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[bookmark: _Toc236778320]1. Introduction
Toyota is the world's largest carmaker, producing 10 million vehicles annually and selling in 200 countries and regions (Toyota, 2026). Toyota's global market entry strategy and marketing mix adjustment in the US, a competitive developed market, and Brazil, home to its first foreign production facility, are examined in this article.
The report evaluates Toyota’s international marketing strategies in the United States and Brazil using PESTEL, Hofstede’s cultural dimensions, STP, the 7Ps marketing mix, Uppsala internationalisation model and ethical marketing analysis. Based on these findings, strategic recommendations are proposed to improve Toyota’s competitiveness and sustainability in both markets. The report also provides a reflective account of the research and analysis process using Gibbs’ Reflective Cycle.
[bookmark: _Toc236778321]2. Company Background
Who first created the company?
Son of inventor and businessman Sakichi Toyoda, Kiichiro created Toyota. Kiichiro opened a vehicle shop under his father's Toyota Automatic Loom Works in 1933 and formed an independent automobile firm (Britannica, 2026).
Mission statement
“Producing Happiness for All.” As a mobility company, Toyota sees its mission as to solve mobility issues for all people through production, not just by selling cars (Uchida, 2024).
Vision statement
“Creating Mobility for All.” The vision outlines Toyota's vision of how it intends to make the safest and most responsible method of transportation the foundation of the future mobility society (Toyota Motor Corporation, 2026).
When did Toyota enter the host countries?
United States: Toyota's North American business began on October 31, 1957, when Toyota Motor Sales, U.S.A., Inc. was formed in Hollywood, California (Toyota USA Newsroom, 2026).
Brazil: Toyota's Brazilian unit (Toyota do Brasil) was founded in the late 1950s, and in 1958, the company constructed its first manufacturing plant outside Japan, in Brazil, in the city of São Bernardo do Campo, where vehicle production began in 1962 (Toyota Motor Corporation, 2026).


[bookmark: _Toc236778322]Section 1:
[bookmark: _Toc236778323]a. Comparative Macro-Environmental Analysis
The macro-environment determines the boundaries of market profitability, regulatory compliance, and consumer demand (Alqarni, 2022).
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Figure 1. The six factors of the PESTLE framework applied to Toyota's macro-environment (Xu, 2023)
Political Forces
Toyota can establish multibillion-dollar factories in Texas, Kentucky, and North Carolina because the U.S. is democratic and stable. Political changes directly impact automobile policy: The federal government recently provided $7,500 tax incentives for qualifying electric car buyers, increasing demand for electrified powertrains (Anfavea, 2026).
Toyota has traditionally balanced intense lobbying with localisation to avoid trade issues and import levies in the U.S. When voluntary export restraints were replaced by the New United Motor Manufacturing, Inc. joint venture with General Motors in the 1980s, the Japanese carmaker learned how to handle American labour and gain domestic legitimacy (Bennett, 2026). Favourable: Stable institutions, government support for electrification and established automotive policies support Toyota’s long-term investment.
Brazil's political scene is more volatile, with policy changes and sovereign risk premiums. Despite these challenges, the Brazilian government has supported local green mobility. Carmakers may construct local green vehicle manufacturing centers with more than $4.8 billion in research and development tax incentives from the national Green Mobility and Innovation Program (MOVER) until 2028 (Athayde and Coutinho, 2023). Moderately favourable: Government incentives such as MOVER support local green-vehicle investmen.
Toyota receives governmental backing as a safety net and to meet the host government's energy security and carbon reduction goals. Toyota has a significant political interest in deep localisation in São Paulo due to MOVER legislation encouraging car makers to establish local supply chains, battery plants, and software (ABGi, 2024).
Economic Forces
Toyota sells almost 2.5 million automobiles annually in the US, a sophisticated and wealthy market. Auto loan rates rose to 7.5% in 2025–2026 due to near 5% terminal rates, squeezing consumer affordability (Bhattacheryay, 2021).
In Brazil, a vital rising country, real interest rates are high and credit is scarce. The automobile association (Anfavea) forecasts 2026 vehicle sales to reach their highest level since 2014, with slightly over 3 million units. For Toyota's Latin American activities, Brazil was worth around 1.03 trillion Yen in fiscal 2025 (EWG, 2021).
