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CHAPTER 1: INTRODUCTION
1.1 Toyota Industries Corporation Background
Toyota Industries Corporation (TICO) continues to play a significant role in the global business environment through its international market expansion strategies, technological innovation, and commitment to sustainable development. In an increasingly competitive automotive industry characterised by technological disruption, changing consumer preferences, and environmental regulations, multinational corporations must develop effective international marketing strategies to achieve sustainable competitive advantage and maintain market leadership (Murshed, 2026). Consequently, understanding how Toyota manages its international operations and marketing activities across different markets is important for evaluating its long-term competitiveness. As the challenge toward competitors still a huge concern to it structural strategic experience in accordance with its business policies and others aspect such as technology disruption, we have been appointed strategic manager consultant to evaluate the company’s international marketing that enables this multinational corporations to expand their customer base and achieve sustainable competitive advantage across different markets.
Toyota Industries Corporation is headquartered in Kariya, Japan, and was founded in 1926 by Sakichi Toyoda. The company operates across multiple industries, including material handling equipment, automobiles, logistics, textile machinery, compressors, and electronics. The Material Handling Equipment (MHE) division, particularly Toyota forklifts, remains the company’s largest revenue-generating business segment and a major source of competitive advantage. In addition, Toyota has increasingly invested in electric vehicle (EV) technologies to support global sustainability objectives and respond to growing demand for environmentally friendly transportation solutions (Toyota Motor Corporation, 2025).
According to Murshed (2026), successful international marketing requires organisations to understand market differences and apply appropriate segmentation, targeting, and positioning (STP) strategies to create customer value and competitive advantage. Equally important is the ability to adapt marketing decisions to local market conditions while maintaining a consistent global brand identity. Toyota’s international expansion reflects these principles through its ability to combine global operational efficiencies with local market responsiveness. The company's long-term success has been attributed not only to its technological capabilities and operational efficiency but also to its distinctive corporate governance system, which emphasises stakeholder interests, continuous improvement, and long-term value creation (Yoshimori, 2005).
This report analyses Toyota’s international marketing strategy in Japan and the United States by applying PESTEL analysis to compare and contrast their macro-environments and Hofstede’s cultural dimensions framework to evaluate cultural differences influencing consumer behaviour. The report further examines Toyota’s Segmentation, Targeting and Positioning (STP) strategies and its application of the 7Ps marketing mix in both markets. Furthermore, it evaluates Toyota’s market entry strategy in the United States, discusses ethical considerations affecting its international marketing activities, and provides recommendations for future international marketing development.
1.2 Scope of Analysis
This report examines the international market entry strategy and marketing mix of Toyota’s electric vehicle (EV) business in two strategically important markets: Japan, the home country, and the United States, the host country. As one of the world’s leading automotive manufacturers, Toyota has increasingly focused on electrification to address changing consumer preferences, environmental concerns, and global sustainability objectives (Toyota Motor Corporation, 2025). The report analyses how Toyota adapts its international marketing strategies to different economic, political, technological, and cultural environments while maintaining a consistent global brand identity.
The study employs PESTEL analysis and Hofstede’s cultural framework to compare macro-environmental and cultural conditions in both countries. It also evaluates Toyota’s Segmentation, Targeting and Positioning (STP) strategies together with the application of the 7Ps marketing mix. Murshed (2026) argues that effective segmentation allows firms to identify distinct customer groups, targeting enables organisations to focus resources on the most profitable market segments, and positioning creates a unique value proposition that differentiates products from competitors. These concepts are particularly relevant to Toyota’s EV strategy, where customer needs and expectations vary considerably between Japan and the United States.
Furthermore, the report assesses Toyota’s market entry strategy in the United States, examines ethical issues associated with its marketing activities, and provides recommendations for strengthening its future international marketing performance (Keegan and Green, 2023). In addition, the analysis considers factors influencing consumer buying behaviour, including cultural values, environmental awareness, income levels, government incentives, technological preferences, and lifestyle trends. According to Murshed (2026), understanding consumer buying behaviour is essential for multinational corporations because purchasing decisions are influenced by a combination of personal, social, cultural, and psychological factors that differ across international markets.
Overview of Toyota’s Electric Vehicle Business in Japan
Japan represents Toyota’s home market and serves as the centre of its global operations, innovation, and strategic development. Toyota has established a strong reputation in sustainable mobility through pioneering hybrid technologies, most notably the Prius, and has subsequently expanded its battery electric vehicle (BEV) portfolio through the Toyota bZ (Beyond Zero) series (Toyota Motor Corporation, 2025). The Japanese government’s commitment to achieving carbon neutrality by 2050 has further encouraged investment in EV technologies and supporting infrastructure (International Energy Agency, 2024).
