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[bookmark: _Toc237404054]AI Use Acknowledgement
[bookmark: _Toc235696541]I have utilised various web page and AI-supported resources to prepare this assignment entitled “International Market Entry Strategy and Marketing Mix Analysis of Toyota: A Comparative Country Study of Japan and the United Kingdom”. These resources were utilized in different stages of the work including researching, planning, organising, proofreading, paraphrasing, editing and improving the overall academic presentation from 20 July, 2026 to 10 August, 20206. The report focuses on the use of PESTEL analysis, Hofstede’s Cultural Dimensions, Segmentation, Targeting and Positioning (STP), the 7Ps Marketing mix, Porter’s Five Forces, recommendations, and Gibbs’ Reflective Cycle.

2. QuillBot was primarily employed as a language-supporting paraphrasing tool.  It helped to reorganize the sentences, rectify the errors in grammar, improve clarity and express ideas suitably in academic language. The tool was similarly able to reword selected parts while holding the value and meaning in their original form, cut down less important repeat, lessen similar wording and alter wording patterns. Also, they were agreed to modify the phrasing when requisite for effective word count. The final phrasing was checked to make sure that the meaning of the statements was still intact.

3. ChatGPT (OpenAI) https://chatgpt.com/  served as a supporting resource throughout the planning, organisation and development of the assignment. It assisted with structuring the report and with understanding and presenting the visual representation of strategic frameworks used in the analysis: PESTEL, Hofstede’s Cultural Dimensions, STP, VALS, the 7Ps Marketing Mix, Porter’s Five Forces and Gibbs’ Reflective Cycle. The tool also supported proofreading, helped organise the academic arguments and assisted in refining the final reflective section. These frameworks were used to examine and compare Toyota’s marketing strategy, business environment and market conditions in Japan and the United Kingdom.

Prompt: In the context of the automotive industry, create a PESTEL analysis of external business factors for Toyota in the UK and Japan. Prompt: “Discuss the application of STP and VALS model to segment and analyse the target customer segments for Toyota in Japan and UK.” Prompt: “Write a comparison of Toyota 7Ps Marketing Mix in Japan and the United Kingdom maintaining an academic style.” These frameworks were utilized to analyse and compare the marketing strategy of Toyota and their business environment and market conditions of Japan and the United Kingdom.

4. Google Scholar (https://scholar.google.com/)  served as the main academic research resource for finding journal articles, scholarly publications, and theoretical literature related to the models and concepts used in this assignment. The searches covered PESTEL analysis, Hofstede’s Cultural Dimensions, STP, the 7Ps Marketing Mix, Porter’s Five Forces, international marketing, and Gibbs’ Reflective Cycle. Relevant academic literature and dependable supporting evidence added depth to the analysis. Company information, government publications, and industry sources were also consulted to provide additional evidence and context.

These digital and AI-supported resources served as supplementary aids, not substitutes for my own academic judgement, critical thinking or analysis. I used them to help gather, review, organise and refine information, but responsibility for the accuracy, relevance, interpretation, critical evaluation, recommendations, reflection and conclusions in the final assignment remains entirely mine.

I confirm that I have not presented any AI generated text as my own work. I confirm I have copies of my drafts, notes, and other resources I used before, and after the use of AI tools which I may be asked to provide in evidence.


[bookmark: _Toc237404055]Section 1: International Market Entry Strategy and Marketing Mix of Toyota in Japan and the UK
1. [bookmark: _Toc237404056]Introduction
Toyota is chosen for this report due to its home market being Japan, and its major overseas host market being the United Kingdom. Toyota continues its global presence with the reliability, innovation and a “multi-pathway” strategy toward carbon neutrality, including hybrid electric vehicles, plug-in hybrids, battery electric vehicles and hydrogen technologies (Toyota Motor Corporation, 2025a).
 Toyota continues to be the top-selling car brand in Japan. Japan's new-vehicle market is up 3.3% at 4,565,777 vehicles for 2025, with Toyota's market share rising about 1%, and the number of its vehicle sales has increased by about 60,000 (Bekker, 2026). In 2025, the Toyota Yaris model emerged as the top-selling car in Japan, secure a 33.6% share driven by Toyota's supremacy, followed by Suzuki (15.1%) and Honda (14.4%) (Focus2Move, 2026).
Demand for passenger cars remained high, with the market rising by 3.5% to reach 2,020,520 vehicles in 2025. Toyota's performance reflects the successful transposition of Japanese engineering skills to the UK's consumers' needs for reliability, hybrid technology and sustainable mobility (MarkLines Co, 2026).
This report critically reflects on Toyota's macro-environment, cultural influences, STP strategies, VALS, 7Ps marketing mix, UK market entry strategy, ethical issues and future recommendations.
2. [bookmark: _Toc237404057]Comparative Analysis of Japan and UK Markets
For the comparative analysis of Japan and UK Markets framework such as PESTEL and Hofstede framework are used to compare and contrast the cultural factors in both countries.
[bookmark: _Toc237404058]2.1 PESTLE Analysis
The PESTLE analysis for Japan and UK is presented in Table 1 below. However further the PESTLE analysis for both countries is presented in detail in this section.
Table 1: PESTLE Analysis of Japan and UK Markets
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PESTLE Analysis of Japan (Home Market)
Political Factors
Toyota has a supportive political climate in Japan because the government is involved in developing the automotive industry. The Ministry of Economy, Trade and Industry (METI) is promoting the next generation vehicle technologies under policies for EVs, fuel-cell vehicles, charging infrastructure, and automotive supply chains. The government has provided ¥2.5 trillion to support Japan's battery and electrification value chains as part of its Green Transformation (GX) initiative, bolstering local innovation in the automotive sector. Japan holds a solid international automotive trade surplus of $68.4 billion in 2023, and exported $56.8 billion worth of automobiles to the US in 2023 (Park, 2026). 
Economic Factors
Japan continues as advanced economies globally, with GDP growth of 1.2% in 2025, primarily driven by domestic demand (OECD, 2026). Toyota is, however, facing a difficult economic climate as population decline, an ageing society and the high public debt, which in the end stood at about 226.8% of GDP. Japan has approximately 124 million people, and a median age of over 48 (Statistics of the World, 2026). As the population of elderly drivers has grown, so has the demand for vehicles, rising from 7.89 million in 2003 to 19.84 million in 2023 (Tochibayashi and Ota, 2024). Toyota enjoys high sales of compact fuel-efficient cars because kei cars make up approximately 40% of Japan's new car market and hybrid cars have achieved over 20% market share because of their fuel efficiency and government incentives (Arakawa, 2022).
Social Factors
Japanese consumers have a high expectation of vehicle reliability, safety, fuel economy and cost, which are similar to Toyota's well-known reputation for quality, durability and technological innovation (Morimoto, 2021). In addition, Japan’s ageing population, with 29.1% aged 65 and above, has increased demand for vehicles offering enhanced safety, accessibility and driver-assistance technologies. Toyota's foresight and reliable hybrid cars and advanced safety features allow the company to effectively meet the trends and expectations of the population and its culture (U.S. Commercial Service, 2023).