Brazil's automotive market is polarised by income. Toyota must utilise two pricing models: a robust and inexpensive small automobile for high-volume markets and a powerful high-dollar model like the Corolla and Hilux for the affluent rural and urban elite (Alqarni, 2022).
Social Forces
The social landscape of the United States has changed considerably in recent years, especially in the wake of the pandemic's stabilized remote and hybrid workplace. As a result of this cultural change, the annual vehicle miles travelled for professional workers have been reduced by 7% to 12%, which has impacted the vehicle wear and tear cycles, and therefore the replacement intervals (Beugelsdijk and Welzel, 2018). In turn, American consumers expect high levels of comfort, active safety and advanced connectivity, with their car being an extension of their connected digital lifestyle.
Social issues are closely linked to the historical inclusion of bioethanol in Brazil. Brazilian consumers have been buying flexible fuel vehicles, which can run on both gasoline and sugarcane-based ethanol or a blend of both, since the early 2000s (Chen, 2023). Fuel selection is determined by quick ratios of prices at the pump and a keen sense of national pride in helping local agriculture, the backbone of the nation's economy and the employer of millions (CORPORATION, 2018).
[bookmark: _Toc236778324]Hofstede Model
[bookmark: _Toc236778325]Cultural Comparison
Culture is the collective programming of the mind that distinguishes one group of people from another. To communicate, position, and sell its products effectively, Toyota must evaluate the distinct cultural profiles of the United States and Brazil.
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Figure 2: Cultural Comparison (Hofstede Model) (The Culture Factor Group, 2026)
Power Distance Index (PDI)
Brazil has a high score on power distance (69). This means that the society is comfortable with hierarchy and inequality. High-PDI societies value symbols of status as a visible indication of social status.
The United States is a low to moderate power distance culture, with emphasis on egalitarianism, and flat power structures. Subordinates want to be consulted, and consumers are not so affected by overt displays of authority (Kane, 2026).
Individualism
Brazil is a collectivist society with a score of 36: People are born into cohesive groups of people, particularly the extended family of uncles, aunts, grandparents and cousins who will protect their members for their loyalty.
The score of 60 means that the US is an individualistic culture. The society is loosely knit in which the expectation is that people look after themselves and should not rely (too much) on authorities for support. High amount of geographical mobility in the U.S. as well (Matus, 2021).
Motivation towards achievement and success
Brazil is in the middle, at 49, with neither a clear preference nor an aversion to either of these dispositions.
The US scores high on Motivation for Achievement and Success (62) - an achievement-oriented culture - as its typical American behavioural patterns show.
Uncertainty Avoidance Index (UAI)
The cultural differences between the two countries are most pronounced in the area of Uncertainty Avoidance. Brazil has an unusually high score on this index 76 which indicates a preference for avoiding ambiguity, uncertainty, and unstructured situations (Marceli Adriane Schvartz et al., 2024).
The United States (46) is much more tolerant of ambiguity and ready to take calculated risks. In contrast, American consumers are much more comfortable with the adoption of disruptive technologies, including those in early stages of an EV's development like battery electric vehicles and more advanced autonomous driving functionality, without requiring decades of historical proof (Nikbin et al., 2021).
Long-Term Orientation (LTO)
Brazil is at age 28 with a normative culture. People are concerned with establishing absolute truths and show great respect for tradition reinforced by the central place of faith and family.
The USA numbers 50 on this dimension, signifying there is no overpowering preference. Americans, on the other hand, tend to overthink new information and see if it's true.
Indulgence
The United States (68) and Brazil (59) also have high scores on Indulgence, indicating that both countries are societies that put a strong emphasis on personal freedom, leisure and the pleasures of life. In both markets, consumers are willing to engage in promotional tactics that encourage them to perceive owning a car as a way to have fun, to be free, and to release emotion (Torelli and Rodas, 2024).
Advantages of the Hofstede Model
The Hofstede model's advantage is that it allows for the abstraction of highly complex cultural phenomena and simplifies them into a set of numbers that are standardized and quantifiable. This enables the international marketing manager to systematically compare several host countries, and develop hypotheses for strategic adaptation (TOYOTA MOTOR CORPORATION, 2024). The model has been used in thousands of peer-reviewed studies over the last four decades, and has a large and readily available global database.
Disadvantages of the Hofstede Model
One drawback of the model is that country-level cultural averages may be misapplied when predicting the behavior of individual persons. There are a lot of differences in personality, regional subcultures and individual values within any national culture.
