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[bookmark: _Toc234901558]Introduction
This report examines Toyota’s international market entry strategy and marketing mix in Japan and India. Japan is chosen as Toyota's home market, while India is chosen as a strategically important host market with different economic, cultural, and competitive conditions. The report compares how Toyota adapts its international marketing activities in both countries. Section 1 evaluates the macro-environment using PESTEL, cultural differences through Hofstede’s framework, and Toyota’s segmentation, targeting, positioning and 7Ps strategies. It also analyses Toyota’s entry into India, considers relevant ethical issues, and proposes future recommendations. Section 2 provides a reflective account of the research and preparation process undertaken.
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Figure 1. Report analytical architecture.
[bookmark: _Toc234727969][bookmark: _Toc234901559]Comparative Market Analysis of Toyota in Japan and India
[bookmark: _Toc234727970][bookmark: _Toc234901560]PESTLE Analysis
Politically and legally, Toyota is operating in a predictable yet demanding environment in Japan and a faster-changing, incentive-driven one in India. Japan’s stable regulatory system reduces arbitrary market risk, yet slow consensus processes and strict vehicle-approval procedures can delay launches and raise compliance costs. Automobile-related taxes are considered a burden in the industry, according to the 2025 industry report by JAMA (JAMA, 2025). India allows 100% FDI on the automatic route for automobiles, and sectoral FDI has crossed the milestone of US$39 billion in September 2025, thereby encouraging localisation and supplier development (Invest India, 2026). However, state-level implementation variation results in inequitable incentives, infrastructure and administrative costs. The PM E-DRIVE programme supports electrification, but not all subsidies are category-specific to remove all barriers to private passenger cars (MoHI, 2024). The extension till March 2028 will ensure continuity of the policy, but the manufacturers will also have to deal with changing localisation and eligibility regulations (Ministry of Heavy Industries, 2025). Though India's investment climate is favourable, the global FDI is at risk from geopolitical and policy uncertainties (UNCTAD, 2026). There's also increased governance in the realm of digital marketing and connected vehicles. While Japan applies the APPI, India's notified DPDP Rules 2025 mandate clearer consent, security and data-right processes in Toyota's CRM and Telematics activities (PPC, 2023; PIB, 2025).
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Figure 2. Comparative PESTLE assessment of Japan and India.
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Figure 3. Political and legal operating contrast.
Economically, India offers stronger volume growth, while Japan provides higher purchasing power but limited market expansion. The World Bank projects India to grow at 6.6% in FY2026/27, driven by domestic demand, though energy-price sensitivity may dampen consumption and raise the current-account deficit (World Bank, 2026). The consumer-price inflation forecast for India in 2026 is 4.7% by the IMF, which could increase the costs of financing and operating vehicles (IMF, 2026). Despite this, India saw its largest-ever sales of passenger vehicles, with 4.643 million units sold in FY2025/26, marking a 7.9% rise (SIAM, 2026a). Sales for April 2026 then stood at 437,000, a 25.4% increase, but not a year-on-year measure (SIAM, 2026b). Japan’s outlook is weaker. Improved monetary conditions and rising living cost pressures are limiting discretionary purchases, while the IMF forecasts a 0.7% growth in 2026 (Reuters, 2026a). The Bank of Japan anticipates the rate of inflation will come closer to 2% to help maintain price stability but not to spur "rapid" demand growth (Reuters, 2026b). The vehicle market in Japan grew to around 1.813 million in January to May 2026 and fell 0.2% year on year, with Toyota holding around 33% of the market (Focus2Move, 2026). India is thus characterised by scale and growth, and high price sensitivities. Japan is rewarding with margins, but not much from the demographic side.
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Figure 4. 2026 economic and automotive market indicators.