Technological Factors
In Japan, technology is one of Toyota's competitive advantages. In hybrid technology, the company has helped lead the world with a total sale of 27.01 million electrified vehicles through Toyota and Lexus, as of March 2024 (Toyota Motor Corporation, 2025b).
[image: ]
[bookmark: _Toc236702824]Figure 1: Toyota’s Cumulative Sales of Electrified Vehicles (Toyota Motor Corporation, 2025b).
The hybrid technology play a significant role in Toyota's strategy, with the company selling 4.4 million hybrid vehicles in 2025. While Toyota investing in hydrogen fuel-cell technology, commercialization is not widespread, with only 210 hydrogen vehicles (Toyota Mirai) sold in 2025; Smith, 2026).
Environmental Factors
The METI has identified 14 priority areas for sustainable economic development in the Green Growth Strategy, which sets the goal of reaching carbon neutrality in Japan by 2050. The government wants HEVs, PHEVs, BEVs and fuel-cell vehicles to account for 100% of new passenger vehicle sales by 2035 (MLIT, 2024). In response, Toyota has announced that it speeds its own factory carbon neutrality initiative from 2050 to 2035. Through these environmental policies, Toyota is promoted to development of low carbon technologies and to retain its hybrid leadership (Fujioka, 2021).
Legal Factors
[bookmark: _Toc236702820]Toyota is required to comply with strict Japanese automotive regulations under the control of the Ministry of Land, Infrastructure, Transport and Tourism (MLIT). Manufacturers have to meet safety approval and environmental testing protocols, such as WLTC emissions standard that was introduced in 2018 (ITF, 2017). There are penalties for companies that fail to certify information, such as imprisonment and corporate fines (Horie, 2021).

PESTEL Analysis of United Kingdom (Host Market)
Political Factors
Trade policies and evolving automotive regulations following Brexit have influenced the UK automotive market heavily. The EU–UK Trade and Cooperation Agreement gave a grace period for EV battery local-content requirement until the end of 2026, which allowed potential 10% tariffs on EV related trade (Global Banking & Finance Review, 2026). 
The UK's vehicle production in H1 2026 was 385,979, down 7.5% year-on-year. Vehicles exported from the UK accounted for approximately 76.2% of all vehicles built, with the EU absorbing 58.3% of exports. With political uncertainty and changing trade policies, Toyota become more adept at the supply chain (Warranty Solutions Group, 2024).
Economic Factors
The UK automotive industry is affected by economic pressures resulting from inflation and affordability issues. Consumer prices rose by 27.3% from May 2021 to March 2026, impacting consumer purchasing power (House of Commons Library, 2025a). The CPI inflation rate was 2.6% and unemployment 4.9% in June 2026 (House of Commons Library, 2025b). 
Consumers consider vehicle costs is major influence on their purchase decision, with affordability and quality. Battery electric vehicles, on the other hand, accounted for 23.4% of the market, reflecting the increasing demand for sustainable mobility solutions (Jacobo, 2024).
Social Factors
UK consumers consider environmental awareness and sustainable products as important factors when choosing a vehicle. Over half (52%) of motorists aged 16-29 and 54% of those aged 30-49 believe they are likely to purchase an all-electric vehicle within the next 10 years (Office for National Statistics, 2021). 
Over 16% of new car sales in the UK are now for EVs, which indicates a change of mind about low-emission modes of transport. Toyota's brand and reputation for hybrid technology is a good asset, but it needs to improve its marketing messaging to emphasis innovation (GOV.UK, 2024).
Technological Factors
The UK has significantly accelerated the growth of its charging infrastructure, contributing to the shift towards cleaner transportation. As of April 2026, there are 119,080 public EV charging stations in the country, with 27,372 of them at 50kW or higher (Department for Transport). 
As of June 2026, the charging network reached 121,171 charging stations, which saw a growth rate of 10% compared to 2025. To integrate into digital customer experiences, the development of connected vehicle technologies, such as vehicle connectivity solutions and 5G-enabled systems, also presents opportunities for Toyota (Zapmap, 2026).