The model has been criticised by scholars like McSweeney and Williamson for their belief in a homogenous cultural definition of political national borders (Vieira do Nascimento, 2014).
Technological Forces
Toyota's over-the-air software update system, predictive maintenance algorithms, and autonomous aerial transportation alliance collaborations are tested in the US. Given the US's advanced digital infrastructure, linked vehicle products and services might make up 17% of Toyota's automotive gross earnings (2025 FY) and be monetised (International Trade, 2025).
Brazil's technological concentration is on internal combustion engines and indigenous green fuel options. This innovation allows Toyota to reduce carbon emissions by developing the technology locally and avoiding the massive capital investment needed to build an ultra-fast charging infrastructure nationwide.
Environmental Forces
The U.S. environmental macro-environment demands tailpipe emissions cuts and business sustainability reporting. Toyota's massive supply chain, which includes 40,000 suppliers, will cut emissions by 25% by 2030 through a broad carbon reporting and reporting agreement (Greene, 2024).
The idea of utilising sugarcane ethanol to mitigate carbon is another major part of Brazil's environmental program. Hybrid vehicles with pure sugarcane-based ethanol fuel have lifecycle emissions of 77.5g CO2 eq/km, which is competitive with pure battery electric vehicles utilising fossil fuel grids (Hollensen, 2024).
Legal Forces
Legally, if any, Toyota is highly regulated by the National Highway Traffic Safety Administration and the Environmental Protection Agency in the United States. History of safety and emission litigation shows that compliance failures can lead to significant financial fines, damage to brands and required engineering recalls.
Brazil has laws that are protectionist towards domestic manufacturing. Import taxes are still high for completely built units, and strict energy efficiency targets and vehicle structural tests, including side-impact crash performance, are required by safety legislation administered by CONTRAN and Inmetro (İşiner and Kenan Aydın, 2023). For Toyota to benefit from lower tax brackets under the MOVER program, the automaker has to meet local content requirements, which ensure that enough parts of the vehicle are produced in Brazil (Justice.gov, 2021).
Similarities and Differences
Both countries want more carbon reduction, passenger safety, and government involvement in green technology.
	Macro-Environmental Factor
	United States
	Brazil

	Political & Fiscal Support
	Federal tax incentives ($7,500) primarily target battery electric vehicles (BEVs).
	National MOVER program provides $4.8B in tax credits for localized green research.

	Economic Polarization
	Large mass market with structured consumer credit.
	Polarised market; only wealthy agricultural/urban elite can afford premiums given high credit costs.

	Consumer Fuel Preference
	Gasoline/diesel with a progressive switch to electricity.
	Sugarcane-based ethanol (E100) and flexible-fuel combustion systems.

	Regulatory & Safety Oversight
	Rigorous enforcement by NHTSA and EPA; substantial penalties for reporting delays.
	Protected market regulated by CONTRAN/Inmetro; high CBU import tariffs.



[bookmark: _Toc236778326]b. Segmentation, Targeting, and Positioning (STP)
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Figure 3: STP Marketing (Business Research Methodology, 2023)
Segmentation
The market segments in each country are defined by a combination of demographic, geographic, and psychographic variables:
Demographic Segmentation: In the United States, Toyota segments the market primarily by age, income, and family life-stage. The primary target demographic is middle-aged consumers aged 30 to 50 (Hollensen, 2024).
Brazilian demographics are severely polarised by income. Lower-middle-income consumers choose tiny passenger cars for daily commuting, whereas high-income urban and agricultural purchasers can afford luxury passenger cars and powerful utility trucks (Santos et al., 2026).
Geographic Segmentation: Geographic segmentation separates high-density metropolitan centers, suburbs, and rural areas in the US. Rural and agricultural regions demand full-size light trucks like the Tacoma and Tundra, while suburban and metropolitan regions prefer fuel-efficient hybrid sedans, compact crossovers, and family SUVs (Teles, 2026).
Geographic segmentation in Brazil emphasises the contrast between coastal cities like São Paulo and Rio de Janeiro and the agricultural heartland (Center-West region).
Psychographic Segmentation: Psychographic profiles in the US fall into numerous categories:
· Sustainable Pragmatists: People who appreciate sustainability, economy, and dependable commuter travel (hybrid powertrains).
· Outdoor Lifestyle Fans: Adventurers, tough independents, and off-roaders (targeting TRD-off-road versions).