Within Japan, Toyota benefits from advanced manufacturing capabilities, strong research and development resources, and a consumer base that values product quality, reliability, and technological innovation. These characteristics support Toyota’s positioning strategy, which focuses on delivering high-quality and environmentally responsible mobility solutions. Murshed (2026) highlights that successful positioning enables organisations to establish favourable perceptions in consumers’ minds, strengthening brand loyalty and market competitiveness.
Overview of Toyota’s Electric Vehicle Business in the United States
The United States is one of Toyota’s largest and most significant international markets, offering substantial opportunities for growth in the EV sector. Rising environmental awareness, supportive government policies, and increasing demand for sustainable transportation have accelerated EV adoption across the country (International Energy Agency, 2024). To strengthen its competitive position, Toyota has invested heavily in local manufacturing facilities, battery production plants, and distribution networks.
Toyota aims to position its electric vehicles as reliable, technologically advanced, and environmentally responsible alternatives within a highly competitive market characterised by strong competitors such as Tesla and Ford (Kotler, Keller and Chernev, 2022). The company’s investment in local production reflects key international production decisions discussed by Murshed (2026), including manufacturing location, operational efficiency, supply-chain coordination, and responsiveness to local market demand. Consequently, the United States plays a critical role in Toyota’s global electrification strategy and long-term international expansion plans.
1.3 Justification of Product and Market Context
The electric vehicle (EV) market presents contrasting conditions in Japan and the United States. Although Japan is home to Toyota and is recognised for its automotive innovation, EV adoption remains relatively low. EV sales penetration has remained around 3–4% of new vehicle sales, reflecting consumer preference for hybrid vehicles, limited charging infrastructure growth, and a cautious approach towards full battery-electric vehicle adoption. This indicates that while Japan offers a technologically advanced environment, the transition to pure EVs is progressing gradually (Toyota Motor Corporation, 2025).
From an international business perspective, Murshed (2026) argues that multinational corporations must evaluate differences in consumer behaviour, government policies, competitive structures, and operational environments when selecting products and markets for international expansion. These factors are particularly relevant to Toyota’s EV strategy because market demand and customer expectations vary significantly between Japan and the United States.
1.3.1 Justification of Product and Market Context in Japan
Japan provides a favourable market context for Toyota’s electric vehicles due to its advanced technological infrastructure, strong environmental policies, and high consumer trust in domestic automotive brands. As Toyota’s home market, Japan offers significant advantages through established research and development capabilities, efficient manufacturing systems, and government support for carbon neutrality initiatives.
Japanese consumers increasingly demand environmentally sustainable transportation solutions while maintaining expectations for reliability, quality, and innovation, which align closely with Toyota’s brand positioning (International Energy Agency, 2024). Furthermore, the growing emphasis on reducing greenhouse gas emissions and the expansion of EV charging infrastructure create favourable conditions for Toyota’s electric vehicle growth within the domestic market (Toyota Motor Corporation, 2025).
In addition, Japan provides important operational advantages through its highly developed manufacturing ecosystem and supplier networks. Murshed (2026) notes that global manufacturing strategies require firms to balance efficiency, quality, innovation, and responsiveness. Toyota’s strong domestic production capabilities support continuous product development and strengthen its global competitive position in the EV industry.
1.3.2 Justification of Product and Market Context in the United States
The United States represents a strategically important market for Toyota’s electric vehicles due to its large consumer base, growing environmental awareness, and increasing demand for sustainable mobility solutions. Government incentives, investments in charging infrastructure, and stricter emissions regulations have accelerated EV adoption across many states (International Energy Agency, 2024). Additionally, American consumers demonstrate strong interest in innovative automotive technologies, creating opportunities for Toyota to expand its electric vehicle portfolio.
Despite intense competition from manufacturers such as Tesla and Ford, Toyota’s reputation for quality, reliability, and technological excellence provides a strong foundation for market growth and long-term competitiveness in the U.S. EV sector (Kotler, Keller and Chernev, 2022). The company’s substantial investment in local manufacturing and battery production also reflects the importance of global supply-chain management and global sourcing in international business operations.
According to Murshed (2026), global sourcing enables multinational corporations to access resources, technology, expertise, and production inputs from different countries while improving cost efficiency and operational flexibility. Effective global supply-chain management further supports competitiveness through enhanced coordination of production, logistics, procurement, and distribution activities across international markets. Toyota’s established manufacturing facilities and supplier relationships within the United States therefore contribute not only to market responsiveness but also to the company’s broader global manufacturing strategy. Consequently, the United States remains a critical market for Toyota’s future EV growth and international competitiveness.

















