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[bookmark: _Toc233937246][bookmark: _Toc234063779]Executive Summary
This report is a critical comparison of the international marketing practices of Toyota in both Japan and the United States that will consider how the company balances global uniformity with local adaptation. Competitive advantage of Toyota is based on disciplined adaptation, according to which the company retains its fundamental values of quality, reliability, and trust and adapts its products and marketing strategies to other cultural, regulatory, and market conditions (Theodosiou and Leonidou, 2003; Douglas and Craig, 2011). It uses the PESTEL analysis and Hofstede cultural dimensions analysis to take into account country circumstances and the STP and 7Ps frameworks to consider how Toyota adapts its marketing mix (Booms and Bitner, 1981; Hofstede, Hofstede and Minkov, 2010). The results show that Toyota is most successful in those cases when the national conditions, customer-based segmentation, and operational possibilities are paired, but some gaps can still be identified. Another issue the report examines is the entry of Toyota into the U.S. market and the unintended acceleration crisis which proved that product reputation in home market does not necessarily follow into foreign markets (Toyota USA Newsroom, n.d.). Moreover, ethical marketing might be crucial as falsified statements regarding product safety or errors in the product itself may harm consumer confidence and reputation of a company (U.S. Department of Transportation, 2011; U.S. Department of Justice, 2014).
[bookmark: _Toc233937247]

[bookmark: _Toc234063780]1. Introduction
The international marketing does not involve merely the export of a domestic marketing mix to a different nation. Companies need to find the balance between global efficiency, local legitimacy and customer relevance. The contradiction lies at the center of Toyota due to the high involvement in purchasing cars based on safety, price, service, fuel economy, resale value and environmental credibility (Hollensen, 2020; Kotler, Keller and Chernev, 2022). The current studies also indicate that the performance implications of global marketing standardisation and adaptation are also dependent on the country context, customer expectations and strategy-implementation fit (Mandler et al., 2021; Poulis, 2024).
This report is a comparison between Toyota in Japan and the United States. Japan is a domestic market to Toyota and it continues to form the core of the company, in its legacy and legitimacy over time. The US is one of the largest sources of sales, profit opportunities and strategic risk to Toyota, which is quite a large host market. In 2025, Toyota Motor North America reported U.S. sales of 2,518,071 vehicles, an increase of 8.0%, while electrified vehicles accounted for 47.0% of total sales (Toyota Motor North America, 2026). 
There are five objectives of the report. First, it compares the macro-environments of Japan and the United States using PESTEL. Second, it compares the cultural differences on the basis of the Hofstede model. Third, it compares Toyota’s STP and 7Ps strategies in both countries. Fourth, it analyses the U.S market entry strategy of Toyota. Fifth, it explores one ethical concern that has been related to the marketing mix of Toyota and formulated future marketing recommendations to international marketing. The report analyzes the rationale behind how Toyota would tailor some of the aspects, areas it is doing well and where there are strategic tensions.
[bookmark: _Toc233937248][bookmark: _Toc234063781]2. Brand and Market Selection Rationale
Toyota was chosen due to its scope to be critically analyzed as compared to other brands available. It is a multi-faceted global business with design of products, regulation, dealer network, after-sales service, financing and safety communication and sustainability claims that affect the marketing mix. Its performance in marketing therefore relies on operations and evidence supported strategic promises and not just promotion. 
These two nations serve as a good ground to make a critical comparison. Japan is a home market of Toyota, as cultural legitimacy, engineering legacy and high-density urban mobility define the customer expectations. The United States is a key host market, with scale, funding, suburban freedom, bigger cars and greater individualistic communications compelling distinct marketing pressures. The comparison is not just a straightforward comparison of two sales territories test, though, and it determines how much Toyota is able to standardise its global identity.
[bookmark: _Toc233937249][bookmark: _Toc234063782]3. Analytical Framework
The analysis is performed with the combined framework and not individual tools. This is significant since PESTEL, Hofstede, STP and the 7Ps are potentially descriptive checklists when used individually. PESTEL represents the external limitations and opportunities in this report, Hofstede offers information about cultural tendencies, STP reveals the methods of customer selection and positioning of Toyota, and the 7Ps attempt to define whether the marketing mix is really able to implement the desired customer positioning. The ethics and market entry sections then interrogate the potential of Toyota to be strategically effective and socially responsible in its strategy. The framework is based on the idea of sustainable marketing scholarship (Griffith, 2021).
[image: ]
Figure 1: Toyota international marketing analytical framework
Source: Author’s own illustration, based on Hollensen (2020), Kotler, Keller and Chernev (2022), and Cavusgil, Knight and Riesenberger (2020).
There is one limitation to the framework identified, too. PESTEL and Hofstede can be simplified when they are applied mechanically to simplify markets. National averages fail to reflect all consumers and macro-level indicators do not necessarily underlie purchase behaviour. Thus, the report considers these tools more as interpretive tools than evidence alone. This aligns with recent international marketing research that considers standardisation and adaptation a search of relational fit and not an immediate choice (Poulis, 2024).
[bookmark: _Toc233937250][bookmark: _Toc234063783]4. Comparative Market Analysis
[bookmark: _Toc233937251][bookmark: _Toc234063784]4.1 Data Snapshot and PESTEL Comparison
The size of the two markets, income, demographic pressure, and regulation are highly different. The strategic fit is tested in terms of Table 1, as opposed to the provision of background. The US has a higher volume and revenue potential, whereas Japan needs Toyota to protect domestic legitimacy, respond to ageing buyers and limitations on urban mobility.
Table 1: Japan and United States market context indicators
	Indicator
	Japan
	United States
	Marketing implication for Toyota