· IT-savvy commuters: Premium in-vehicle software, digital connection, and sophisticated driving assistance systems buyers (Uchida, 2024).
Psychographic segmentation in Brazil emphasises social position, stability, and risk reduction. Due of Japan's economic instability, people view its engineering as reliable and financially secure (Torelli and Rodas, 2024). Toyota may use VALS to determine consumer motives. Toyota's reliability, safety, and fuel efficiency may appeal to Thinkers in the US, while Experiencers may prefer the Tacoma and 4Runner Toyota Motor Corporation, 2026). Premium, technologically advanced vehicles may appeal to achievers. Thinkers and Achievers matter in Brazil because dependability, financial stability, prestige, and long-term value affect vehicle choice.
Targeting
The targeting of the U.S. for Toyota is wide and sweeping, with the goal of dominating a variety of markets on a high-volume basis. The brand plays to middle-class families who have mid-size crossovers and hybrid sedans (Camry, RAV4), affluent eco-conscious customers with dedicated hybrid and electric models (Prius, bZ4X) and rugged lifestyle buyers with dedicated off-road light trucks (Tacoma, Tundra) (Teles, 2026). 
The targeting in Brazil is more targeted with a focus on segments that can afford a premium targeting point. The brand's compact Yaris and Corolla lines are aimed at the urban professionals and small middle-to-upper class families, whilst the very durable locally-manufactured Hilux pickup truck is very much aimed at the affluent agribusiness sector in the agricultural heartlands of the Center-West region of the country (Liu, 2024).
Toyota targets differently in each market. Toyota customises car models, marketing channels, and pricing for multiple consumer categories in the U.S. and Brazil rather than selling a single mass-market product (undifferentiated) or a single niche (concentrated) (Tales, 2026).
Positioning
The positioning is now focusing on technological innovation and the concept of "Mobility for All", reflecting Toyota's strengths in hybrid powertrain technology and its shift towards carbon neutral mobility (Kuraś, 2026).
The brand has a strong legacy of Japanese engineering in order to warrant a price premium over domestic competitors (Alqarni, 2022). As far as environmental positioning is concerned, Toyota has become the leader and champion of local decarbonization, with its “Flex Hybrid” vehicles being the most convenient, patriotic and soon-to-be green option for the Brazilian driver (Allen, 2020).
Process: Customer Complaints Handling
The US: Standards include multichannel digital support, Brand Engagement Centers, worldwide roadside assistance, and NHTSA-compliant safety escalation channels.
Brazil: Mostly through local dealership service desks, personalised relationship manager interaction, and regional consumer protection resolution channels (e.g., PROCON compliance).
Perceptual Map
To visualize consumer perceptions, this map evaluates brand positioning in the United States market based on two key attributes: Price & Exclusivity (Y-axis) and Sportiness vs. Everyday Utility/Practicality (X-axis).
[image: Perceptual Map: Vehicles Effectiveness | Perceptual Map Template]
Figure 4: Perceptual Map: Brand Positioning in the U.S. (Marceli Adriane Schvartz et al., 2024)
Other nations utilise demographic, regional, and psychographic segmentation, and Toyota emphasises reliability, quality, safety, and technology. The US plan emphasises hybrids, EVs, SUVs, and lifestyle cars and is more diverse. Brazil prioritises price, durability, agricultural demand, and flexible-fuel technologies. Thus, Toyota maintains a worldwide brand while tailoring its marketing to local tastes.
[bookmark: _Toc236778327]The 7Ps Marketing Mix Comparative Analysis
The execution of Toyota's STP strategies is achieved by adapting the seven pillars of the marketing mix to the economic and cultural realities of each host country.
[image: The 7Ps Digital Marketing Mix for Pharma]
Figure 5: Ps of The Marketing Mix (Allen, 2020)
Product
Product Depth: United States and Brazil
[image: ]Toyota's US lineup includes huge, high-performance cars for highway driving, towing, and pleasure. This portfolio comprises mid-size and full-size utility vehicles like the Tacoma and Tundra, multi-row SUVs like the Highlander, Grand Highlander, Sequoia, and 4Runner, and high-efficiency passenger platforms like the Camry HEV, RAV4, and bZ4X electric car (Justice.gov, 2021).