Social, technological and environmental conditions vary significantly. The number of Japan's working-age population declined by 16% from 1995 to 2024, leading to labour shortages and increased demand for automation and efficient retail (OECD, 2025). India has a customer base with a population reaching 1.464 billion in 2025, even though it is not a single market due to regional and income disparities (UNFPA, 2025). According to a 2025 Global Innovation Index, Japan was ranked 12th and was still in the top half in the areas of business R&D and patent families (WIPO, 2025a). India moved ahead to 38th position, and Bengaluru and Delhi made it to the top 30 innovation clusters globally to support software and mobility capabilities (WIPO, 2025b; WIPO, 2025c). Digitalisation and decarbonisation are transforming Japan's manufacturing landscape (JETRO 2025). The adoption of battery-electric vehicles is still limited, however, as kei vehicles and current hybrids integrate into the existing usage patterns (JATO Dynamics, 2025). Piao et al. (2026) reported that EV attitudes in Japan are related to perceived usefulness, risk, and charging convenience. India has scope for long-term electrification, but access to charging stations and affordability is not uniform. The IEA identifies affordability, policy support and charging availability as determinants of EV diffusion (IEA, 2026). The Japanese government aims to reduce emissions to 60% of the levels in FY2013 by FY2035, and the Indian government will cut down emissions intensity of GDP by 45% by FY2030 from FY2005 (MOEJ, 2025; PIB, 2022).
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Figure 5. Demographic and innovation contrast.
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Figure 6. Electrification drivers and emissions pathways.
[bookmark: _Toc234727971][bookmark: _Toc234901561]Hofstede’s Cultural Dimensions Theory
Hofstede’s scores show cultural separation between India and Japan. India and Japan score, respectively, 77 and 54 for power distance, 24 and 62 for individualism, 56 and 95 for achievement orientation, 40 and 92 for uncertainty avoidance, 51 and 100 for long-term orientation, and 26 and 42 for indulgence (The Culture Factor, 2026). India’s higher power distance favours authoritative endorsements, dealership expertise and sales guidance. Collectivist attitudes indicate that family approval, utility and community reputation may affect vehicle choice. This benefits Toyota’s reliability positioning but may slow individual adoption of unfamiliar technologies. The low power distance and high individualism in Japan foster self-directed evaluation, personalised configurations, and rich communication. National scores, however, cannot be applied mechanically: Japanese decisions often require organisational consensus (Venaik et al., 2023). Comparative management research has cautioned that organisational practices modify the national culture tendencies (Ashta et al., 2025). Japan's high achievement culture is a culture where precision, craftsmanship and excellent service are all rewarded, in keeping with Toyota's quality story. The negative aspect is the high expectations set and the serious reputation loss when quality falls short. While the achievement score will aid in selling SUVs as status symbols, the price-value justification will still be important for India. While the impact of culture on customer-engagement behaviour is evident, the extent and nature of the impact depend on the brand and context (Connell et al., 2023).
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Figure 7. Hofstede cultural dimensions for India and Japan.
This cultural difference brings opposite reactions to the concepts of innovation, risk and time. Japan's uncertainty avoidance score is 92, suggesting a preference for evidence, warranties, safety shows and after-sales procedures. This helps Toyota by lowering the perception of potential risk but may impede the uptake of unknown electric or autonomous technologies. When the value is convincing, India's score of 40 gives a space to experiment and adapt. The downside is a lack of uniformity in service expectations from location to location. Japan's long-term-orientation score of 100 proves lifecycle value, fuel economy, resale strength, and hybrid investment. India's intermediate 51 is for future-oriented propositions, but demands early affordability and practical utility. Country-of-origin research shows that functional, social and environmental brand images affect purchase intention differently across developed and emerging markets, reinforcing separate positioning (Furukawa et al., 2025). Both countries are not very indulgent, but India has a score of 26, while Japan has a score of 42. Indian communication should be about family responsibility for advancement instead of excess. Japanese communication can highlight respect for discipline, refinement and social consideration. Japan generally pays for consistency, low-risk excellence and lifecycle credibility. The value of localisation, flexibility and visible value is appreciated in India. Hofstede is still relevant, but the decisions that Toyota makes must be based on region, generation, and income, not just country averages (Bartosik-Purgat et al., 2026).
[image: Figure 8
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Figure 8. Cultural implications for Toyota marketing.