Environmental Factors
Toyota's UK strategy is affected by environmental regulations. The UK is legally required to become a net zero greenhouse gas emitter by 2050 as per the Climate Change Act 2008 (Burnett and Stewart, 2024). The Zero Emission Vehicle (ZEV) mandate will mandate 80% of all new cars and 70% of all new vans to be zero emission by 2030, and 100% by 2035. Over £2 billion is being invested in the roll-out of charging infrastructure. Such policies impose pressure on Toyota to expand its BEV product lineup (Department for Transport, 2026).
Legal Factors
The UK motor industry has had to comply with strict emissions regulations and vehicle standards (compliance). The ZEV mandate, which went into effect in 2024, sets annual targets for manufacturers for ZEV sales. Companies who do not meet the targets are fined up to £15,000 per non-compliant car (Carey, 2024). 
Toyota will need to achieve emissions compliance and simultaneously make investments in hybrid and electric vehicle technology (Department for Transport, 2023).
Differences between UK and Japan
The key difference between the two markets as per PESTLE analysis is presented below
Table 2: Similarities and differences of Japan and UK Markets
[image: ]

[bookmark: _Toc237404059]2.2 Hofstede Culture Dimension
Hofstede's cultural dimensions’ framework explains why there are differences in consumer behaviour between Japan and the UK and how these differences would affect Toyota's international marketing strategies (Hofstede, 2011). The key advantages and disadvantages of Hofstede's cultural dimensions’ model are shown in Table 2, while Hofstede's Cultural Dimensions scores for both countries is shown in Fig 3.

Advantages and Disadvantages of Hofstede's Cultural Dimensions Model
Table 3: Advantages and Disadvantages of Japan and UK Markets
[image: ]

[bookmark: _Toc236702825]Figure 2: Hofstade Culture Dimension (The Culture Factor Group, 2025)
 Hofstede's cultural dimensions Japan
The score for Power Distance in Japan is moderate at 54, which means that there is moderate acceptance of hierarchy and respect for established organisations in the country. This promote Toyota's status as a trusted Japanese brand. Consumers appreciate corporate reliability, responsibility and history of quality (Luo, 2024). The Individualism score in Japan is 62, indicating a balance between individual preferences and collective values. Personal needs are the consumer's consideration, but purchasing decisions are affected by trust, reputation and social expectations (Mishra, 2026).
The country scores very high on the Masculinity scale (95), reflecting a strong focus on achievement, performance, and technological accomplishments. This promotes respect for engineering talent and ingenuity in the automotive industry. In Japan, consumers are very security-oriented and prefer predictability, as reflected by the Uncertainty Avoidance score with a value of 92. With Toyota's reputation of safety, and durability, the perception of risk is lessened in the vehicle purchasing process. In Japan, this cultural trait gives Toyota a solid footing in the market (Frank et al., 2013).
The Long-Term Orientation score of 100 reflects a focus on future orientation and continuous improvement in Japan. The long-term plan is evident in the gradual development of hybrid, hydrogen and electric vehicle (HEV) technology at Toyota. This lower score of Indulgence (42) indicates that consumers are more focused on practicality and moderation, reflecting the efficiency and value offering of Toyota (Fadhlia et al., 2023).
 Hofstede's cultural dimensions United Kingdom
The UK has a lower score for Power Distance (35), suggesting a more equal society, with a stronger emphasis on transparency, and more choice in consumer choices. Toyota should pay more attention to what customers want and focus on product comparison and value (Rashedkhan, 2021). 
Consumers in the UK are high Individualism (76), they value personal identity and independent decision making. It's also a lifestyle choice, and Toyotaoffer a range of options to satisfy different customer needs.UK consumers are moderately interested in achievement, competition and performance with a Masculinity score of 66. The innovation, reliability and technological features of Toyota contribute to their competitive positioning (Toyota, 2020).
The UK has a lower Uncertainty Avoidance score (35) which represents a willingness to embrace change and innovation. This provides an opportunity for Toyota to market EVs, connected technologies and sustainable mobility solutions (Jeong et al., 2024). The long-term orientation score (60) suggests that UK consumers consider future benefits such as fuel savings and environmental effects (Abdelrahim, 2021).

[bookmark: _Toc237404060][bookmark: _Toc235696551]2.3 Segmentation: Japan and the UK
The appropriate consumer segmentation has been determined using the VALS (Values, Attitudes, and Lifestyles) model and the STP (Segmentation, Targeting, and Positioning) framework. The key variables for STP segmentation with their examples are shown in Table 4. 
Table 4: Variables and Examples
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2.3.1 STP Analysis

Japan: STP Strategy
Segmentation
Toyota divides the Japanese market based on demographic, behavioural, lifestyle and attitudes towards the environment, such as age, family size, income, geographical location, and attitudes toward the environment. In total, hybrids accounted for 33.8% of all Japanese vehicle sales in H1 2025 (JATO Dynamics, 2026) and some 40% of all new vehicle sales were kei vehicles in 2024 (Tribdino, 2025).
Targeting
Toyota has a wide targeting strategy, targeting mass market customers who focus on safety, efficiency and reliability. It is designed to meet the needs of environmentally aware and urban, family and elderly consumers in its various range of compact, family and hybrid vehicles (Burnett, 2026).  Electrified vehicles and Toyota's reputation can give them an edge, as consumers are becoming more aware of the technology (Ajila et al., 2023).
Positioning
Toyota markets itself as a dependable Japanese company, with technologically sophisticated, long-lasting and economical cars. It focuses on quality, safety and reliable mobility which are in line with the Japanese consumer's preference for function and minimising risk (Toyota UK, 2026).
[image: ]
Figure 3: STP Strategy for Japan  (Self-Created)

UK: STP Strategy
Segmentation
Toyota segments its market by demographics, behaviour and lifestyle to appeal to the private buyer, the SUV buyer, the eco-minded consumer, the company-car buyer and fleet operators. Of all the new cars sold in the UK in 2025, 23.8% were BEVs and 48.4% were BEVs, PHEVs or HEVs (Drift Bridge Group, 2025; Society of Motor Manufacturers and Traders, 2026). 
Targeting
Toyota's focus is on customers who want environmentally friendly and technologically advanced cars at reasonable ownership costs. Fuel-efficient vehicles draw business and fleet customers, and hybrids are attractive to those who want to reduce emissions but don't want to become fully reliant on the charging infrastructure. 