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Image: Toyota Highlander and Sequoia (Doell, 2025)
However, Brazil's car catalogue prioritises durability, urban driving, and biofuel compatibility. Yaris hatchback and sedan serve the tiny category, while Corolla sedan serves the mid-size segment (Chen, 2023). Toyota Brazil sells the Corolla Cross, Yaris Cross Popular, and RAV4 Hybrid.
Product Width: Brand Extensions
Product width represents Toyota's strategic expansion into diversified, non-automotive sectors, leveraging its manufacturing expertise to develop new business lines (Anfavea, 2026).
Housing Services (Toyota Housing Corporation): Toyota Housing Corporation, founded in 1975, builds modular, pre-fabricated homes in Japan employing automotive assembly-line production. After building approximately 250,000 homes, the sector expanded into condos, home improvements and customised mortgages (Bhattacheryay, 2021).
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Image: Toyota housing (CORPORATION, 2026)
Toyota Marine Services: With its 1998 "Epic" ski boat line, Toyota entered leisure marine. The division introduced the Ponam-31 luxury SUV in 2014 (Bennett, 2026).
Machines to sew: Toyota's home sewing machine division, founded in 1945 by Kiichiro Toyoda, uses the company's textile technology capabilities.
Price
Prices are competitive, value-driven and backed by a huge number of consumers' financing options in the USA. Toyota applies value pricing, which makes the vehicles easily accessible at the entry price for their high-volume sales models such as the Corolla and RAV4 (Athayde and Coutinho, 2023).
Toyota has an obvious premium pricing policy in Brazil. Cars cost a lot more than purchased in the United States because of heavy cascading industrial taxes and protectionism of local manufacturing (Bennett, 2026).
Toyota's US pricing are affected by manufacturing costs, inflation, interest rates, customer buying power, competition, car demand, and federal/state electric vehicle incentives. Prices in Brazil are more affected by taxes, import charges, local manufacturing costs, exchange-rate changes, financing costs, local-content requirements, and consumer income Toyota Motor Corporation, 2026).
Place
[image: ][image: ]US distribution is considerable, with approximately 1,200 independent, sophisticated dealerships (Beugelsdijk and Welzel, 2018). Advanced regional parts distribution centers and localised production hubs (such as San Antonio for trucks or Kentucky for mid-sized automobiles) speed up supply chain reaction and cut travel times.
Image: Toyota USA and Brazil Showrooms (ABGi, 2024; Nikbin et al., 2021)
Toyota's Brazilian distribution is crucial. Toyota will close its São Bernardo do Campo facility in 2023 and stop manufacture at its Indaiatuba plant by mid-2026. Vehicle assembly will move to a larger industrial complex in Sorocaba, São Paulo.
Promotion
United States Promotional Tactics: High-budget mass-media advertising, targeted internet efforts, and sports sponsorships dominate US promotions. At key events like the Super Bowl, the business airs powerful TV ads and runs targeted digital media campaigns on YouTube, Instagram, and Pinterest (Doell, 2025).
Brazilian Promotional Strategies: Brazilian advertisements stress direct interactions, localised community activities, and industrial alliances. To attract agricultural buyers, Toyota promotes its Hilux utility vehicle lineup at regional trade shows like Agrishow in Ribeirão Preto, São Paulo (CORPORATION, 2026).
[bookmark: _Toc236778328]IMC Campaigns
Integrated Marketing Communications (IMC) is a strategic methodology that amalgamates and synchronises diverse marketing channels and messaging to enhance the efficacy of marketing initiatives (Allen, 2020).
Global Campaign: "Start Your Impossible"
The worldwide "Start Your Impossible" initiative illustrates Toyota's evolution from an automobile producer to a committed mobility service provider.
[image: ]
Image: "Start Your Impossible" Global Campaign (CORPORATION, 2018)
The promotional mix coordinates several elements:
Television Broadcasting: The emotionally moving "Send Off" and "Together Wins," displayed internationally in 60-, 30-, and 15-second ads, emphasised athletic dedication and community support above product features (Alqarni, 2022).
Digital Communication Platforms: The initiative employed focused social media material, engaging online platforms, and narrative techniques tailored to various platforms.
Public Relations and Athlete Representation: Toyota worked with over 200 Olympic and Paralympic athletes, including British double Paralympian champion Jonnie Peacock and Pakistani Olympian Arshad Nadeem, to promote universal mobility and resilience (Arvidsson and Arvidsson, 2020).