	Population, 2024
	123.98 million
	340.11 million
	The United States offers wider scale, while Japan requires deeper retention of an ageing domestic customer base.

	GDP, 2024
	US$4.03 trillion
	US$28.75 trillion
	The United States offers much larger total purchasing power and stronger volume potential.

	GDP per capita, 2024
	US$32,487
	US$84,534
	Higher U.S. income supports larger vehicles, premium trims and finance-led upgrading.

	GDP growth, 2024
	0.1%
	2.8%
	Japan’s stagnant growth favours value, reliability and low running cost; U.S. growth supports replacement demand.

	New vehicle market, 2025
	4.566 million new vehicles
	16.2 million light vehicles
	Toyota faces a much larger host-market opportunity in the United States.

	Toyota sales relevance
	1.991 million consolidated vehicle sales in Japan, FY2025
	2.703 million consolidated vehicle sales in North America, FY2025; 2.518 million U.S. TMNA sales in 2025
	North America is larger than Japan in Toyota unit terms, so U.S. adaptation is strategically essential.

	Electrification signal
	Policy target for all new passenger vehicles to be electrified by 2035
	TMNA electrified vehicles were 47.0% of 2025 U.S. sales
	Toyota’s hybrid strength is useful in both markets, but the message must avoid implying that hybrids alone solve the transition.