Positioning
Toyota is a reputable brand of reliable, sustainable and technologically advanced cars with good value for money. Its range of hybrid skills, economy and safety features and advanced technology sets it apart from families, individual customers and fleet users. There is intense competition with the likes of Volkswagen, BMW, Kia and Mercedes. Volkswagen held an 8.52% market share in 2024, while Toyota held 5.19% (Munnangi, 2025). 

[image: ]
Figure 4: Perceptual Map (Self-Created)
[image: ]
Figure 5: STP Strategy for UK (Self-Created)




2.3.2 VALS Analysis

VALS in Japan
The VALS is a psychographic segmentation that Toyota can complement by using demographic segmentation. There is a preference for reliable and cost-effective vehicles among Thinkers, performance, quality and technology elements among Achievers and stylish and technologically advanced products among Experiencers. Budget and practicality and functionality are important for makers. This helps Toyota to identify the motives and lifestyles of consumers.
VALS in UK
In the United Kingdom, VALS can be used alongside demographic segmentation to determine the consumer based upon lifestyle and purchasing motives. Thinkers could prefer reliability and efficiency, Achievers technology and performance, and Experiencers stylish and innovative vehicles. Cost and usability are considerations for makers.
[image: ]
Figure 6: VALS in UK and Japan (Self-Created)



3. [bookmark: _Toc237404061]International Marketing Mix (7Ps): Toyota Japan and United Kingdom
The marketing mix is the 7P's that an organisation use in creating and executing effective marketing strategies which include Product, Price, Place, People, Process and Physical evidence. These components allow a business to meet customer requirements, to add value, establish competitive advantage and to accomplish marketing objectives through the efficient provisioning of products and services in a target market. The international marketing mix (7Ps) for Toyota in Japan and UK is presented below in Table 5
Table 5: International marketing mix (7Ps) for Toyota in Japan and UK 
[bookmark: _Toc235696555][image: ] 

 
International Marketing Mix (7Ps) for Japan (Home Market)
Toyota's marketing mix in Japan is indicative of its status as a local leader in the automotive industry and its reputation for reliability, quality, and technological innovation.
Product:
Japan’s product mix comprises hybrid cars, compact cars, family cars, and safety features. Cost-saving and urbanization account for the high demand for fuel-efficient and functional vehicles amongst consumers in Japan (Burnett, 2026). HEVs constituted 33.8% of vehicles sold in H1 2025 in Japan, while the kei cars represented 40% of new car sales in Japan (Tomoshige, 2025). The reason behind Toyota’s electrification is the success of Toyota in selling 27.01 million electrified vehicles across the globe up to March 2024 (Toyota Motor Corporation, 2024).
Price:
In Japan, Toyota is a value-based brand, where higher prices are associated with greater reliability, durability and long-term ownership benefits. Toyota have a very good reputation and the quality and high resale value in Toyota products means they have value based pricing. It also uses competitive pricing to be competitive with other manufacturers, and product-line pricing to different models to cater to different customer groups. For instance, the price of Toyota Corolla in Japan is from around ¥2.38 million to ¥3.446 million (Goo-net, 2026). 
Place:
Toyota has a long distribution system in Japan via their service centres. Toyota has been providing customers with greater convenience and access to all Toyota models since 2020 via its dealership network (Toyota Motor Corporation, 2012). Dealerships also offer maintenance and after-sales services and relationship-building, which further enhances customer loyalty.

[image: ]

Figure 7: Toyota store in Japan (Toyota Motor Corporation, 2025).
Promotion:
In order to set itself apart from rivals, Toyota's Japanese promotional strategy places a strong emphasis on trust, safety, engineering excellence, and innovation. It also makes extensive use of Toyota's Japanese heritage, superior manufacturing, and technical advancements. Instead of competing mainly on price or style trends, this messaging continually upholds Toyota's reputation for dependability and precision engineering, promoting the business as a symbol of Japanese workmanship and long-term durability. (Gregory, 2021).
People:
Toyota employees 73,133 staff in Japan adapt the principles of the Toyota Production System (TPS) and Kaizen (continuous improvement) to help maintain the company's customer-centric service culture. 
Process:
TPS is the basis of Toyota's operations in Japan, specifically their Jidoka and Just-in-Time manufacturing. These processes contribute to maintain the quality of the product, decrease wastes and increase production efficiency (Toyota Motor Corporation 2026). It's the same way Toyota builds its reputation for reliability.
Physical Evidence:
Toyota's dealerships and service centres in Japan uphold the brand's reputation with their polished infrastructure, strict quality controls, and customer-centric layout. These physical features help support consumer confidence and show the quality and reliability of Toyota as a supplier of service excellence (Toyota (GB) PLC, 2023).
[image: ]
Figure 8: Website of Toyota (Toyota Motor Corporation, 2025).