Localized Campaign: "Sugarcane Biofuel"
This campaign integrated multiple promotional channels:
Experienced Demonstrations: Toyota displayed its flex-hybrid production models and a biomethane-powered Hilux prototype at the biennial Agrishow in a 1,700-square-meter booth (Athayde and Coutinho, 2023).
Combined marketing and PR: Flex-hybrid cars powered by sugarcane ethanol emit 90% less lifetime carbon than petrol, according to Toyota do Brasil and UNICA research (Bhattacheryay, 2021).
Targeted Media: Localised advertising campaigns like "Hybrids" were run in regional print, agricultural radio, and internet media.
People
The U.S. and Brazil both value "People," yet their implementations differ. Toyota trains its highly professionalised dealer sales staff and service personnel to provide an integrated, friction-free, low-uncertainty, high-individualism customer experience in the U.S (Business Research Methodology, 2023).
In Brazil, collectivism and connection are vital, and customer-relationship staff engagement is crucial to selling. The dealership staff is taught to build trust and long-term relationships with consumers.
Process
Kaizen and "just in time" delivery underpin the Toyota Production System, which controls global production and service. Toyota is investing over $5 billion in advanced manufacturing automation, giga-casting, and AI-enabled quality control to save US vehicle assembly man-hours by 20% to counteract labour price increases on operating margins (Chen, 2023).
The TPS is well built for Brazilian sourcing and delivery. Two production lines one for engines in Porto Feliz and one for batteries in Sorocaba are integrated to boost local content and earn tax incentive parameters from the national government's MOVER program (EWG, 2021).
Physical Evidence
The physical brand imagery in the USA is well translated into sleek, digitally enabled dealership showrooms that contain interactive vehicle configurators, comfy customer lounges and a very clear service bay (Hollensen, 2024).
In Brazil, Toyota dealerships are built to create a high class, premium atmosphere and confirm the status of high PDI buyers. The “Flex Hybrid” Powertrain is prominently displayed at the dealerships, and physical awards for environmental sustainability are prominently displayed.
[image: ]
[bookmark: _Toc236778329]c. Analysis of Market Entry Methods
[bookmark: _Toc236778330]The Uppsala Internationalization Model
The Uppsala internationalization model (Johanson and Vahlne) suggests that the internationalization of firms is a slow and incremental process.
[image: Uppsala Model of Internationalisation - Research-Methodology]
Figure 5: Uppsala Model of Internationalisation (Arvidsson and Arvidsson, 2020)
The static state aspects relate to the dynamic change aspects in a recursive loop. Market knowledge is important, especially practical knowledge gained from conducting business abroad. As a company continues to conduct business, it brings in new local information; this information systematically lowers uncertainty, and then leads to additional investment decisions with more risk (Arvidsson and Arvidsson, 2020).
Stage 1: Irregular Export: Toyota began low-risk, intermittent exports of fully engineered Land Cruisers to South America in the early 1950s to see how tough its cars are on the local road surfaces (Vieira do Nascimento, 2014).
Stage 2: Export via Independent Intermediaries: Once demands had evened out, Toyota decided to formalize their distribution by joining independent Brazilian agents and import houses via their local distribution network, gaining a basic market presence.
Stage 3: Establishment of Sales Subsidiaries: With important empirical understanding of the local business environment, Toyota set up a 100% subsidiary, "Toyota do Brasil Ltda", in January 1958, to handle marketing and after-sales service (TOYOTA MOTOR CORPORATION, 2026).
Stage 4: Local Production (Foreign Direct Investment): Toyota made its final resource pledge, realising the enormous long-term potential in Brazil and the necessity to circumvent the highly protectionist import tariffs. Toyota started building its first overseas factory outside Japan in 1958 in São Bernardo do Campo, São Paulo, and full production of the "Bandeirante" (localized Land Cruiser) began in 1962 (Torelli and Rodas, 2024). This is a brave step which changed Toyota from an exotic importer to a deeply settled Japanese manufacturer.
[bookmark: _Toc236778331]Critique of Foreign Direct Investment (FDI) in Brazil
By establishing local manufacturing facilities in São Paulo, Toyota executed a high-control, high-risk Foreign Direct Investment strategy.
Advantages of FDI
Circumvention of Trade Barriers: For domestic industry protection, Brazil has maintained high import tariffs on fully built vehicles. To minimise import charges and maintain a competitive price, Toyota assembles its automobiles locally (Teles, 2026).
