield foreign direct investment, establishing manufacturing plants at Burnaston and Deeside, which began production in 1992. This staged expansion reflects the Uppsala model: firms gradually increase resource commitment as their knowledge of a foreign market improves (Johanson and Vahlne, 1977). The UK offered a large domestic market, skilled labour, established component suppliers, automotive expertise and access to European markets (Toyota Motor Europe, 2001).
From Dunning’s OLI perspective, Toyota possessed ownership advantages in brand reputation, lean production and technological expertise; the UK provided location advantages; and internalising production protected quality and transferred the Toyota Production System more effectively than licensing (Dunning, 1988). The strategy created local legitimacy and supply-chain control, with UK investment now totalling approximately £2.75 billion. However, greenfield investment also created substantial sunk costs and exposure to Brexit-related trade and regulatory changes (Toyota Motor Manufacturing UK, 2026). Overall, Toyota’s gradual movement from exporting to local manufacturing was strategically appropriate because it balanced initial risk reduction with deeper long-term market commitment.
Toyota favoured the UK for its large domestic market, developed automotive components sector, skilled labour, and government support for foreign direct investment. Japanese manufacturers avoided trade barriers and higher European import costs by manufacturing vehicles locally (Toyota, 2025). Burnaston's central location, proximity to the M1, access to European markets, and expansion land made it appealing. Toyota's investment created direct and indirect jobs through local suppliers and service providers, boosting its UK political legitimacy (Toyota, 2025). However, Brexit has reduced UK direct access to the EU single market and complicated regulatory and supply chains.

6. Ethical evaluation: UK promotion
Toyota has faced ethical issues concerning the accuracy and environmental responsibility of its UK advertising. In 2023, the Advertising Standards Authority upheld a complaint concerning Toyota’s claim that the bZ4X could reach 80% charge in approximately 30 minutes. Although Toyota supplied test evidence and qualifications, the advertisement omitted material information about temperature, battery condition and limited access to 150-kW chargers. The ASA therefore concluded that the claim could mislead consumers (ASA, 2023).
A separate ruling found that Toyota’s “Born to Roam” Hilux advertisements depicted unrestricted driving through rivers and natural environments. The ASA judged that the campaign condoned behaviour that disregarded environmental impacts and lacked social responsibility (ASA, 2023)
These rulings do not demonstrate that Toyota’s entire marketing mix is unethical. However, they reveal a tension between persuasive promotion and Toyota’s sustainability positioning. Ethical marketing requires customers to receive material information affecting charging performance and prevents environmental imagery from overstating responsible mobility. Current ASA guidance also warns that environmental claims may mislead when important contextual information is omitted (ASA, 2025). Toyota should therefore treat transparency as part of its value proposition rather than merely a compliance requirement.
In the UK, environmental expectations are more closely tied to the end of new petrol and diesel cars and the expansion of zero-emission mobility. Toyota’s battery-electric vehicles get a clearer marketing opportunity, but also more scrutiny of their environmental claims. Marketing a traditional hybrid as "green," "clean" or "sustainable" without appropriate qualification could be misleading to consumers because hybrids still produce tailpipe emissions. Environmental claims in UK advertising are required to be clear about the basis for the claim and, in general, to consider the full life cycle of the product, unless the scope of the claim is explicitly limited (ASA, 2024)

7. Recommendations
First, Toyota should adopt a more explicitly BEV-led strategy in the UK. Hybrids can remain transitional products, but all new UK cars and vans must be zero emission by 2035 (Department for Transport, 2025). (GOV.UK) Toyota should combine its expanding European BEV range with competitive finance, home charging and public-charging support. Its British Gas smart-charging partnership provides a useful foundation by connecting lower-cost charging, renewable electricity and digital services (Toyota Motor Europe, 2025a, 2025b).
Second, Toyota should retain adaptive standardisation while reducing unnecessary complexity. Its global identity, reliability, safety and quality, should remain consistent, but Japan should retain a broader multi-powertrain portfolio, while UK marketing should prioritise BEVs, ownership affordability and charging convenience. This preserves global efficiency without ignoring local regulation and consumer behaviour (Vrontis, Thrassou and Lamprianou, 2009).
Third, Toyota should introduce evidence-led environmental marketing. Charging, range and emissions claims should state testing conditions, limitations and life-cycle boundaries clearly. Independent review of campaigns before publication would reduce regulatory and reputational risk.
Finally, Toyota should use its UK manufacturing presence to provide tangible evidence of sustainability. Burnaston’s Circular Factory already recovers, reuses and repurposes vehicle materials, allowing Toyota to support environmental communications with measurable operational evidence rather than broad claims (Toyota GB, 2026). 
8. Reflection
Description
This assessment required me to compare Toyota’s international marketing strategies in Japan and the United Kingdom using PESTEL, Hofstede, STP, the 7Ps, market-entry theory and ethical analysis. I began by gathering current evidence from government departments, regulators, Toyota publications and international organisations before locating academic literature to support the theoretical analysis. I organised the information according to each framework and then compared how the two national environments affected Toyota’s decisions. The UK was selected for the entry and ethical analysis because Toyota’s manufacturing history and relevant ASA rulings provided sufficiently detailed evidence.
Feelings
Initially, I felt confident about selecting Toyota because extensive information was available. However, I found it difficult to determine which evidence belonged within each framework. The tension between Toyota’s hybrid strengths and the transition towards battery-electric vehicles appeared relevant throughout the report. Consequently, I sometimes repeated the same argument under political, technological, environmental and marketing-mix headings. I was also uncertain about how heavily to rely on Toyota’s publications because they provided current information but presented the company’s preferred perspective.
Evaluation
A major strength of my approach was the use of recent and generally authoritative evidence, including government policy, market statistics and regulatory rulings. Comparing the implications for Toyota also helped prevent the report from becoming two separate country descriptions. Nevertheless, I collected more information than the word limit could accommodate. Some sections consequently became descriptive or repeated conclusions already established elsewhere. Certain historical sources were useful for explaining Toyota’s development, but they were less appropriate as evidence of current performance.
Analysis
The process demonstrated that analytical frameworks can overlap without serving the same purpose. PESTEL should establish the external pressure, Hofstede should explain possible cultural responses, STP and the 7Ps should evaluate Toyota’s marketing implementation, and the recommendations should specify action. Repeating the BEV issue in each section did not automatically strengthen the analysis. A stronger approach was to develop the argument progressively: UK regulation creates the pressure, infrastructure and consumer affordability affect adoption, Toyota adapts its marketing mix, and the recommendation provides the strategic response. I also learned that corporate claims require triangulation with independent evidence. The ASA rulings, for example, allowed Toyota’s sustainability positioning to be evaluated rather than accepted uncritically.


Conclusion
If repeating the assessment, I would establish a distinct analytical purpose and word allowance for every section before conducting detailed research. This would reduce repetition and allow greater emphasis on synthesis and strategic judgement.
Action plan
For future reports, I will create an evidence matrix showing the source, reliability, framework and intended argument. I will use one principal paragraph for each major finding and cross-reference it rather than explain it repeatedly. I will also review word count after completing each section, distinguish historical evidence from current evidence, and keep a short research diary so that the reflective account is based on observations recorded during the process
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