[bookmark: _Toc234727972][bookmark: _Toc234901562]Comparative STP and International Marketing Mix Strategies
[bookmark: _Toc234727973][bookmark: _Toc234901563]Segmentation, targeting and positioning
The STP architecture of Toyota is differentiated marketing, where every market is segmented by income, life stage, vehicle use, geography and technology readiness, and not as a single global market (Kotler et al., 2024). Japan's mature market is divided into areas of compact urban travel, hybrid family cars, premium craftsmanship and outdoor lifestyles, and subscription-based younger drivers. The sixth-generation RAV4 is optimised for diversification, electrification and intelligence, whereas the Land Cruiser FJ builds on Toyota's legacy with lifestyle-focused customers (Toyota Motor Corporation, 2025a; Toyota Motor Corporation, 2025b). Narrowing the segmentation for affordability and use in households is needed in India. Toyota aims to appeal to first-time hatchback customers, value-conscious SUV drivers, families of three or more, commercial customers, executives and new electric vehicle customers via its hatchback lineup, which includes the Glanza and Vellfire (Toyota Kirloskar Motor, 2026a). By April 2026, the Innova will have sold 2,00,000 cumulative units, making the family and premium-MPV targeting a proven success (Toyota Kirloskar Motor, 2026b). Toyota thus focuses on technology, refinement, and lifecycle quality in Japan. India offers the same quality, durability and reliability platform along with fuel efficiency, status and family utility. This is adaptive global marketing in which core brand meaning is standardised, and segment priorities and value propositions are localised (Hollensen and Bogdanovic, 2025).
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Figure 9. Toyota positioning map by market.
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Figure 10. Differentiated STP architecture.
[bookmark: _Toc234727974][bookmark: _Toc234901564]Product and price
Toyota's product approach exemplifies selective adaptation. Japan is getting a wide multi-powertrain platform, advanced connected features, and a few lifestyle options. The new Land Cruiser FJ features customisation, T-Connect and a ¥5.7 million reference price, adding functional and experiential value (Toyota Motor Corporation, 2026a). India is the market which prioritises large-sized SUVs and MPVs, ground clearance, fuel efficiency and convenient electrification. The Urban Cruiser Ebella offers 49 kWh and 61 kWh batteries, up to 543 kilometres of certified range and more than 100 i-Connect functions (Toyota Kirloskar Motor, 2026c). The new Innova Crysta is powered by diesel and offers family comfort, demonstrating Toyota's refusal to impose uniform electrification routes (Toyota Kirloskar Motor, 2026d). Pricing also differs. Japan employs value pricing and KINTO bundling, with the FJ subscription starting at ¥38,390 per month, which includes insurance, tax, and maintenance (Toyota Motor Corporation, 2026b). India utilises a broader price level and financial and promotional add-ons. The Hyryder Tech Package is priced at ₹29,499, whereas the Ebella E3 is priced at ₹23.60 lakh (Toyota Kirloskar Motor, 2026e; Toyota Kirloskar Motor, 2026f). While it can enhance volume and loyalty, it must be transparent to maintain fairness and trust (Gonen et al., 2024; Kopalle et al., 2023).
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Figure 11. Selective product adaptation across markets.
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Figure 12. Price and value architecture.
[bookmark: _Toc234727975][bookmark: _Toc234901565]Place and promotion
Japan's place strategy combines nationwide dealers with digital search, quotation, test-drive booking and My Toyota account support, and provides an omnichannel journey tailored to information-rich buying (Toyota Motor Corporation, 2026c; Toyota Motor Corporation, 2026d). Toyota Mobility Tokyo distributes imported Tundra and Highlander models for controlled demand testing prior to national rollout (Toyota Motor Corporation, 2026e). The 2026 Crown campaign connects with showrooms and test drives and offers rewards for 1,000 participants, while specialty Toyota stores strengthen the premium symbolism through their custom spaces (Toyota Motor Corporation, 2026f; Toyota Motor Corporation, 2026g). India's digital and physical expansion is a blend due to the importance of trust and service accessibility. New 3S dealerships feature a 32,000-square-foot facility in Jamshedpur and a 19,000-square-foot outlet in Guwahati, both with used-car services (Toyota Kirloskar Motor, 2026g; Toyota Kirloskar Motor, 2026h). The Hyryder Month campaign used immersive test drives across northern states and value-led benefits rather than abstract environmental messaging (Toyota Kirloskar Motor, 2026i). Toyota India offers a virtual showroom and online test drive requests as well (Toyota Kirloskar Motor, 2026j; Toyota Kirloskar Motor, 2026l). This channel design reflects the fact that automotive customers increasingly navigate between digital and dealership touchpoints (Kim et al., 2022; EY, 2023; Cox Automotive, 2024).