CHAPTER 2 COMPARATIVE MARKET ANALYSIS OF JAPAN AND USA.

2.1 PESTEL Analysis.

(See Appendix 1: Table 1. Toyota’s Comparative Discussion of PESTEL analysis).
Toyota’s Comparative Discussion from table 1 of the PESTEL analysis indicates that Japan (home country) and the United States (host country) provide favourable environments for Toyota’s electric vehicle business, although each market presents distinct opportunities and challenges. Politically, both countries support sustainable transportation through environmental policies and incentives. Economically, the United States offers a larger consumer market, while Japan provides a stable and technologically advanced economy. Socially, increasing environmental awareness in both countries is driving demand for electric vehicles. Technological advancements and strong innovation capabilities support Toyota’s product development and competitiveness. Environmental regulations encourage investment in low-emission vehicles, while legal frameworks ensure compliance with safety and sustainability standards. Overall, these factors create significant opportunities for Toyota to strengthen its global EV market position and achieve long-term growth (Johnson et al., 2020; Xu, 2023).

2.2 Comparative Discussion of the Macro-Environment. 

(See Appendix 2: Table 2. Toyota’s Comparative Discussion of the Macro-Environment).
Following the PESTEL analysis, it is evident that Japan (home country) and the United States (host country) offer distinct advantages for Toyota’s electric vehicle (EV) business. Japan serves as Toyota’s home market, providing a strong foundation through advanced manufacturing capabilities, established supply chains, and extensive research and development expertise, with operational stability and a supportive domestic environment. The market is characterised by customer loyalty and a strong preference for quality, reliability, and efficiency, which align closely with Toyota’s brand values (Liker, 2004).
Conversely, the United States represents serving host market, a larger and more dynamic market with significant growth potential for EVs. The increasing adoption of electric vehicles, supported by expanding charging infrastructure and changing consumer preferences, presents opportunities for Toyota to strengthen its market position, offering greater opportunities for expansion and revenue growth However, the company faces more intense competition from established EV manufacturers and emerging entrants (Xu, 2023).

2.3 Hofstede Cultural Analysis.

(See Appendix 3: Table 3. Toyota’s Comparative Discussion of Hofstede Cultural Analysis).
The Hofstede’s cultural dimensions framework in this report provides valuable insights into the cultural differences between Japan and the United States and their implications for Toyota’s electric vehicle (EV) marketing strategies. Understanding these cultural variations enables Toyota to adapt its products, communication, and customer engagement approaches to meet local consumer expectations more effectively (Johnson et al., 2020).
The cultural differences between Japan (home country) and the United States (host country) significantly influence consumer behaviour and marketing effectiveness. Japanese consumers typically value reliability, quality, and long-term product performance, which aligns with Toyota’s reputation for durable and dependable vehicles. Furthermore, high uncertainty avoidance in Japan means consumers are more likely to favour established brands and proven technologies before adopting new innovations (Liker, 2004).
In contrast, American consumers demonstrate higher levels of individualism and indulgence, making them more receptive to marketing messages that emphasise innovation, personal benefits, and technological advancement. Therefore, Toyota’s EV marketing in the United States is focus on performance, connectivity, and lifestyle enhancement, while its Japanese marketing is continue highlighting quality, efficiency, and environmental responsibility (Keegan and Green, 2023).
While maintaining a consistent global brand image, the company emphasise reliability and long-term value in Japan and focus on innovation, personal choice, and technological features in the United States. Such adaptation can strengthen customer relationships and enhance Toyota’s competitiveness in both markets (Johnson et al., 2020; Hitt, Ireland and Hoskisson, 2019).

2.4 Comparative Discussion of Cultural Strategy.

Toyota’s cultural strategy in Japan and the United States reflects the need to balance global consistency with local responsiveness. While Japan’s collectivist culture emphasises quality, reliability, and long-term relationships, the United States places greater importance on individualism, innovation, and personal choice. Consequently, Toyota adapts its marketing communications and customer engagement approaches to suit local cultural preferences while maintaining a consistent global brand identity. This approach strengthens customer satisfaction and international competitiveness (Murshed, 2026).                                                      










CHAPTER 3 COMPARATIVE ANALYSIS OF STP STRATEGIES.

3.1 Strategic Segments Analysis.

The market segmentation as a fundamental component of international marketing strategy, enabling organisations to divide a broad market into groups of consumers with similar needs, preferences, and purchasing behaviours, indicates for Toyota’s electric vehicle (EV) business, segmentations that allows the company to develop targeted marketing strategies that reflect the differing characteristics of consumers in Japan and the United States. Although, both markets contain environmentally conscious consumers, differences in demographics, lifestyle preferences, and technology adoption influence Toyota’s segmentation approach (Kotler, Keller and Chernev, 2022).

3.2 Comparative Discussion of STP Strategies.                                                       

(See Appendix 4: Table 4. Toyota’s Comparative Segmentation Variable Analysis).
In comparison, the Japan market primarily focuses on consumers seeking reliability, efficiency, and environmental responsibility showing high level of uncertainty avoidance among Japanese consumers encourages Toyota to emphasise proven technology, quality assurance, and long-term ownership benefits (Liker, 2004). Furthermore, the dense urban environment creates demand for efficient and practical electric vehicles.
In contrast, the United States presents a more diverse and innovation-driven market. American consumers are generally more receptive to new technologies and place greater importance on vehicle performance, connectivity, and lifestyle benefits. Consequently, Toyota targets younger professionals, technology enthusiasts, and environmentally conscious households who seek advanced mobility solutions and sustainable transportation options (Xu, 2023). This broader segmentation approach enables Toyota to compete effectively against established EV manufacturers in the American market.
Overall, Toyota adopts differentiated segmentation strategies in Japan and the United States to address variations in consumer behaviour and market conditions. While Japanese segmentation emphasises reliability, efficiency, and long-term value, the American strategy focuses more heavily on innovation, performance, and technological advancement. These differences enable Toyota to align its EV offerings with local consumer expectations and strengthen its competitive position in both markets (Johnson et al., 2020; Keegan and Green, 2023).


