 International Marketing Mix (7Ps) for United Kingdom (Host Market)
Toyota's UK marketing mix illustrates the adaptation to the market, defined by the new criteria of sustainability, electrification and changing consumer expectations.
Product:
Toyota’s UK product strategy focuses on hybrid vehicles, plug-in hybrids, battery electric vehicles (BEVs) and SUVs. The company caters to rising demand for low emission vehicles through product strategy. It is complemented by Toyota's UK manufacturing that includes the Corolla made at Burnaston and hybrid engines made at Deeside (Toyota, 2024). With 23.43% of new car registrations in the UK in 2025, battery electric vehicles are a significant part of the market (Hillary, 2024).
Price:
Competitive pricing in the UK, along with financing, leasing and fleet solutions to make it more affordable, is how Toyota does this. It prioritizes fuel efficiency and lower running/ownership costs, reflecting economic pressure and understanding of total cost of ownership. Toyota also uses value-based pricing, especially with hybrid and technologically advanced cars, and product-line pricing enables distinct product lines to appeal to different customer segments (Blackburn, 2019).
Place:
Toyota's mix of dealerships, online eCommerce sites and UK manufacturing plants. Burnaston and Deeside production plants enhance supply chain efficiency, bolster job opportunities, and bolster Toyota's foothold in the UK automotive sector (Toyota, 2024). Toyota's retail network provides customers with opportunities to research vehicles online, organise test drives and enjoy after sales services.
[image: ]
Figure 9: Toyota store in UK (Toyota, 2024).
Promotion:
The UK marketing focus on Toyota is on fuel efficiency, sustainability, warranties and reduced ownership costs. UK promotion focuses on cleaner mobility, with communication that is more reliable than in the UK, and sustainability claims must be truthful, transparent, and credible, compared with the communication in Japan that is based on reliability. Toyota's UK marketing is focused on fuel efficiency, sustainability, warranties and lower ownership costs. In the UK promotion, the emphasis is on cleaner transportation. 
People:
Toyota UK employs approximately 3,000 staff, including agency workers, across its Burnaston and Deeside manufacturing plants. Toyota UK staff assist customers by advising on hybrid tech, EV choices, finance and comparing vehicles. Employees also embrace the TPS principles to maintain the quality and satisfaction of the service given 
Process:
In the UK, Toyota combines its classic TPS with the use of digital customer service. Customers can do their research about cars, financing, test drive scheduling and post-sales services through the internet. These services bring convenience and reduce uncertainty in decision-making (Burt, 2026).
Physical Evidence:
This is evident at Toyota UK dealerships from the advanced showrooms, hybrid and electric car demonstrations, charging information and customer service services. Toys are also known for their reliability and innovation, as evidenced by their digital platforms, warranties and service documentation (Toyota (GB) PLC, 2023).
[image: ]
Figure 10: Website of Toyota (Toyota, 2024).
In general, Toyota focuses on quality and reliability, whilst adjusting its 7Ps as per market conditions. The Japanese approach is more about trust, hybrid leadership and long-term relationships, while the UK approach is more focused on sustainability, electrification and customer convenience.
Similarities and Differences 
Similarities: Toyota’s marketing mix in Japan and the United Kingdom shows several clear similarities. In their product strategy, the company seeks quality, reliability, cost-efficient fuel consumption, and technological development in the two markets. Toyota has provided electrified vehicles in the two countries and is employing value-based and competitive pricing and product lines to penetrate different types of customers. It supports distribution by providing dealership networks, after-sales services, and customer support. Presentation in both markets brings out the quality, technology, and solid performance of the brand. The credibility is further enhanced by material representations like service centres, dealerships, and online.
Differences: However, Toyota adapts the 7Ps to local market conditions. The product strategy in Japan is more focused on hybrids, compact cars, safety, durability, and long-term ownership value, and promotion has been more focused on Japanese heritage, engineering excellence, and trust. The Japanese processes are based on Jidoka, Just-in-Time, and Kaizen. Conversely, UK strategy places more focus on BEVs, PHEVs, SUVs, financing, leasing, and fleet solutions. UK promotions have focused on sustainability and cleaner mobility, warranties, and lower cost of ownership. 
4. [bookmark: _Toc237404062]Toyota Market Entry Strategy in the UK
Toyota approached the UK market primarily by foreign direct investment (FDI) with a wholly owned subsidiary (WOS) or greenfield investment (GFI) approach, as opposed to a joint venture or a franchising approach. Toyota Manufacturing UK (TMUK) opened vehicle and engine manufacturing at Burnaston, Derbyshire and Deeside, North Wales. This entry mode gives Toyota a better control of manufacturing, quality, technology and operations in the supply chain (Supply Chain, 2025. While exporting – as Toyota does – is a means for selling vehicles and parts to international markets, its UK manufacturing is a long-term investment in the local market and in its overall competitive position.
Table 7: Advantages, Disadvantages and Rationale of Toyota’s UK Market Entry Strategy
[image: ]
5. [bookmark: _Toc237404063]Ethical Issues in Toyota’s Marketing Mix
There are ethical problems with Toyota's marketing when it does not properly depict the environmental and social footprint of its products. A scandal took place in the UK in 2023 when the Advertising Standards Authority (ASA) confirmed that complaints against Toyota's Born to Roam advertising of its Hilux was upheld. The advertisement depicted a number of Hilux vehicles traversing natural environments and the ASA felt that the ad had presented and condoned vehicle use in a manner which ignored the negative impacts. An advertisement was thus deemed socially irresponsible and banned in this format (ASA, 2023).
Another unethical example from Japan is the irregularity in Toyota's 2024 certification testing. Toyota admits there were "a number of instances in which certification tests were not conducted according to the procedures required by the government," and stated that it would temporarily suspend shipping of several models (Keyser,2025). This was mainly a compliance and company governance issue, but it made for an ethical dilemma as Toyota's safety, quality and reliability reputation is tied to its market positioning
A Japanese example of ethical communication is Toyota's information on the ecological impact of hybrid cars. Toyota has been encouraging the use of hybrid cars as a way to make its operations more environmentally friendly and has disclosed what it says are its estimates of the reduction in CO₂ emissions and fuel consumption in comparison to non-hybrid petrol cars (Keyser,2025). When such communication is based on evidence and is adequately communicated to consumers, it is deemed ethical.
6. [bookmark: _Toc237404064]Recommendations for Toyota’s Future International Marketing Strategy
The analysis of Toyota's marketing strategy in Japan and the UK suggests three recommendations in regard to their future international strategy.
Japan

Keep the multi-pathway electrification approach: The threat of new entrants from Chinese EV manufacturers such as MG, BYD, Omoda and Jaecoo has also increased competition as these brands capture approximately 15% of the UK's new car registrations (Hargreaves, 2026). Toyota should keep building its hybrid leadership in Japan as consumers are receptive to fuel efficient and reliable hybrid cars. Meanwhile, gradually expand the BEV and PHEV models, and hydrogen-related technologies in order to meet future environmental needs and consumer demands.