[image: Figure 13
Omnichannel customer journey.]
Figure 13. Omnichannel customer journey.
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Figure 14. Promotion localisation by market.
[bookmark: _Toc234727976][bookmark: _Toc234901566]People, process and physical evidence
The Japanese depend on standardised service procedures, trained employees, integrated support, and apparent manufacturing quality. In March 2026, Toyota had a workforce of 73,133 employees and 390,927 consolidated employees, offering substantial power to maintain customer experience and innovation (Toyota Motor Corporation, 2026h). T-Connect features app-to-owner support, remote functions and the service-plan information (Toyota Motor Corporation, 2026i). Corrective processes in Japan's risk-sensitive market are made visible via recall and service-campaign portals (Toyota Motor Corporation, 2026j). In India, people and processes are flexible to reach, speed and reassurance. The Ebella ownership system includes 500-plus BEV-enabled touchpoints, 2,500-plus master technicians, 45-minute maintenance and 24-hour roadside assistance (Toyota Kirloskar Motor, 2026k). Toyota U-Trust further enhances physical evidence in a fragmented used-car market with an additional 203-point inspection and warranties of up to 2 years (Toyota Kirloskar Motor, 2025a). Consistent execution is achieved through technician development on Toyota Kaushalya and TTTI (Toyota Kirloskar Motor, 2025b). The Bangalore experiential museum further combines Japanese culture, technology and lifestyle cues (Toyota Kirloskar Motor, 2025c). Overall, Toyota simplifies reliability and service discipline and customises access, finance and experience. This personifies five-generation integrated marketing communication, connecting profits, people and broader societal value (Pearson and Malthouse, 2024).
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Figure 15. Relative localisation emphasis across the 7Ps.
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Figure 16. Service ecosystem and physical evidence.
[bookmark: _Toc234727977][bookmark: _Toc234901567]Analysis of Toyota’s Market Entry Strategy in India
[bookmark: _Toc234727978][bookmark: _Toc234901568]Entry mode and strategic rationale
Toyota entered India through Toyota Kirloskar Motor rather than relying on exports or licensing. The operation continues to be a majority equity joint venture, with Toyota holding 89% and Kirloskar 11%, and installed capacity is expected to reach around 342,000 vehicles by 2026 (World Auto Forum, 2026). This setup aligns well with the OLI paradigm, with Toyota bringing ownership benefits in production systems, engineering, and brand equity, and India offering market scale, manufacturing economies, and supplier strength. Internalisation helps safeguard knowledge that is sensitive to quality but more difficult to manage in arm's-length contracts. Institutional-distance research also confirms that entry into equity comes with additional costs and benefits because of host-country rules and informal practices (da Silva et al., 2024). The theory of transaction cost economics therefore helps to explain Toyota's approach to equity control for technology, tooling and quality routines that are highly asset-specific (Hennart, 2022). The Kirloskar relationship provides local legitimacy and administrative knowledge, minimising liabilities arising from formal and informal distance (Donnelly et al., 2024). The literature also suggests that distance can affect the foreign country choice and the requirement for embeddedness (CAGE, 2023). This logic is corroborated by meta-analytical findings, which indicate that ownership mode is linked to control, while greenfield establishment is linked to how firms integrate new and existing assets (Wan et al., 2023).
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Figure 17. OLI rationale for Toyota’s Indian joint venture.