CHAPTER 4 COMPARATIVE ANALYSIS OF INTERNATIONAL MARKETING MIX.

4.1 Segments Analysis of 7Ps.
(See Appendix 5: Table 5. Toyota’s Comparative Segmentation Marketing Mix (7Ps)
Analysis).
Toyota’s Comparative Segmentation Marketing Mix (7Ps) product strategy as a critical element of the international marketing mix, enables the company to adapt its electric vehicle (EV) offerings to the needs and preferences of consumers in different markets. While Toyota maintains a consistent global commitment to quality, reliability, and innovation, product adaptations are necessary to address the differing consumer expectations and market conditions in Japan and the United States (Kotler, Keller and Chernev, 2022).
Toyota’s product strategy in Japan is shaped by consumer preferences for reliability, efficiency, and long-term value. Japanese customers tend to favour practical vehicles that deliver consistent performance and low operating costs. Consequently, Toyota emphasises quality engineering, energy efficiency, and dependable technology within its EV portfolio. The company’s strong domestic reputation further supports customer confidence in newly introduced electric vehicle models (Liker, 2004).
In contrast, the United States market is characterised by greater demand for innovation, performance, and advanced technological features. American consumers often prioritise vehicle range, connectivity, digital integration, and driving experience when purchasing EVs. As a result, Toyota incorporates more advanced infotainment systems, larger battery capacities, and enhanced performance features to meet local expectations and compete effectively against major EV rivals (Xu, 2023). This adaptation demonstrates Toyota’s ability to balance global standardisation with local responsiveness.
Therefore, Toyota’s product strategy reflects the differing needs of consumers in Japan and the United States. In Japan, the emphasis is placed on reliability, efficiency, and long-term ownership value, whereas in the United States the focus shifts towards innovation, technological sophistication, and performance. By adapting its product offerings to local market conditions while maintaining its core brand values, Toyota strengthens its competitive position in both markets and supports the long-term success of its electric vehicle business (Keegan and Green, 2023; Johnson et al., 2020).

4.2 Comparative Evaluation of 7Ps.                                                                          

The comparative analysis of Toyota’s 7Ps marketing mix demonstrates a balance between global standardisation and local adaptation in Japan (home country) and the United States of America (host country). Across both markets, Toyota maintains consistent brand values centred on quality, reliability, innovation, and sustainability. However, significant adaptations are evident in product design, pricing approaches, promotional activities, and distribution strategies to accommodate differing consumer preferences and market conditions. Japan emphasises efficiency, reliability, and long-term value, whereas the United States prioritises innovation, performance, and customer experience. These adaptations enable Toyota to meet local customer expectations while sustaining a strong global competitive position in the rapidly growing electric vehicle market (Keegan and Green, 2023; Johnson et al., 2020).











CHPTER 5 TOYOTA’S MARKET ENTRY ANALYSIS OF USA.

5.1 Overview of Toyota’s International Expansion.

(See Appendix 6: Toyota’s International Expansion into the United States Analysis, and Table 6: Key Stages of Toyota's Expansion into the United States.

5.1.1 The overview of Toyota’s International Expansion into the United States.
The United States has been one of Toyota’s most important international markets and a central component of its global expansion strategy. Toyota initially entered the U.S. market through vehicle exports during the 1950s before progressively increasing its commitment through foreign direct investment (FDI), local manufacturing facilities, and strategic partnerships. This expansion enabled Toyota to establish a strong market presence, improve responsiveness to local customer needs, and reduce the costs associated with exporting vehicles from Japan. The company’s long-term investment approach reflects its objective of securing sustainable growth and strengthening its competitive position within one of the world's largest automotive markets (Liker, 2004).
Toyota's expansion into the United States reflects a gradual and strategic internationalisation process. Rather than relying solely on exports, the company invested heavily in local production and operational capabilities. This approach enabled Toyota to overcome trade barriers, reduce transportation costs, and respond more effectively to changes in consumer demand. The establishment of manufacturing facilities also supported Toyota's renowned production system, allowing the company to maintain quality standards while increasing operational efficiency (Womack, Jones and Roos, 1990).
Furthermore, Toyota's expansion strategy aligns with the resource-based view of competitive advantage, whereby the company's manufacturing expertise, technological capabilities, and organisational knowledge have been leveraged to create sustainable competitive advantages within the U.S. market in accordance with Barney (1991). More recently, investments in electric vehicle production and battery technologies demonstrate Toyota's commitment to maintaining long-term competitiveness in a rapidly evolving automotive industry.