Enhance trust marketing through digital channels: Toyota should continue to leverage its long-standing reputation for reliability, safety, quality and value but should also increase its digital platforms and online vehicle information and the personalised communication it delivers. Fuel efficiency and technological innovation and total ownership benefits should be emphasized in marketing to reflect the expectations of Japanese consumers.

Enhance sustainability transparency: Toyota has a responsibility to offer evidence-based and transparent data on emissions, fuel economy and environmental benefits. Sustainability communication that is transparent can further build customer confidence and help ensure consistency between customer messages and Toyota's environmental commitments.
United Kingdom

Increase investment in BEV: Toyota should ramp up investments in BEV, charging infrastructure and battery supply chain, as EV adoption is picking up in the UK. Hybrids need to continue in the product mix, but more needs to be done to focus attention on BEVs to meet evolving customer demand and environmental regulations.
Strengthen digital and personalised marketing: Toyota should enhance online shopping, online research tools and personalised marketing communicative. 

Improve supply-chain resilience: Toyota should diversify its battery suppliers and create strategic partnerships to mitigate their dependency on any one supplier, thereby enhancing its EV supply chain. Reliable product availability and operation risks can be managed with local and flexible supply arrangements.

Improve ethical sustainability promotion: Toyota needs to make sure that all sustainability claims are accurate, transparent, and backed up by evidence, after the ASA (2023) raised concerns about Toyota's environmental advertising. This can help to maintain customer confidence, minimise reputational risk and enhance Toyota's sustainable brand reputation in the UK.



[bookmark: _Toc237404065]Section 2: Reflective Account Using Gibbs’ Reflective Cycle
This reflective account critically reflects on the process used during the research, analysis and preparation of the international marketing report on Toyota, using Gibbs’ Reflective Cycle (1988).
[image: ]
[bookmark: _Toc236702827]Figure 11: Gibbs’ Reflective Cycle
1. Description
For this assessment, I have applied a systematic research and analytical approach to analyse Toyota's international marketing strategies in Japan and the United Kingdom. I chose Toyota because Japan is the company's home market and the UK is an important international host market to understand how a global brand adapts its strategies in different markets. The purpose was to gain insight into how Toyota makes decisions on international marketing and maintains its global identity.
The research process included information gathered from academic literature, industry reports, government documents and companies and their sources. Examined the market position of Toyota in both countries and contrasted automotive industry differences in Japan and in the UK. I used PESTEL analysis to assess the external environment, identifying political, economic, social, technological, environmental and legal factors that impact Toyota's operations. I also applied Hofstede's cultural dimensions’ framework to understand the differences between the UK and Japan and how this affects the consumer behaviour and marketing decisions.
In addition, I explored Toyota's Segmentation, Targeting and Positioning (STP) and VALS strategies to assess the company's approach in identifying and addressing different customer segments across these markets. The 7Ps Marketing Mix Model was used to compare the marketing mix of Toyota with respect to the product, price, place, promotion, people, process and physical evidence.
2. Feelings
Comparing the UK with Japan has been interesting and challenging for me as I've been researching and preparing. Toyota is an international company but the company does not apply the same strategy all the time in all markets. Careful analysis was required to understand how differences in culture, economy and regulation affect marketing decisions.
The selection of the sources was one of the most difficult challenges. The automotive industry contains a large amount of online information, but not all sources provided accurate or academically suitable evidence. I therefore had to use credible sources, which for me included Toyota's official statements, government documents and industry sources like the Society of Motor Manufacturers and Traders (SMMT) and academic publications.
Another difficulty was the avoidance of a descriptive approach. At first it was easier to gather facts on Toyota's sales, technologies and market position, but the assessment involved a critical analysis of why Toyota uses different strategies in their respective countries of Japan and UK. In-depth analysis was needed to establish relationships between frameworks and real business decisions.
3. Evaluation
There were a couple of things that went well in the research process. Strategic frameworks gave a good structure for analysing Toyota's approach to international marketing. The PESTEL analysis enabled external factors to be identified, including Japan's backing of car innovation and the UK's growing emphasis on electric cars, which impact Toyota's choices.
The Hofstede cultural analysis proved to be very useful as it had shown consumer behaviours vary across countries. For instance, Japanese consumers are more interested in reliability, safety, and long-term trust while UK consumers are more interested in sustainability, personal choice, and technological innovation. This provides an understanding of why Toyota customizes its communication and product strategies for every market.
The STP and 7Ps analyses also helped me gain a better understanding of how Toyota both maintains consistency and adapts to local needs around the world. The company maintains its core values of reliability and quality but varies its products, pricing, promotion and customer engagement based on local market expectations.
4. Analysis
The research process has enhanced the knowledge of international marketing and has shown me that companies that are successful in the international market are not just companies that can take their domestic strategies overseas. Rather they will have to tailor their business operations to local cultural, economic, technical and regulatory conditions.
Toyota's case demonstrated that there is a need for balancing standardisation and adaptation when marketing internationally. Toyota has a high level of national identity in Japan, with customer trust and acceptance of hybrid technology. Consumers look for reliability, efficiency and long-term relationship. 
The UK market is not the same, however. Given the growing competition, the rising demand for EVs and changing environmental laws, Toyota should prioritize sustainability, affordability, and innovation. Porter's Five Forces analysis resulted in the identification of the automotive industry in the UK as a highly competitive sector with supplier pressures and changing customer expectations noted.
Furthermore, the research enabled me to be a critical assessor of the business decisions rather than a mere description of the business activities. Toyota, for example, has the advantage of a hybrid program, but as tougher regulations take effect and new EV companies emerge, Toyota will have to invest even more in EV technology. Similarly, ethical concerns in marketing brought up a need for marketing messages to be truthful in terms of sustainability responsibilities. 
5. Conclusion
This assessment was helpful to gain insight into the complexity of international marketing strategy. The research found that Toyota's success is not solely the result of its technological ability but also its ability to understand and adjust to different market contexts.
I applied Gibbs' reflective cycle to evaluate my research process and to find problems and ways of enhancing my approach. This evaluation helped me develop critical arguments, utilize analysis frameworks, and collect evidence. I learnt how to be good in the marketing analysis, it showed me a theory and a business case.
In general, my confidence in analysing multinational companies and how global brands find competitive advantage in different countries was enhanced.