Source: World Bank (n.d.-a, n.d.-b), Ministry of Economy, Trade and Industry (2024), National Automobile Dealers Association (2025), Nippon.com (2026), Toyota Motor Corporation (2025a), and Toyota Motor North America (2026).
Both countries are stable, politically and legally, although they exert different pressure on Toyota. In Japan, the promotion of electrification is based on both hybrid and fuel-cell routes, whereas the 2024 U.S. emissions rule increased pressure on performance and environmental claims (Ministry of Economy, Trade and Industry, 2024; U.S. Environmental Protection Agency, 2024). 
The United States is a far greater opportunity, but not necessarily easier, economically. Increased national income and greater demand on vehicles favor Toyota size, but interest rates, cost of financing and the price competition influence consumer analysis of affordability. Japan is more demographically challenged and smaller; however, Toyota enjoys familiarity, trust infrastructure and domestic service infrastructure. This makes it a significant trade-off: the U.S. market promises higher growth prospects, whereas Japan provides a better embeddedness and brand legitimacy.
Japanese culture also poses the socioeconomic challenges of an urbanized and aging population in Japan demanding a smaller, easier to drive and use vehicle. In the United States mobility is further correlated with distance, family size, leisure and lifestyle identity. Marketing of Toyota cannot just communicate the idea of reliability the same way. 
The multi-pathway strategy of Toyota is both its strength and strategic risk as far as technologies are concerned. It provides Toyota with flexibility in areas of charging infrastructure, consumer readiness and policy incentives. This warning is supported by recent studies on EV adoption, as the acceptance of consumers is determined by the availability of charging facilities, range consideration, purchasing cost, charging time and policy subsidies, rather than factoring in environmental curiosity (Pamidimukkala et al., 2024). 
Environmental factors reinforce this tension. Toyota’s carbon-neutrality goals, and North-American environmental reporting will help the brand take sustainability-in-carbon claims, but automotive marketing is now viewed through the prism of achievable emissions results, rather than car sales pledges (Toyota Motor North America, 2025). The ethical threat is that in broad terms like electrified companies can seem to be equal even when a difference exists. According to greenwashing studies, the environmental statements at a product level turn problematic in cases when they are ambiguous, inadequately supported or unrelated to the actual environmental performance (de Freitas Netto et al., 2020). A more recent concept analysis supplements this finding by stating that greenwashing entails an environmental performance statement applied in the marketing mix that is non-provable and provides competitive advantage (Spaniol et al., 2024). An effective environmental marketing strategy must thus be more focused on the offering capabilities (and limitations) of each technology.
[image: ]
Figure 2: Toyota consolidated vehicle sales by region, FY2025
Source: Author’s chart based on Toyota Motor Corporation (2025a), vehicle sales in thousands of units. Other regions combine Central and South America, Oceania, Africa, Middle East and other markets.
Figure 2 indicates why the United States cannot be considered secondary. The U.S. market serves as a strategic determiner as the regional figure of North America topped that of Japan at the FY2025 surge of Toyota in consolidated vehicle sales (Toyota Motor Corporation, 2025a). However, scale also is a risk factor since the litigation, media publicity, dealer expectations and regulatory scrutiny are very visible.
[bookmark: _Toc233937252][bookmark: _Toc234063785]4.2 Cultural Comparison Using Hofstede
The framework created by Hofstede can be used to understand why the value proposition created by Toyota spread all over the world yet requires emphasis. Its usefulness in this regard is diagnostic: it points out the fact that the same brand promise might require alternative language, evidence processes, and service processes in Japan and in the United States (Hofstede, Hofstede and Minkov, 2010).
Table 2: Hofstede cultural dimensions for Japan and the United States
	Dimension
	Japan score
	United States score
	Critical implication for Toyota

	Power distance
	54
	40
	Japan may accept expert-led and institutionally trusted brand messaging; U.S. communication should feel more direct, customer-empowering and less hierarchical.

	Individualism
	46
	91
	Japanese marketing can emphasise harmony, trust and social fit; U.S. marketing should stress individual choice, lifestyle and personal benefit.

	Motivation toward achievement and success
	95
	62
	Both markets value performance, but Japan’s high score supports precision, reliability and craftsmanship, while U.S. messaging can link performance to freedom and utility.

	Uncertainty avoidance
	92
	46
	Japan needs detailed reliability, safety and service assurance; U.S. consumers may accept novelty if affordability and practicality are clear.

	Long-term orientation
	88
	26
	Japan aligns with long-term ownership, durability and future social value; U.S. marketing needs clearer short-term value, incentives and immediate benefits.

	Indulgence
	42
	68
	The United States is more receptive to lifestyle, enjoyment and self-expression; Japan requires more restrained and socially legitimate positioning.