5.1.2 Summary of the Overview.

Overall, Toyota's expansion into the United States has evolved from a simple export strategy to a comprehensive market presence supported by foreign direct investment, local manufacturing, and technological innovation. This long-term commitment has enabled the company to establish a strong competitive position, increase market share, and support the future growth of its electric vehicle business in the United States (Grant, 2022; Hitt, Ireland and Hoskisson, 2019).

5.2 Toyota’s International Market Entry Strategy.                                                     

Toyota’s International Market Entry Strategy in the United States did adopt a gradual and low-risk market entry strategy when entering the United States, evolving from exporting vehicles to establishing extensive local manufacturing operations through foreign direct investment (FDI). Initially, the company entered the U.S.A market through exports, allowing Toyota to test consumer demand and build brand recognition without committing significant resources. As demand for Toyota vehicles increased, the company shifted towards a more committed market entry approach by developing dealer networks and investing in local production facilities (Liker, 2004).
A significant milestone in Toyota’s market entry strategy was the formation of the New United Motor Manufacturing, Inc. (NUMMI) joint venture with General Motors in 1984. This strategic alliance enabled Toyota to gain valuable knowledge of the American market, labour practices, and consumer preferences while sharing operational risks. The experience gained through NUMMI provided a foundation for Toyota’s subsequent expansion across the United States (Womack, Jones and Roos, 1990).
Following the success of the joint venture, Toyota adopted a foreign direct investment strategy by establishing wholly owned manufacturing plants in several U.S. states. This approach allowed the company to reduce transportation costs, avoid trade restrictions, improve supply chain efficiency, and respond more effectively to local market conditions. Furthermore, local production strengthened Toyota’s relationship with American consumers and enhanced its reputation as a contributor to the U.S. economy (Johnson et al., 2020).
From a strategic perspective, Toyota’s entry mode reflects a balance between risk reduction and long-term commitment. The progression from exporting to joint ventures and ultimately to wholly owned subsidiaries demonstrate a carefully planned internationalisation process designed to maximise competitive advantage and market penetration. This strategy has enabled Toyota to become one of the most successful foreign automotive manufacturers in the United States while supporting the company’s current expansion into the electric vehicle market (Grant, 2022; Hitt, Ireland and Hoskisson, 2019).

















CHAPTER 6 IMPLIMENTATIONS RECOMMENDATIONS.

6.1 Marketing Mix Recommendations.

Toyota should continue implementing a balanced marketing mix strategy that combines global brand consistency with local market adaptation across both Japan (home country) and the United States of America (host country). In terms of product strategy, the company should expand its electric vehicle portfolio by developing models that meet the differing needs of consumers in each market, including compact and efficient vehicles for Japan and larger, technology-focused models for the United States. Regarding pricing, Toyota should maintain competitive pricing while offering flexible financing solutions and incentives to increase EV accessibility.
For promotion, the company should strengthen its digital marketing activities and sustainability-focused communications while tailoring messages to local cultural preferences. In Japan, promotional efforts should emphasise reliability, quality, and long-term value, whereas in the United States greater emphasis should be placed on innovation, performance, and technological advancement. Furthermore, Toyota should continue improving its distribution channels, customer service processes, and charging infrastructure partnerships in both countries to enhance customer experience. By continuously adapting the 7Ps to local market conditions while maintaining its global reputation for quality and innovation, Toyota can strengthen its competitive position and support long-term growth in both markets (Keegan and Green, 2023; Kotler, Keller and Chernev, 2022; Johnson et al., 2020).

6.2 Market Entry Recommendations.                                                                        

Although Toyota has successfully established itself in the United States of Americca through foreign direct investment and local manufacturing, future market expansion should focus on strengthening localisation and strategic partnerships. The company should increase investment in domestic battery production and EV-related technologies to reduce supply chain risks and improve responsiveness to market demand. Toyota should also pursue additional collaborations with technology firms, energy providers, and charging network operators to accelerate innovation and support EV adoption. Furthermore, expanding research and development activities within the United States would enable Toyota to better understand changing consumer preferences and regulatory requirements. By reinforcing its local presence while maintaining global operational efficiencies, Toyota can enhance its competitive advantage and secure sustainable growth within the rapidly evolving American EV market (Grant, 2022; Hitt, Ireland and Hoskisson, 2019).

























CONCLUSION.