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Figure 18. Transaction-cost entry-mode logic.
[bookmark: _Toc234727979][bookmark: _Toc234901569]Incremental commitment and alliance development
Toyota's expansion is similar to the Uppsala model in that it grew as its knowledge of the market, its supply chain, and its dealership experience increased. Recent Uppsala research is related to dynamic capabilities and experiential learning rather than a single and irreversible decision (Wu and Vahlne, 2022). Network internationalisation also shows that partner ties reduce outsidership (Qi et al., 2026). As a local graft, Kirloskar linked Toyota to labour, government and suppliers, a valuable connection when entering emerging markets (Safari et al., 2024). The joint venture established formal and informal communication channels which enhance organisational learning processes (Pak and Lee, 2023). Partner interaction can also be transformed into knowledge transfer within an international joint venture (IJV) via boundary-spanning commitment (Jiang et al., 2023). Toyota later followed up with local production via Suzuki. Suzuki-built cars make up around 60% of Toyota's sales in India, and Toyota intends to launch 15 new or updated cars by 2030, seeing a 2% increase in market share from 8% to 10% (Reuters, 2025). In Gujarat, resource complementarity is demonstrated by the agreement between Toyota and Suzuki for the production of a battery electric SUV developed by Suzuki for Toyota, as opposed to full internal development (Toyota Motor Corporation, 2024). This cuts down on the extension expenses, but reliance on rebranded items can diminish Toyota's ability to differentiate itself.
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Figure 19. Uppsala learning and commitment pathway.
[image: Figure 20
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Figure 20. Toyota India alliance and embeddedness network.
Toyota transformed its joint venture into a manufacturing and export platform. Toyota Kirloskar Motor recorded sales of 406,081 vehicles in FY2025/26, of which 38,974 were exported, an increase of 41% year on year (Toyota Kirloskar Motor, 2026). This helps to reinforce the resource-based perspective on the accumulation of production or supplier advantages that can become hard-to-copy. Dynamic capability research emphasises the need for firms to rearrange resources in response to shifting demand and technology (Brock and Hitt, 2024). Toyota's planned Bidkin facility will also be capable of producing 100,000 vehicles a year from the first half of 2029 and will have around 2,800 employees (Economic Times, 2026). The investment is a real option due to the staged capacity that allows flexibility while Toyota is monitoring the demand, regulation risk, and powertrain uncertainty (Alinasab and Hunt, 2025). Portfolio-based real-options theory justifies the use of joint ventures, alliances and owned production, rather than opting for one permanent approach (Trigeorgis and Miller, 2025). By 2030, India is set to see automotive-component manufacturing grow to US$145 billion, thus reinforcing Toyota's localisation and export strategy (NITI Aayog, 2025). The global value-chain evidence indicates that joint-venture technology transfer can facilitate upgrading in the host country (Jiang et al., 2024). Nevertheless, deeper localisation should avoid excessive single-country exposure because geopolitical disruption rewards diversified supply networks (WTO, 2025).
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Figure 21. Commitment and scale trajectory in India.
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Figure 22. Real-options logic for staged investment.
[bookmark: _Toc234727980][bookmark: _Toc234901570]Critical evaluation and future direction
Toyota's entry mode provided control, legitimacy and learning; the next step is tighter governance. International-joint-venture research finds that complementary resources reduce uncertainty, although partner conflict can destabilise performance (Liu et al., 2024). In knowledge transfer research, there is a tension between collaboration and the protection of proprietary capabilities (Kim et al., 2024). When routines facilitate absorption, explicit and tacit transfer can enhance joint-venture innovativeness (Park et al., 2022). On the other hand, the risk of leakage can be warranted under higher technology dynamism (Hu, 2023). Host country risk would be mitigated by Toyota's experience, but joint-venture age can't be substituted for strategic renewal (Aib, 2024). Toyota's multi-powertrain strategy is also supported by market conditions, as India's passenger-vehicle sales for June 2026 were 40.35% alternative-fuel vehicles, including 8.3% hybrids (Reuters, 2026). Toyota should retain the joint venture, strengthen local battery and software capabilities, and grant the Indian subsidiary greater product-development autonomy. Subsidiary autonomy can enhance innovation when paired with reverse knowledge transfer (Park and Buccieri, 2026). India then may become a competence and an export hub in the region rather than just an assembly base. This logic is more appropriate than thinking of entry mode as a binary choice between exports and domestic sales (Brouthers et al., 2022; Shaheer et al., 2026).