Source: The Culture Factor Group (n.d.) and Hofstede, Hofstede and Minkov (2010).
The cultural difference helps in the presentation of the argument that the Toyota strategy is not merely product-led. In Japan, the greater uncertainty avoidance and high long-term orientation favour a guarantee that is based on durability, risk mitigation and reliable engineering work. Due to very high individualism in the United States, Toyota needs to relate reliability to personal choice, family mobility and flexibility of lifestyle. It implies that the main value of Toyota will not decrease, yet the culture evidence needs to be altered. 
Culture is not to be overrated though. Operational adaptation is also a key to the success of Toyota in the U.S.: dealer coverage, local production, financing, model mix and after-sales service. Hofstede only comes in handy where cultural insight is translated into products, prices, communication and service systems that customers get to experience.
[bookmark: _Toc233937253][bookmark: _Toc234063786]5. Comparative STP Analysis
Segmentation, targeting and positioning are the key areas since they are the ones that will convert the country differences into customer preferences. Toyota will not be able to reach every consumer with the same message and particularly in a category where the choice to purchase a product is highly financial in nature, in regards to safety and long-term ownership interest. Table 3 is a comparison between STP logic in Japan and the United States by Toyota.
Table 3: Comparative STP analysis of Toyota in Japan and the United States
	STP element
	Japan
	United States
	Critical interpretation

	Segmentation
	Urban families, older drivers, commuters, eco-conscious hybrid users, fleet and mobility service users, customers seeking compact practicality and low running cost.
	Families, commuters, SUV and truck users, value-focused buyers, hybrid adopters, small business and lifestyle users, Lexus premium customers.
	Segmentation reflects different mobility problems, not just different demographics. Japan is shaped by density, ageing and everyday practicality; the United States is shaped by distance, lifestyle and larger vehicle use. This means Toyota must adapt the evidence of value while protecting the same reliability promise.

	Targeting
	Broad domestic coverage through reliable vehicles, hybrids, compact models, safety technology and long-term service relationships.
	Mass-market and upper-mass customers seeking dependable cars, SUVs, trucks and hybrids, supported by financing and dealer accessibility.
	Toyota targets risk-averse mainstream customers in both markets, but the risk being reduced differs. In Japan it is functional and social risk; in the United States it is financial, family and lifestyle risk. The broad target is powerful but may become diluted in the electrification transition.

	Positioning
	Trusted national mobility company associated with quality, responsibility, technical refinement and long-term social contribution.
	Reliable, affordable and practical mobility brand offering durable vehicles and a wide range of electrified choices.
	The core brand is consistent, but the proof differs: social trust and precision in Japan; lifestyle utility and ownership value in the United States.



Source: Author’s analysis based on Kotler, Keller and Chernev (2022), Toyota Motor Corporation (2025a), Toyota Motor North America (2026), and The Culture Factor Group (n.d.).
The semi-global strategy is demonstrated in the STP comparison. Toyota standardises the core idea of reliability mobility, however, tailors target markets and proof points. The domestic trust, and daily practicality and continuity of technology anchor Japan, and the United States needs Toyota as protector of values and reliability, meeting in SUVs, trucks, hybrids and Lexus. Toyota is thus under selective standardization of what has to stay constant and a customization of what the customers use to determine worthiness.
The threat is that Toyota targets too broadly, which can become overly broad when electrification gains momentum. A brand that attempts to address the concerns of hybrid customers, appeal to BEV customers, save internal combustion customers and encourage fuel-cell experimentation might look like a strategy that includes all groups; however, it might look like not at all. This is the greatest vulnerability in the present STP logic used by Toyota: breadth safeguards short-term quantity, yet can diminish differentiation when customers are not able to comprehend what technology fits ideal what need.
[bookmark: _Toc233937254][bookmark: _Toc234063787]6. Comparative International Marketing Mix: 7Ps
The 7Ps model extends of the conventional marketing mix that incorporates people, process and physical evidence that are relevant to services and high-involvement purchases (Booms and Bitner, 1981). These additional Ps are significant to Toyota since, next to advertising, the dealership, test drive, financing process, recall communication and service experience determine consumer trust. A comparative analysis is given in Table 4.
Table 4: Comparative 7Ps analysis of Toyota in Japan and the United States
	7P
	Japan
	United States
	Critical reasoning

	Product
	Compact cars, hybrids, minivans, safety technologies, local nameplates and mobility services suited to dense urban and ageing society conditions.
	Sedans, SUVs, trucks, hybrids, plug-in hybrids, Lexus and larger family or lifestyle models such as RAV4, Tacoma, Highlander and Camry.
	Product adaptation is essential. Toyota’s early U.S. Crown problem shows that home-market product credibility does not automatically transfer. The product must fit road conditions, consumer expectations and price-value perceptions.