6. Action Plan
For future academic and professional projects, I will improve the research process in collecting and evaluating sources to be more systematic. During the next few months, I will spend more time determining academic peer-reviewed research and industry reports in order to strengthen the theoretical support.
In addition, I will also make more critical analysis of my quantitative data, as well as comparing market trends from different sources. Future studies will be conducted at a deeper level of cultural analysis, to better comprehend consumer behaviour and its implications for international marketing decisions.
Furthermore, I will continue to develop my strategic thinking skills, and analysis will not only be used to describe information about the business, but will also be used to explain why business decisions are made, and what implications this will have. These changes will help in my studies and help me be a better market analyst.
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Power Distance	Individualism	Masculinity (Motivation towards Achievement and Success)	Uncertainty Avoidance	Long-Term Orientation	Indulgence	35	76	66	35	60	69	
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Social & Tn both countries, consumers are increasingly Cultural preferences drive greater consumer focus
Cultural concerned with the quality, the affordabilty, the safety quality consciousness, 3

and the environmental characteristics of the vehicles
Both markets are seeing an increasing number of
vehicles with electric power trains. Growing
acceptance of electrfied vehicles in both markets

ncy for Japanese. British consumers
show greater focus on environmental sustainability
and the shift to 100 per cent EVs

Technological

Both countries are strengthening their investments in
technologies that will help them move to low em
vehicles and better mobility.

The hybrid technology s especially well developed in
Japan with Toyota having a wide range of
experience in hybrid technology. The UK has built a
big public EV charging network to facilitate BEV
uptake and connected mobil

Environmental

Both Nations have ambilious net zero/carbon
neutrality targets for 2050 and both are promoting the
use of low emission vehicles.

Japan will have 100% electrified vehicle sales of all
new passenger cars by 2035 and will be
championing various technologies such as hybrids,
PHEVs, BEVs and fuel-cell vehicles. The UK adopts
a more stringent ZEV mandate that mandates a
higher percentage of ZEVs in the market

Tegal

Both markets have stringent vehicle safety, emissions
and certfication standards. Toyota has to meet
environmental and vehicle-testing regulations in both
countries

Japan follows WLTC emissions testing and is
governed by regulations from the MLIT, with
penalties for falsified results. The UK has a ZEV.
mandate with penalties of £15.000 per non-
compliant car, which puts more direct pressure on
selling ZEVs.
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Country | STP Element Variables Example

Japan | Segmentation | Age, family size, income, | Urban, elderly and environmentally,
‘geographic location, conscious consumers secking
lifestyle, environmental | compact or hybrid vehicles
attitude, and buying
behavior

Japan | Targeting | Safety, efficiency, Familics, urban consumers and
reliability and elderly customers targeted through
cnvironmental awareness | compact, family and hybrid

vehicles.

Japan | Positioning | Quality, safety, durability, | Toyota s positioned as a
cconomy and technology | dependable, technologically

advanced, and economical Japanese
brand.

UK Segmentation | Demographics, behavior, | Private buyers, SUV buyers, eco-
lifestyle, vehicle usage and | conscious consumers, company-car
environmental concern buyers and fleet operators.

UK Targefing | Sustainability, technology, | Fleet customers targeted with fucl-
fuel efficiency and efficient vehicles, while hybrids
ownership cost target consumers wanting lower

emissions without full charging
dependence

UK Positioning | Reliability, sustainability, | Toyota positions its hybrid and

technology, safety and
value for money

technologically advanced vehicles
for families, private customers and
fleet users
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Figure: Perceptual Map of Toyota in Japan

Illustrative mapping based on reliability, affordability and eco-technology positioning
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UK: Segmentation, Targeting & Positioning
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TOYOTA

Toyota complements demographic segmentation in Japan with VALS
psychographic segmentation to understand lifestyles, motivations

and purchasing behaviour.

@) THINKERS

+ Prefer dependable
and economical vehicles

+ Value reliability,
safety and low

and long-term value

Example Models: Corolla, Aqua

« Value performance,
quality and technology

« Seek status, prestige
and advanced features

: (g ~
TUAEY coets + Appreciate innovation
+ Focus on practicality and premium quality

ACHIEVERS

@l

Example Models: Lexus, Crown

EXPERIENCERS MAKERS
+ Respond to stylish + Prefer affordable,
and technologically practical and
advanced products functional vehicles
« Seek excitement, | Value simplicity,
design and innovation durability and

| everyday usability
+ Price sensitive and
family oriented

« Enjoy new experiences
and modern features.