[bookmark: _Toc234727981][bookmark: _Toc234901571]Evaluation of Ethical Issues in Toyota’s Japanese Marketing Mix
[bookmark: _Toc234727982][bookmark: _Toc234901572]Nature and seriousness of the ethical breach
Toyota's Japanese certification failure uncovered a substantive ethical issue – product, process and promotion. The investigation revealed that there were not enough pedestrian and occupant-protection data for three current models or correct testing methods for four discontinued models (Toyota Motor Corporation, 2024a). The transport ministry later discovered that widespread, deliberate fraud had occurred in seven other models and called for sweeping changes (Reuters, 2024). Toyota suspended the production of the Corolla Fielder, Corolla Axio and Yaris Cross, stating that it was not only affecting its regulatory paperwork but also market availability as well (Associated Press, 2024). Deontological ethics would deem it unethical to use non-compliant evidence because certification responsibilities are to the benefit of the consumer, not whether or not the cars meet safety standards. The stakeholder theory prioritises customer safety and customer disclosure above all else, above launch deadlines. Product-crisis research indicates that negative effects are amplified when performance and safety are involved, particularly in uncertainty-avoidant cultures like Japan (Yang et al., 2022). Brand morality calls for actions beyond mere legality, especially towards consumers, which involve honesty, as noted by Wei et al. 2025). Toyota thus had a legitimacy and performance crisis, as its actions challenged the trust placed in its quality positioning (Lim et al., 2026).
[image: Figure 23
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Figure 23. Toyota Japan certification crisis timeline.
[bookmark: _Toc234727983][bookmark: _Toc234901573]Marketing-mix implications
The most serious ethical impact was on the product, process and physical evidence. Type-approval records are physical evidence to uphold Toyota's safety and quality commitments. The certification process was not consistently capable of verifying promotional claims due to unclear internal rules, insufficient resources, weak data control, and a lack of management involvement (Toyota Motor Corporation, 2024b). Engineers and certification staff did not have governance support. For places, suspended shipments stifled dealer availability and shifted the burden to customers. The price was indirectly affected because the buyers paid for a quality premium, but they did not get fully trustworthy evidence of quality. Attribution theory indicates that consumers use online communities to determine responsibility and decide whether forgiveness is justified (Casey et al., 2024). Research also indicates that negative perceptions of opportunism have negative consequences on brand personality, brand loyalty and repurchase intentions (Hussain et al., 2025). It was not proven to be greenwashing, but to create a similar disclosure-performance divide in which communicated quality was not backed up by the integrity of underlying verification. This perceived gap may lead to reputational harm and brand hatred (Santos et al., 2024). The study on misleading corporate claims reveals higher market punishments for concrete evidence, specifically for manufacturing companies operating in markets in Asia-Pacific (Xu et al., 2025). Toyota's ethical liability therefore, went beyond the law to include fairness, informed choice, and truthful positioning.
[image: Figure 24
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Figure 24. Ethical impact across the marketing mix.