This report has critically examined Toyota Industries Corporation’s international market entry and marketing strategies in Japan and the United States, with a particular focus on its electric vehicle (EV) business. The analysis demonstrates that variations in political, economic, social, technological, and cultural environments significantly influence Toyota’s strategic decisions in both markets. As highlighted by Murshed (2026), successful international business operations require firms to apply segmentation, targeting, and positioning (STP) strategies effectively to identify attractive customer groups, tailor value propositions, and establish a distinctive market position that generates competitive advantage. Toyota has successfully segmented its markets based on consumer preferences, environmental awareness, and purchasing power, enabling the company to target diverse customer groups while positioning its EV products as reliable, innovative, and environmentally sustainable.
The study also highlights the importance of understanding factors influencing consumer buying behaviour, including cultural values, income levels, environmental concerns, government incentives, and technological expectations. These factors differ considerably between Japan and the United States, requiring Toyota to adapt its marketing mix and communication strategies accordingly. Murshed (2026) further emphasises that multinational corporations (MNCs) must balance standardisation and adaptation when developing international marketing policies. Toyota’s global brand identity is largely standardised, while product features, promotional activities, and distribution approaches are adapted to local market conditions.
From an operations perspective, key production decisions such as manufacturing location, cost efficiency, quality control, and supply-chain coordination remain central to international competitiveness. Toyota’s global manufacturing strategy combines domestic innovation capabilities in Japan with local production facilities in the United States, enhancing responsiveness and reducing operational risks. Furthermore, global sourcing and supply-chain management play a critical role in securing essential components and supporting efficient production processes. As noted by Murshed (2026), effective global supply-chain management enables firms to achieve economies of scale, operational flexibility, and sustainable competitive advantage. Consequently, Toyota’s continued commitment to innovation, sustainability, and strategic adaptation positions the company strongly for future growth within the global electric vehicle market.
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APPENDICES.
Appendix 1: Table 1. Toyota’s Comparative Discussion of PESTEL analysis.
The table below on Toyota’s Comparative Discussion from table 1 of the PESTEL analysis indicates that both Japan (home country) and the United States (host country) provide favourable environments for Toyota’s electric vehicle business, although each market presents distinct opportunities and challenges.
Table 1. Toyota’s Comparative Discussion of PESTEL analysis.
	Factor
	Japan (Home Country)
	USA (Host Country)

	Political
	Stable government with strong support for green technologies and carbon neutrality initiatives.
	Federal and state governments provide EV incentives, though policies vary by administration and state.

	Economic
	Mature economy with slower growth and high purchasing power.
	Largest consumer market globally with high disposable income and significant EV investment.

	Social
	Aging population, strong environmental awareness, preference for quality and reliability.
	Diverse population with increasing demand for sustainable transportation and innovative technology.

	Technological
	Advanced manufacturing capabilities and strong R&D infrastructure.
	Highly innovative technology ecosystem supporting EV development and charging infrastructure.

	Environmental
	Strong commitment to reducing carbon emissions and promoting clean energy.
	Increasing environmental regulations and consumer demand for sustainable mobility solutions.

	Legal
	Strict vehicle safety and environmental regulations.
	Complex federal and state regulations concerning emissions, safety, and consumer protection.


                                                                                                   


Appendix 2: Table 2. Toyota’s Comparative Discussion of the Macro-Environment.
The table below on Toyota’s Comparative Discussion from table 2 of the Macro-Environment indicate that Japan (home country) provides Toyota with operational stability and a supportive domestic environment, while the United States (host country) offers greater opportunities for expansion and revenue growth. 
Table 2. Toyota’s Comparative Discussion of the Macro-Environment.
	Criteria
	Japan
	United States

	Market Role
	Home market
	Strategic international market

	Consumer Preference
	Reliability, efficiency, quality
	Innovation, performance, technology

	Market Size
	Moderate
	Very large

	Competitive Intensity
	Moderate
	High

	Growth Potential
	Stable
	High

	Brand Recognition
	Very strong
	Strong

	Manufacturing Presence
	Extensive
	Extensive local production



Appendix 3: Table 3. Toyota’s Comparative Discussion of Hofstede Cultural Analysis. 
The table below on Toyota’s Comparative Discussion from table 3 of Hofstede Cultural Analysis indicate that Toyota’s EV marketing in maintaining a consistent global brand image, the company emphasise reliability and long-term value in Japan and focus on innovation, personal choice, and technological features in the United States. 
While the United States is focus on performance, connectivity, and lifestyle enhancement, while its Japanese marketing is continue highlighting quality, efficiency, and environmental responsibility (Keegan and Green, 2023).
Such adaptation can strengthen customer relationships and enhance Toyota’s competitiveness in both markets.                                                                                    
Table 3. Toyota’s Comparative Discussion of Hofstede Cultural Analysis).
	Cultural Dimension
	Japan
	United States
	Marketing Implications for Toyota

	Power Distance
	Moderate
	Low
	Japanese consumers generally accept hierarchical structures.
while American consumers prefer equality and personalised interactions.

	Individualism
	Moderate
	Very High
	Japanese consumers place greater importance on group harmony and social responsibility, whereas U.S. consumers emphasise personal choice and self-expression.

	Masculinity
	Very High
	High
	Consumers in both countries value achievement and success, supporting Toyota’s emphasis on performance and innovation.

	Uncertainty Avoidance
	High
	Moderate
	Japanese consumers prefer reliable, proven technologies, while Americans are generally more willing to adopt new innovations.

	Long-Term Orientation
	Very High
	Low to Moderate
	Japanese consumers focus on long-term value and sustainability, whereas U.S. consumers often seek immediate benefits and convenience.

	Indulgence
	Moderate
	High
	American consumers are more motivated by enjoyment and lifestyle benefits, creating opportunities for lifestyle-focused EV marketing.