	Price
	Value is linked to long-term ownership, fuel economy, reliability and service. Price sensitivity is shaped by stagnant growth and practical replacement demand.
	Price is linked to affordability, monthly finance, incentives, resale value and trim upgrades. Toyota highlights accessible options under US$30,000.
	Pricing is not only list price. In the U.S., financing and perceived total ownership cost are central parts of the value proposition.

	Place
	Dense domestic dealer and service coverage, supported by Toyota’s historic presence and strong national familiarity.
	More than 1,800 dealerships in North America and local manufacturing, design and assembly capability.
	Distribution has strategic value because trust in a high-cost product is reinforced through local availability, parts, service and test-drive access.

	Promotion
	Emphasis on trust, quality, environmental responsibility, safety and contribution to society.
	Emphasis on choice, affordability, family, lifestyle, hybrid availability, reliability and model-specific utility.
	Promotion reflects culture. U.S. customers respond to individual benefit and lifestyle, while Japan requires more restrained proof of long-term value.

	People
	Dealer staff and service personnel act as trust-builders in a high uncertainty-avoidance market.
	Dealer personnel, finance teams and service advisers shape the buying experience across a geographically dispersed market.
	People are part of ethics as well as service. Poor safety communication can damage trust even when the product portfolio is strong.

	Process
	Process needs to minimise uncertainty through clear explanation, predictable service and careful after-sales support.
	Process needs to reduce purchase friction through digital research, financing, test drives, trade-ins and recall responsiveness.
	Toyota must treat process as a competitive differentiator. In the United States, complicated purchase processes can weaken brand trust.

	Physical evidence
	Showrooms, service centres, product demonstrations and visible engineering quality reinforce Toyota’s domestic legitimacy.
	Dealership scale, service facilities, online configurators, battery plant investment and local production reinforce commitment to the market.
	Physical evidence supports localisation. U.S. investment and manufacturing reduce the perception of Toyota as only an importer.