Toyota’s response improved the ethical position but did not erase the original breach. Its fourth progress report, in September 2025, included a response to the question of management responsibility, operational rules and record-keeping, and human resources development, in which it moved from apology to structural correction (Toyota Motor Corporation, 2025). When consumers take apologies as a credible signal that it is unlikely to happen again, they can restore trust (Hornsey et al., 2024). The evidence, however, from capital markets suggests that apologies have mixed effects, especially when there is ambiguity about responsibility and remediation (Fan et al., 2023). Therefore, good negative public image management needs to be done proactively rather than by communicating about the company's reputation (Hettiarachchige et al., 2025). Toyota's Japanese vehicle sales rose 4.6% to 2.082 million units in FY26, while Japanese operating income declined 26.3% to ¥2.321 trillion. Ethical legitimacy is not restored through commercial resilience (Toyota Motor Corporation, 2026a). Toyota also held over 900 investor conversations during FY2026, which helped enhance its engagement efforts but did not independently support certification reform (Toyota Motor Corporation, 2026b). The moral question, then, should be considered significant and current. Toyota should share third-party audit results, remove certification authority from goals, secure employee escalation, reward customers who are clearly impacted and tie executive bonuses to independent confirmation of compliance.
[image: Figure 25
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Figure 25. Stakeholder trust and legitimacy recovery.
[bookmark: _Toc234727984][bookmark: _Toc234901574]Recommendations for Toyota’s International Marketing Strategy
[bookmark: _Toc234727985][bookmark: _Toc234901575]Market and portfolio strategy
Toyota must implement a transnational strategy where they standardise reliability and tailor the product, price and communication to each market. The relational-fit theory does not present a dichotomy between standardisation and adaptation, but emphasises the need for a carefully considered localisation approach that correlates with better foreign market performance (Poulis, 2024; Tsougkou et al., 2025). Toyota should focus on under ₹20 lakh hybrid and compact electric SUVs in India, while also offering battery leasing, fixed resale options and clear total cost calculation tools. This is required because about 65% of Indian passenger cars are priced under $13,200, but only 1.6% of the cars in that price range are EVs (Reuters, 2026). The availability of charging stations, concerns about battery life, and range anxiety continue to be tangible hurdles to adoption; campaigns should show actual range and home-charging costs, not environmental symbolism (Pandey et al., 2025). Toyota should also create regional media, local-language content and mobile service units for tier-two and rural markets. This Toyota workforce programme needs to be part of their brand proposition as Toyota trainees picked up 9 medals at IndiaSkills 2025–26, offering credible evidence of service capability (Toyota Kirloskar Motor, 2026). This would make it more affordable, accessible and locally legitimate without compromising Toyota's global quality image.
[image: Figure 26
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Figure 26. Recommended international marketing roadmap.
[bookmark: _Toc234727986][bookmark: _Toc234901576]Customer experience, technology and trust
Toyota should create one integrated platform across both countries, connecting research, finance, configuration, delivery tracking and predictive servicing. Omnichannel experience, which affects repurchase differently depending on relationship stages, should shift from acquisition offers to personalised ownership supports following the purchase (Rahman et al., 2025). Personalisation needs to be permission-based due to privacy concerns and trust influencing reactions to digital touchpoints (Weidig et al., 2024). Toyota would be better off selling software updates, safety capabilities, and mobility services as tangible lifecycle products in Japan, where first-quarter 2025 connected-car sales jumped 34% compared to the same period last year (Counterpoint Research, 2025). Woven City should be a controlled co-creation space for testing services in advance of national rollout, to be applied to approximately 300 residents (Toyota Motor Corporation, 2025). The NTT partnership with Toyota should foster software-defined vehicles and resilient communications infrastructure (NTT and Toyota Motor Corporation, 2024). Independent certification audits, public compliance dashboards and explanations of connected-vehicle data use are necessary for trust. Technology acceptance is not simply about features but about mitigating perceived risk (Kenesei et al., 2025). Even during omnichannel journeys, customer experience is linked to privacy considerations (Moliner-Tena and Tortosa-Edo, 2025). These measures would turn Toyota's international strategy into locally relevant, evidence-based mobility relationships.
[image: Figure 27
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Figure 27. Integrated customer and mobility platform.