Access to Regional Trade Blocs: Toyota may ship Sorocaba-made cars to Argentina without tariffs because it manufactures in Brazil.
Alignment with Government Incentives: Toyota receives billions in national tax credits and investment incentives under MOVER by localising production.
Disadvantages of FDI
Massive Capital Expenditure Risk: Building and sustaining modern manufacturing facilities involves massive investments. Toyota's Sorocaba development is underpinned by a significant BRL 11 billion (roughly $2.2 billion) investment plan, which might cost the company a lot if market growth slows (Santos et al., 2026).
Exposure to Macroeconomic Instability: By tying its manufacturing assets to Brazil, Toyota is highly exposed to local economic crises, including historical hyperinflation, currency devaluations, and fluctuating consumer purchasing power (Nikbin et al., 2021).
[bookmark: _Toc236778332]d. Ethical Evaluation of the Marketing Mix
[bookmark: _Toc236778333]Ethical Marketing Practices in the United States
1. Standardizing Active Vehicle Safety Suites (Product & Promotion)
After the 2009–2010 unanticipated acceleration safety and recall crisis, Toyota changed their product development, advertising, and ethics (Nikbin et al., 2021). Akio Toyoda, who directly reported to Congress, prioritised safety.
Toyota later shifted its advertising approach to consumer safety education and engineering transparency, creating particular channels to educate the public on quality control advancements (Matus, 2021).
2. Localizing Green Technology and Sustainable Supply Chains (Product & Process)
Toyota has also shown to the world how to market ethically, investing multi-billion dollars in local, green technologies, which directly helps to decarbonize the world. The company opened its first battery plant in the United States in 2025 in North Carolina with an investment of almost $14 billion and the creation of up to 5,100 North Carolina job positions (Marceli Adriane Schvartz et al., 2024).
[bookmark: _Toc236778334]Unethical Marketing Practices in the United States
1. Deliberate Concealment of Mechanical Safety Defects (Product & Promotion)
Toyota's worst ethics controversy was 2009-2010's unexpected acceleration scandal (Liu, 2024). Toyota misled to US customers and authorities, according to the DOJ's criminal probe.
Floor mat entrapment and “sticky pedals” were detected by internal quality engineers. Toyota wanted to keep the problem hidden, even from the NHTSA, to avoid an expensive floor mat recall and retain its public image, making a simple recall seem like a remedy. A deliberate deceit led to a wire fraud indictment and a record $1.2 billion criminal penalty (Kuraž, 2026).
2. Systematic Violations of Clean Air Act Emissions Reporting (Product & Process)
Toyota received a record $180 million civil fine from the U.S. Department of Justice and EPA in January 2021 for "systemic and longstanding" violations of the Clean Air Act (Kane, 2026). Toyota missed 10 years (2005-2015) of required data on emission defect issues in vehicles.
[bookmark: _Toc236778335]e. Recommendations
To navigate the evolving global automotive landscape, protect its brand equity, and capitalize on green mobility trends, Toyota should execute the following strategic recommendations.
1. Refine the Multi-Path Electrification Strategy
Toyota must continue to leverage its "multiple-path approach" but with more precise regional adaptation.
United States: While hybrid demand remains highly robust in 2026, Toyota must rapidly scale its battery-electric vehicle and plug-in hybrid portfolios to regain technological leadership and satisfy evolving regulatory standards (İşiner and Kenan Aydın, 2023).
Brazil: Toyota should focus its investments on dominant flexible-fuel hybrid technology, capitalizing on the country's sugarcane ethanol infrastructure (International Trade, 2025).
2. Standardize Independent Environmental Audits
To rebuild trust and eliminate greenwashing risks, Toyota should implement a strict, independent auditing system for all emissions and defect-reporting processes (Greene, 2024).
3. Leverage Localized R&D and Strategic Alliances
Toyota could form local engineering relationships with Brazilian colleges and research institutions using Brazil's MOVER program's hefty tax incentives. Toyota should strengthen its strategic partnerships with local aerospace and software industries like Joby Aviation to stay ahead of future mobility concepts in the US (EWG, 2021).