Source: Author’s analysis based on Booms and Bitner (1981), Toyota USA Newsroom (n.d.), Toyota Motor North America (2026), and Toyota Motor North America (2025).
The greatest understanding of the 7Ps is that the Toyota competitive edge with regard to marketing is systemic. It is the relationship of trustful merchandise, reachable price tags, availability of dealers, supplying services and trained individuals as well as reliable tangible signs. Such a trust system may not be easily replicated but it also implies that a single aspect that is not as solid as clear safety communication or environmental messaging prominently, minimizes the promise that the larger entity reflects. 
The most evident one is product strategy. Social and pragmatic fit is tightly connected with compact and efficient mobility in Japan. In the US, Toyota will be forced to play bigger, more lifestyle-based categories and yet have to contend with reliability. This will demonstrate that there is no cosmetic product adaptation. It is a strategic requirement. The early case of the Toyota Crown in the U.S. showed just how expensive it can be to assume that success in one country can be replicated in another without making it fit enough to more closely resemble conditions in that country and match its or their own values (Toyota USA Newsroom, n.d.).
Promotion also requires careful interpretation. The U.S. focus on affordability, choice and electrified options is currently a commercially strong strategy of Toyota, which may, however, be ethically weak in terms of confusing hybrids, plug-in hybrids and battery-electric vehicles. Japan sees Toyota being able to trust more on domestic trust and engineering credibility, but this poses as a risk of complacency. Promotion in either country cannot just be a matter of persuasion. It will have to explain what the actual benefits, restrictions and trade-offs of the technologies of Toyota are.
[bookmark: _Toc233937255][bookmark: _Toc234063788]7. Market Entry Strategy in the United States
The entry strategy of Toyota in the U.S. depicts the aspect of learning failure and not an easy success tale. Toyota Motor Sales, U.S.A. was established in Hollywood in 1957, and sales began in 1958 with 288 vehicles (Toyota USA Newsroom, n.d.). The weak and expensive Toyopet Crown demonstrated the inability of global entry based on the popularity of the home market. It entails product-customer expectations, infrastructure and competition fit.
The subsequent strategy by Toyota shifted its export-led entry to greater embeddedness. The company invented domestic distribution, customized products to fit American roads and consumer demands, created manufacturing connections and created dealer/service presence. This change brought a reduction in the distance between Toyota and the U.S customers. The shift to local embeddedness presents a good strategic direction of market entry in that exporting is not a one-time mode decision. A learning process involves becoming increasingly committed when the firm knows how to decrease uncertainty and enhance legitimacy.
More importantly, the U.S. launch of Toyota also demonstrates that to adapt does not necessarily have to drop the world brand. Toyota never turned into an American. It was transformed into the Japanese-origin brand that understood how to make its pledge of quality connections in the United States. Such differentiation is important since effective international marketing does not entail imitating the cultures. It is disciplined translation of brand value into local evidence.
The risk at present is that electrification may necessitate a new market learning. The hybrid nature of Toyota is perfectly suited to the needs of many U.S. consumers who need not have a massive fuel-consumption or complete reliance on charging. But should charging infrastructure become a better, and BEV hopes increase more rapidly than the Toyota communication, there is a risk that the company will experience a redoing of the entry issue: technically able product portfolio that is not articulated in the manner the market expects. Because price, charging time, charging availability and range constraints are the most common barriers to EV adoption, Toyota, in turn, has to focus on investing in technology, as well as more efficient strategic communications that will connect each technology with a particular use case by customers (Pamidimukkala et al., 2024).
[bookmark: _Toc233937256][bookmark: _Toc234063789]8. Ethical Evaluation: Safety Communication and the U.S. Marketing Mix
The ethical issue selected for evaluation is Toyota’s U.S. unintended acceleration crisis because it directly relates to the product, promotion, people and process elements of the marketing mix. The strategic significance of the problem is that Toyota has made its company identity based on safety and reliability. 
The moral value does not depend on whether a defect exists. Defects may occur in complex products of big manufacturers. The greater ethical question is how the company is sharing information about risk and at what speed it responds and whether its external comments enable consumers to make decisions. The case by the U.S. Department of Justice is thus hazardous not just due to the financial fine, but owing to the fact that it purported false safety statements at a time of day where consumers required essentials (U.S. Department of Justice, 2014). 
The reasons the 7Ps are also helpful are also evident in this case. The element of product safety defects also falls in the product component whereas ethical failure is also related with promotion and process. When the risk reduction in communication is directed to the masses this implies that promotion is ethically questionable. Process takes on part of the harm, in case the internal escalation or recall processes are slow. When dealer staffs are unable to make the issue understandable, individuals are members of the trust failure. This implies that there is no way that one can make an ethical judgement independent of the marketing mix. 
Sustainability communication has an ethical parallel. The multi-pathways adopted by Toyota can be justified as there is reality of difference in infrastructure and readiness of consumers. But it is susceptible to the extent that marketing would position all electrified technologies as being equal. Toyota needs to clarify to the customer whether he or she is purchasing a hybrid, plug-in hybrid, battery-electric or fuel-cell car, and what this implies in terms of emissions, charging and use. To decrease the risk of greenwashing, each environmental statement must be a specific, evidence-based and connected to the real product-technology advertised (de Freitas Netto et al., 2020; Spaniol et al., 2024).
[bookmark: _Toc233937257][bookmark: _Toc234063790]9. Recommendations
The following recommendations are based on the preceding PESTEL, Hofstede, STP, 7Ps, entry strategy and ethical evaluation. They are intended to be practical rather than generic.
Table 5: Evidence-based recommendations for Toyota’s international marketing strategy
	Recommendation
	Japan application
	United States application
	Reasoning

	Clarify electrification segmentation
	Create three use-case messages for 2026-2028: HEV for immediate fuel saving, PHEV for mixed commuting and BEV/fuel-cell for urban, fleet and infrastructure-ready users.
	Separate HEV, PHEV and BEV campaigns by charging access, mileage pattern and total cost of ownership; publish a simple model selector for dealers and online users.
	This reduces strategic ambiguity and improves consumer understanding. Track results through model-selector completion, dealer lead conversion and customer recall of HEV/PHEV/BEV differences.