[bookmark: _Toc234727987][bookmark: _Toc234901577]Reflective Account Using Kolb’s Experiential Learning Cycle
[bookmark: _Toc234727988][bookmark: _Toc234901578]Concrete Experience
I started the analysis by choosing Toyota and contrasted its business in Japan and India. This option allowed the creation of a clear "home and host country" framework and to analyse in opposing economic, cultural and institutional contexts. The assignment brief was initially broken down into five research areas: PESTEL analysis, STP analysis and comparison of 7Ps, market entry strategy, ethical issues and recommendations. I then developed a source matrix that would document publication date, country relevance, evidence type, and where each source would be used within the section. This eliminated the duplication and allowed me to prioritise academic research (2022-2026), Government publications, industry reports, and Toyota's official disclosures. The greatest challenge was the use of recent evidence in 2026 without repeating the statistics and references from one section to another. I have therefore broken down the evidence into market-level and company-level evidence. For example, economic growth and vehicle demand supported the PESTEL analysis, while dealership expansion, product prices and production investment supported the marketing mix and entry strategy sections. I also had a limit for each component due to the nature of the assessment, which was the concise analysis, not a descriptive company history.
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Figure 28. Kolb experiential learning cycle.
[bookmark: _Toc234727989][bookmark: _Toc234901579]Reflective Observation
During the research process, I gained an understanding that collecting large amounts of information did not automatically produce a strong comparative argument. My initial notes were very specific and dealt with Japan and India as two separate entities, potentially resulting in two descriptions rather than a comparison. I fixed this by structuring every paragraph around one analytical question, then discussing both markets in the same argument. This practice helped to highlight and make more visible the differences in purchasing power, cultural expectations, electrification and distribution. Another observation was that the company press releases highlighted Toyota activities in a positive light and were minimal in reference to weaknesses. In order to minimise the corporate bias, I contrasted Toyota's claims with government reports, academic research and widely acknowledged news sources. The Japanese certification scandal proved that this was needed. Toyota explained what it is doing to fix the problem, and evidence from the regulators and media painted a picture of the gravity of the governance failure. A second challenge was the use of the Hofstede national scores. I started by trying to consider the scores as static descriptions of all consumers. Further reading indicated that they should be considered as general tendencies. Thus, I qualified the analysis by recognising regional differences, income and generational differences, mainly in the diverse Indian market.
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Figure 29. Research source triangulation.
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The analysis was improved further when I used theories as explanatory tools, instead of adding them to the end. The Toyota OLI paradigm was used to understand the reasons Toyota integrated proprietary technology and brand ownership with the location advantages of India. When production knowledge and quality systems were sensitive to the strategy, the rationale for Toyota to opt for equity control over licensing became apparent, as explained in Transaction Cost Economics. This Uppsala model defined Toyota's 'slow commitment' process, which involved local production, supplier development and capacity expansion. Standardisation and adaptation theory was useful in identifying the similarities and differences in the Toyota product positioning regarding quality across different local markets and the variations in product size, price, communications and service accessibility. I further applied the stakeholder and deontological approaches to the Japanese certification problem. These theories moved the discussion to the issue of whether or not Toyota had actually solved the problem. They allowed to evaluate honesty, consumer safety, management responsibility and the fairness of the quality premium when there was little certification evidence. I learned that a cause and consequence link should be connected in a framework. It should not be used as a standalone definition. For each model, the choice was thus required to be backed by a limitation or a recommendation.
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Figure 30. Evidence-to-recommendation process.
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I used these lessons in rewriting the structure, ensuring that each paragraph was tightened and that all claims supported the assessment criteria directly. I substituted general and abstract information with data such as product prices, dealership sizes, production capacity and sales targets. I have also made sure that recommendations were in line with the problems that have been identified and not based on new concepts. In India, this led to a suggestion for making a hybrid which is affordable, smaller EVs, better communication in local languages and better tier-2 city coverage. I suggested that Japan; independent certification audits, disclosure of compliance reports, and permission-based connected services. I completed a final citation check to ensure all references were in the text and that no source was repeated within each section of the report. I also considered the length of sentences, cut out unnecessary detail and made sure that comparisons were balanced, showing the opportunities and threats. In future research, I would first compile the comparative evidence matrix and then allocate theoretical frameworks to the assessment questions at the planning stage. This would lessen restructuring in the future, and bring the sources into balance and make a more direct path from the evidence to analysis, evaluation and recommendation.
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