Appendix 4: Table 4. Toyota’s Comparative Segmentation Variable Analysis.
The table below on Toyota’s Comparative Discussion from table 4 of Segmentation Variable Analysis indicating that Toyota’s EV adopts differentiated segmentation strategies in Japan (home country) and the United States (host country) to address variations in consumer behaviour and market conditions. While Japanese segmentation emphasises reliability, efficiency, and long-term value, the American strategy focuses more heavily on innovation, performance, and technological advancement. Therefore, these differences enable Toyota to align its EV offerings with both countries’ local consumer expectations and strengthen its competitive position in both markets

Table 4: Comparative Segmentation Analysis of Toyota EVs in Japan and the USA.
	Segmentation Variable
	Japan (Home Country)
	USA (Host Country)

	Demographic
	Middle-income professionals, families, and older consumers
	Young professionals, affluent households, families

	Geographic
	Highly urbanised cities with developed public infrastructure
	Urban and suburban markets with growing charging networks

	Psychographic
	Environmentally conscious, quality-oriented, risk-averse consumers
	Innovation-driven, lifestyle-oriented, environmentally conscious consumers

	Behavioural
	Focus on reliability, efficiency, and long-term value
	Focus on performance, technology, convenience, and sustainability

	Technology Adoption
	Moderate adoption of new technologies after proven success
	Higher willingness to adopt innovative EV technologies



Appendix 5: Table 5. Toyota’s Comparative Segmentation Marketing Mix (7Ps)
Analysis.
The table below on Toyota’s Comparative Discussion from table 5 of Segmentation Marketing Mix (7Ps) Analysis indicating that Toyota’s EV product strategy reflects the differing needs of consumers in Japan (home country) and the United States (host country). In Japan, the emphasis is placed on reliability, efficiency, and long-term ownership value, whereas in the United States the focus shifts towards innovation, technological sophistication, and performance. By adapting its product offerings to local market conditions while maintaining its core brand values, Toyota strengthens its competitive position in both markets and supports the long-term success of its electric vehicle business. 

Table 5. Toyota’s Comparative Segmentation Marketing Mix (7Ps)
Analysis.
	Product Element
	Japan (Home Country)
	USA (Host Country)

	Product Focus
	Efficiency, reliability, and practicality
	Performance, innovation, and driving experience

	Vehicle Size
	Compact and medium-sized vehicles suited to urban environments
	Larger vehicles and SUVs suited to longer travel distances

	Technology Features
	Proven and dependable technologies
	Advanced connectivity, smart systems, and digital features

	Environmental Features
	Emphasis on energy efficiency and sustainability
	Emphasis on zero-emission performance and battery range

	Quality Expectations
	High focus on durability and long-term value
	High focus on innovation and customer experience

	Product Innovation
	Gradual introduction of new technologies
	Faster adoption of innovative EV technologies




Appendix 6: Table 6. Toyota’s International Expansion into the United States Analysis).

Table 6: Key Stages of Toyota's Expansion into the United States.
	Expansion Activity
	Strategic Purpose
	Outcome

	Vehicle Exports
	Test market potential and establish brand awareness
	Initial entry into the U.S. market

	Dealer Network Development
	Increase customer access and sales coverage
	Improved market penetration

	Joint Venture (NUMMI)
	Gain local market knowledge and manufacturing experience
	Enhanced operational learning

	Foreign Direct Investment
	Establish local production facilities
	Reduced costs and increased competitiveness

	Expansion Activity
	Strategic Purpose
	Outcome

	Vehicle Exports
	Test market potential and establish brand awareness
	Initial entry into the U.S. market
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INTRODUCTION

This reflective account critically examines my learning journey throughout the LCMB7034 – MBA International Business Concept module and the process of researching, analysing, and preparing the assessment entitled International Market Business Analysis of Toyota Industries Corporation Electric Vehicle in Multiple Countries (Japan and the United States). The assignment provided an opportunity to apply international business theories and frameworks to a real-world multinational corporation operating in the rapidly growing electric vehicle (EV) industry. Through this process, I developed a deeper understanding of international market entry, global marketing, consumer behaviour, cross-cultural management, and international operations while strengthening my research and analytical skills.
This reflection is structured using Gibbs’ Reflective Cycle (1988), which consists of six stages: Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan. The model provides a systematic approach for evaluating experiences and identifying areas for future improvement (Gibbs, 1988). Throughout the assignment, lectures, academic readings, case studies, and discussions helped me understand how multinational corporations achieve competitive advantage in international markets (Murshed, 2026). This reflection evaluates the learning process and the knowledge gained during the preparation of the assessment.