	Strengthen evidence-led sustainability communication
	Publish claim-level evidence for fuel economy, life-cycle emissions and infrastructure suitability on product pages and brochures.
	Use evidence notes for all “electrified” and low-emission claims; make hybrid, plug-in and BEV emissions boundaries clear in ads and configurators.
	This reduces greenwashing risk and aligns promotion with ethical responsibility. Use quarterly claim audits and customer comprehension checks.

	Localise portfolio without fragmenting the brand
	Prioritise compactness, safety, accessibility and elder-friendly features.
	Prioritise SUVs, trucks, hybrids and value-focused family mobility while expanding BEV readiness.
	Toyota should keep quality as the global core but localise product proof.

	Make safety transparency part of brand positioning
	Use service networks and dealer trust to communicate recall and safety improvements proactively, with plain-language customer notices.
	Develop highly visible recall dashboards, standard dealer scripts and 48-hour customer-update protocols after major safety incidents.
	This addresses the ethical lessons of the U.S. unintended acceleration crisis. KPIs should include recall completion rate, average customer notification time and dealer script compliance.

	Build future mobility ecosystems
	Connect vehicles with mobility services, urban partnerships and ageing-society mobility solutions.
	Link local battery production, charging partnerships and dealer education to future BEV adoption.
	Competitive advantage will depend on ecosystems, not only vehicle models.



Source: Author’s recommendations based on analysis of Toyota Motor Corporation (2025a), Toyota Motor North America (2026), Ministry of Economy, Trade and Industry (2024), U.S. Environmental Protection Agency (2024), International Energy Agency (2025), U.S. Department of Justice (2014), Pamidimukkala et al. (2024), and de Freitas Netto et al. (2020).
More urgent is more evident electrification segmentation. Toyota’s current strength is that it can offer multiple technologies. Its weakness is that customers might be not aware of the strategic distinction of those technologies. Toyota must then deploy three-level message system to 2026-2028: hybrid immediate fuel efficiency and low infrastructure-dependence, plug-in hybrid mixed-commuting, and BEV customers with access to charging facilities and stronger values on zero-tailpipe-emission. This needs to be quantified online model- selector completion, dealer lead conversion and customer knowledge about HEV, PHEV and BEV differences. This would make the technology depth customer transparent. 
The second suggestion is to consider the communication of safety as a marketing strategy and not compliance only. The U.S. ethical problem that Toyota faces demonstrates that brand trust may be antagonized in case of defensive or incomplete communication. The safety communication in the future must be quick, simple, evidence-based, and dealer-supported. Toyota ought to establish a goal of enabling customers to receive a 48-hour initial communication of key safety issues to them, it should have a public recall dashboard of completion by model and standardized both dealer scripts to discuss recalls. This is not just morally the best thing to do; it is safeguarding the brand since the positioning of Toyota is built on trust rather than novelty. The third is to retain brand core and varying the proof. Toyota must not give up its promise of quality, durability and reliability in the worldwide market. But in Japan, that assurance must be backed by household faith, tightness in movement and durability whereas in the United States, it must be backed by family worth, dealer support, safety indication and electrified decision. 
[bookmark: _Toc233937258][bookmark: _Toc234063791]10. Conclusion
The Toyota Japan and United States strategies demonstrate that effective international marketing is both not completely standardised and not completely localised. This report thus dismisses the mere descriptive analysis of Toyota as a successful car company worldwide. Its winning is in the constant adaptation of the brand consistency and the market fit. It is also indicated in the analysis that selling more vehicles is not the only future challenge facing Toyota. The U.S. unintended acceleration case illustrates that the principle of trust positioning places excessive pressure of transparency. The transition to electrification presents a second weight, Toyota has to justify a decision in terms of technology, but not leave the feeling that the brand refuses to take a more definite stance on the environment. The best path to go is then disciplined adaptation which is backed up by clear evidence.