[bookmark: _Toc236778336]Section 2: 
[bookmark: _Toc236778337]Reflective Analysis
This section offers a reflective critique of the research, analysis and preparation processes as a means of assessing the developmental journey in compiling this international marketing report. This reflection is organised by the Reflective Cycle developed by Graham Gibbs (1988)
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Figure 6: Gibbs' Reflective Cycle (McLeod, 2025)
Description
The researcher had to develop a comprehensive and academic-level strategic report analyzing the international strategy for market entry and local marketing mix of Toyota do Brasil and Toyota USA. The investigation involved a comparative macro-environmental analysis of both countries using PESTEL and Hofstede models, a comparison of the STP and 7Ps breakdown, a critique of the Uppsala internationalization model and a detailed ethical analysis of the marketing mix, along with future strategic recommendations. For this purpose, the researcher followed a systematic approach to collect secondary qualitative and quantitative information from academic journals, corporate databases, industry reports and regulatory filings.
Feelings
In the initial stages of research, the researcher felt a sense of intellectual pressure as they were overwhelmed by the amount of information that surrounded Toyota's operations around the world, especially the detailed information about bioethanol chemistry in the context of the 2010 safety recalls (Chen, 2023). Much was also said about the need to balance two hugely different national markets, one being a techno-superpower and the other being a developing agricultural giant, in a single, unified strategic narrative. The researcher's progress, however, was soon filled with professional curiosity as she began to discover Toyota's strategic integration with the Brazilian policies of sugarcane, that initially sparked anxiety.
Evaluation
The most important achievement of the research process was the successful integration of academic frameworks (PESTEL, Hofstede and Uppsala) to concrete business activities, thus refraining from purely abstract analysis. The analysis was enriched by the identification of data that is very current, in relation to the MOVER program for Brazil 2024-2026 and the expansion in the city of Sorocaba, which brings a contemporary aspect to the study (ABGi, 2024). On the other hand, consolidating and obtaining consistent and directly comparable financial data for both subsidiaries was a major difficulty, as the Toyota often provides figures for consolidated regions instead of marketing budget figures for specific countries. The researcher has made a number of industry estimates, which necessitated the process of triangulation in the study.
Analysis
The research process has been analysed in the context of Kolb's work on experiential learning theory, and the researcher can be seen to have moved from concrete experience (data gathering) to reflective observation (Comparing US and Brazil), conceptualisation (Mapping the data to the 7Ps) to active experimentation (Formulating strategic recommendations). The researcher realised that the first obstacle of having too much data was overcome through the use of structured analytical filters. For example, the application of the 7Ps comparative analysis in a different way, through the lens of Geert Hofstede's model, helped to make sense of consumer statistics that were otherwise unorganized (Greene, 2024). But the criticism of Hofstede's model also made the researcher aware of the ever-present risk of stereotyping markets: cultural models need to be always checked against regional economic facts.
Conclusion
The researcher finds that the final report is strong, complete and very analytical, but that the process might have been shortened by having a firm conceptual structure earlier in the project. The secondary research could have been enriched with some of the additional context gained from interacting with the primary source information, such as interviewing a regional Toyota marketing manager or using real-time dealer tracking software. In the end, this exercise highlighted not only that international marketing is not a simple repetition of the same playbook, but requires a level of highly localized understanding of the macro-environmental forces (Marceli Adriane Schvartz et al., 2024).
Action Plan
In future research undertakings of this scale, the researcher will implement a specific, three-step action plan to optimize performance:
Develop a Visual Concept Map: To avoid cognitive data overload, the researcher will create a visual hierarchy map of the frameworks which are required before drafting any narrative.
Adopt Dual-Track Data Gathering: The researcher will develop a systematic repository in excel to collect the qualitative theory and quantitative statistics simultaneously, and data will be neatly triangulated as soon as they are collected.
Prepare a Dedicated Limitations Log: Throughout the research process, the researcher will actively record any gaps in data that are encountered, which will be able to be corrected in a timely fashion with minor changes to the search query to avoid delays in research.


[bookmark: _Toc236778338]Conclusion
Toyota Motor Corporation's worldwide market entry methods and US and Brazilian marketing mix adjustments were compared in this study. The study used PESTEL and Hofstede models to show how a global automotive behemoth may traverse two very distinct macro-environments. The mature, high-income, individualistic US market requires quick battery electrification, high-tech digital integration, and tight regulatory compliance.
Toyota's market launch in Brazil validates the Uppsala model by illustrating how the corporation gradually switched from low-risk exports to high-control, localised Foreign Direct Investment. The ethical assessment of Toyota's US marketing mix shows that long-term brand equity requires openness, rigorous regulatory compliance, and true environmental management, not greenwashing or safety concealment.
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