GIBBS’ SIX-STAGE REFLECTIVE CYCLE RESEARCH PROCESS

STAGE OF DESCRIPTION

The purpose of the assignment was to analyse Toyota Industries Corporation’s electric vehicle business in Japan and the United States. To complete the task, the assessment focused on examining international market entry strategies, marketing approaches, consumer behaviour, cultural influences, and operational activities by investigating Toyota’s competitive position and strategic responses to different international environments.
From the secondary data of the academic journals, textbooks, company reports, and industry publications. Key frameworks used included PESTEL analysis, Hofstede’s cultural dimensions, Segmentation, Targeting and Positioning (STP), and the 7Ps marketing mix. These frameworks enabled a structured comparison of Japan and the United States and provided insights into how Toyota adapts its strategies across different markets.
The module content was highly relevant throughout the process. Concepts such as international market entry, global competitiveness, consumer behaviour, and global supply-chain management helped guide the analysis. The assignment also highlighted the importance of balancing global integration with local responsiveness, a key challenge faced by multinational corporations operating across diverse markets (Bartlett and Ghoshal, 1989).

STAGE OF FEELINGS

At the beginning of the assignment, I felt enthusiastic because Toyota is one of the most successful multinational corporations in the world. However, I was also concerned about the complexity of comparing two different national markets while integrating several international business theories into one coherent analysis.
Initially, I found it challenging to connect different concepts such as market entry strategies, consumer behaviour, and operational management. As the research progressed, my confidence increased because I gained a clearer understanding of how these concepts interact in practice. The module lectures and discussions helped me appreciate the relevance of theoretical frameworks when analysing real business situations.
I also felt challenged by the large volume of information available about Toyota. Selecting reliable and relevant sources required careful judgement. Despite these difficulties, I became more confident in evaluating evidence and applying academic theories. Completing each stage of the assignment provided a sense of achievement and reinforced my interest in international business.

STAGE OF EVALUATION

One of the most valuable aspects of this assignment was the opportunity to apply international business theories to a real multinational corporation. The use of PESTEL analysis enabled me to identify key environmental differences between Japan and the United States, while Hofstede’s cultural dimensions framework enhanced my understanding of how culture influences consumer behaviour and business practices. Furthermore, concepts discussed by Murshed (2026), including market segmentation, consumer behaviour, and global operations, helped me appreciate how Toyota adapts its strategies across different markets while maintaining a strong global brand. However, developing a more critical analysis and balancing comparisons between both markets were challenging. Overall, the assignment strengthened my understanding of international business and improved my ability to apply theory in practice.

STAGE OF ANALYSIS

The assignment significantly enhanced my understanding of international business concepts and their practical application within a multinational context. One of the most important lessons learned was the need to balance global standardisation with local adaptation. Bartlett and Ghoshal (1989) argue that multinational corporations must achieve global efficiency while remaining responsive to local market needs. Toyota’s operations in Japan and the United States provided a clear example of this approach, as the company maintains a strong global brand while adapting its products and marketing strategies to suit different consumer preferences and market conditions.
Another key learning outcome was recognising the impact of external environmental factors on strategic decision-making. Through the application of the PESTEL framework, I developed a greater appreciation of how political, economic, social, technological, environmental, and legal factors influence business performance and market opportunities (Johnson et al., 2020). The analysis highlighted how government policies and sustainability initiatives are accelerating the transition towards electric vehicles worldwide.
The assignment also deepened my understanding of consumer buying behaviour. According to Murshed (2026), purchasing decisions are influenced by cultural, social, personal, and psychological factors. This helped me understand why Toyota adopts different marketing approaches in Japan and the United States and reinforced the importance of segmentation, targeting, and positioning in international marketing.
Furthermore, Dunning’s (2000) Eclectic Paradigm improved my understanding of foreign direct investment and international market entry decisions, while analysing Toyota’s manufacturing network enhanced my appreciation of global supply-chain management and operational efficiency. Finally, the reflective process demonstrated the value of continuous learning and improvement. Reviewing feedback and refining my analysis enabled me to strengthen the quality of the assessment and further develop my academic and professional skills (Cappelli and Tavis, 2016).

STAGE OF CONCLUSION

Overall, this assignment was a valuable learning experience that strengthened my understanding of international business, strategic management, and global marketing. The process improved my ability to conduct independent research, evaluate information critically, and apply theoretical frameworks to practical business situations.
The concepts studied in LCMB7034 – MBA International Business Concept were essential in supporting the completion of the assessment. Theories relating to market entry strategies, consumer behaviour, international marketing, and global operations provided a strong foundation for analysing Toyota’s activities in Japan and the United States. The experience increased my confidence in applying academic knowledge to real-world business challenges and enhanced my appreciation of the complexities associated with international business management.

STAGE OF ACTION PLAN

This reflection has identified several areas for future development. First, I intend to improve my critical analysis skills by engaging more extensively with academic literature and exploring alternative viewpoints. This will enable me to develop more balanced and insightful evaluations in future assignments.
Second, I plan to strengthen my research skills by becoming more efficient in identifying and synthesising high-quality sources. Better research practices will improve the quality and depth of future analyses.
Third, I aim to continue developing my understanding of international business strategy, particularly in areas such as global supply-chain management, international market expansion, and cross-cultural management. These areas are increasingly important in today’s global business environment.
Finally, I will apply the knowledge gained from this module to future academic and professional activities. Understanding how multinational corporations manage international operations and adapt to different market conditions will help me evaluate business opportunities more effectively and contribute to strategic decision-making in a global context.
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