[bookmark: _Toc233937259]

[bookmark: _Toc234063792]11. Reflective Account Using Gibbs’ Reflective Cycle
The reflective cycle by Gibbs is applied to this section since it enables the research process to be assessed at a number of steps: description, feelings, evaluation, analysis, conclusion and action plan (Gibbs, 1988). The reflection focuses on how the report was researched, analysed and prepared, rather than repeating the findings.
Description
The assignment involved a comparative international marketing report of a single brand between two countries. I have chosen Toyota, Japan and the United States as it provides sufficient evidence related to all the needed sections of the task: PESTEL, Hofstede, STP, 7Ps, entry strategy, ethical analysis and recommendations. The assignment requirements initiated the research process and were followed by the official sources of corporate data, international sources and scholarly literature in marketing. The sources that I used are Toyota financial summary, Toyota motor North America sales data, world bank country indicators, Hofstede cultural data, regulatory sources and literature on international marketing strategy. The objective was to not come up with a descriptive brand image, but rather a critical comparative data backed profile.
Feelings
The scope of the task was the biggest problem at first. Toyota is an old company with very many products and therefore there was a danger that the report would be too general. Initially I was of the opinion that most of the details were pertinent and in particular; product models, sustainability strategy, U.S sales, Japanese market conditions and the recall crisis. I realised though that it would be imprudent to incorporate all the details in the analysis. To complete the assignment, comparison and critical judgement were needed, so I had to choose evidence which described strategic differences and not just demonstrated that Toyota is successful.
Evaluation
The most effective aspect of the process was the utilization of credible data. The World Bank and the regulative sources facilitated the country comparison by providing Toyota with sales and strategy reports. The process however demonstrated also evidence is not necessarily analytical. A sales amount could represent the market size or as a critical question, whether the strategic risk is greater in North America due to size.
 Analysis
The research process revealed that the critical analysis is based on comparison, contradiction and evidence. For example, Toyota’s hybrid strength appears positive when viewed through customer affordability and infrastructure readiness, but it becomes more complex when viewed through environmental expectations and BEV competition. This led me to understand that a high-quality report must not impose evidence in just one way or another to judgement, whether positive or negative. It is supposed to demonstrate in what situations a strategy will be effective and in which situations it will be risky. The awareness of the quality of sources also increased on my part. Company reports, however, although useful, are not impartial since they highlight the story that the company wants to tell. As such, I had balanced sources of Toyota and government, industry, and academic sources. The sources in the Department of Justice and Department of Transportation turned out to be particularly useful, since they established a kind of a balance to corporate self-presentation and provided the ethical assessment with a more critical tone.
 Conclusion
Substantial lessons of the process are that a sound international marketing report should describe strategic fit. It is not sufficient to declare that Toyota employs various products or ads in Japan and the United States. The report should provide reasons as to why there are said differences, whether such differences are reasonable and what risks still exist and how the company is supposed to act. This altered the work from descriptive to evaluation.
 Action Plan
A more focused evidence map would have helped me to exclude unimportant information and focus on essential evidence in the future reports. I would also prepare recommendations sooner, since they have to be evolved on the basis of the analysis and do not emerge at the end. Finally, I would test each section with three questions: what does this evidence prove, what does it not prove and what judgement follows?
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[bookmark: _Toc234063794]Appendix A: Source and Data Notes
The report has figures and tables that are based on the publicly available information of the official company, government, intergovernmental and industry sources. Where the report includes analytical tables, the table content is the author’s interpretation based on the cited sources. Toyota regional sales figures are taken from Toyota’s FY2025 Financial Summary and are presented in thousands of units. GDP and population estimates for 2024 are obtained from the World Bank country pages. Toyota Motor North America and the National Automobile Dealers Association are used as sources for U.S. 2025 sales. Japan 2025 motor-market data are borrowed or provided by Nippon.com which publishes industry sources of sales. Hofstede scores are borrowed off of The Culture Factor country comparison tool.
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