Example Models: Prius, C-HR

-

Example Models: Yaris, Sienta
sient

@9 In Japan, Toyota's VALS approach helps alignits product offerings,
ahh marketing messages and customer relationships with the lifestyles,
values and motivations of different consumer segments.

VALS Segmentation for Toyota

Psychographic Segmentation to Complement Demographic Segmentation

slle
LT

In the UK, VALS complements demographic segmentation by identifying
consumers according to lifestyle and purchasing motivations.

@ THINKERS

+ Value reliabiity,
efficiency and safety

+ Look for low running

costs and fuel economy

+ Make informed,
practical decisions

Example Models: Corolla Hybrid,

Prius.

EXPERIENCERS

+ Attracted to stylish,
innovative and
modern vehicles

« Enjoy new technology
and connected features

« Value design, flexibilty
and experiences

Example Models: C-HR Hybrid,

Toyota bZaX

ACHIEVERS

« Prefer technology,
performance and
premium features

o

+ Seek brand reputation ’
and driving experience

« Willing to invest in
quality and innovation

Example Models: RAVA Hybrid,
Lexus NX

@ MAKERS

« Prioritise affordability,
practicality and
everyday use

« Look for value for
money and reliability

« Prefer simple, |
durable and

cost-effective cars

Example Models: Yaris Hybrid,
AygoX

/ In the UK, Toyota's VALS approach supports targeted marketing,
O product development and communication that match the diverse

lifestyles and motivations of UK consumers.
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Product

Focuses on hybrid, compact and family
vehicles with advanced safety systems. Hybrid
electric vehicles account for 33.8% of the
Japanese market in H1 2025, while Kei cars
represent around 40% of new vehicle sales
(Tomoshige, 2025). Toyota has sold 27.01
million electrified vehicles by March 2024,
although only 210 Mirai units were sold in
2025 (Toyota Motor Corporation, 2024).

Focuses on hybrids, plug-in hybrids,
BEVs and SUVs. The UK-built Toyota
Corolla is produced at Burnaston,
while Deeside manufactures hybrid
engines. BEVs accounted for 23.43%
of new UK registrations in 2025
(Hillary, 2024).

Price Uses value-based pricing supported by Uses competitive pricing with finance
reliability and resale value. Corolla prices and leasing options. Corolla Hybrid
range from ¥2.38 million to ¥3.446 million prices start from approximately
(Goo-net, 2026). $30,000 drive away (Blackburn, 2019).

Place Extensive dealership network where all Toyota Combines dealerships, online
models have been available through purchasing and manufacturing at
dealerships since 2020 (Toyota Motor Burnaston and Deeside (Toyota,
Corporation, 2012). 2024).

Promotion  Focuses on trust, quality, safety and Highlights fuel efficiency, sustainability,
innovation. Japanese Toyota invested warranties and lower ownership costs.
approximately $3billion in Tokyo olympic
advertising in 2021 (Gregory, 2021).

People Employees deliver customer-focused service  Employees support customers with
through Kaizen and the Toyota Production hybrid, EV and financing advice while
System (TPS) (Toyota Motor Corporation, applying TPS principles (Burt, 2026).
2026).

Process Uses Jidoka and Just-in-Time manufacturing ~ Combines TPS with digital services
to improve quality and reduce waste (Toyota  such as online finance, research and
Motor Corporation, 2026). test-drive booking (Burt, 2026).

Physical  Professional dealerships and service centres  Modern dealerships feature hybrid and

Evidence reinforce Toyota's reputation for qualityand  EV displays, charging information and
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United Kingdom FindaCentre  MyToyota  Search

DISCOVER
TOYOTA RAV4

< Self-charging hybrid. 4x4.
Adventure ready.

Explore RAV4

UPTO 10 YEAR SERVICING & BOOK A SERVICE ROADSIDE MY TOYOTA APP.

WARRANTY MAINTENANCE Easily book online ASSISTANCE Your Toyota in

With Toyota Relax Genuine care for at atime that suits you We're with you your pocket
your Toyota 24/7

Explore our electrified range

From self-charging hybrids to plug-in hybrids and battery electric vehicles

Yaris Cross Hy Corolla Hybrid bZaX All Electric Prius Plug-in Hybrid
Efficient, compact and ready Iconic. Efficient. Electrified. 100% electric. 100% SUV. Go further with plug-in

for anything, hybrid efficiency.

Explore Explore Explore Explore

Build your car O Offers & Finance @ Find a Centre @ Test Drive

ate your perfect Toyota

online. finance optior Toyota Centre. experience Toyota
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Entry Strategy Advantages Disadvantages Why

FDI- Wholly Full control over Requires substantial | Toyota selected this

Owned Subsidiary | manufacturing, investment and long- | mode to maintain

/ Greenfield quality, technology | term commitment. | operational control and

Tnvestment and supply chain establish a strong long-
term UK presence.

TLocal Reduces dependence | Exposes Toyota Local production helps

Manufacturing — | on imports and directly to UK Toyota adapt products

Burnaston & improves production and and supply more

Deeside responsiveness to UK | economic risks. efficiently to UK

demand. customers
Strong Local Strengthens supply- | Faces strong A physical UK
Presence chain efficiency, competition from

employment and

Volkswagen, BMW,

presence improves
Toyota’s ability to

‘market position. Kia and Mercedes. | compete and serve
customers locally.
TLong-term UK Supports local Tncreasing Long-term investment
Tnvestment adaptation and competition from | supports market growth
Toyota's Chinese EV brands | but requires Toyota to
clecrification suchasBYDand | respond continuously to
strategy MG changing EV

competition.
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ACTION PLAN

 Use more academic
sources

« Deeper cultural and
market analysis

« Strengthen strategic
thinking and critical
evaluation

B

CONCLUSION

+ Gained insight into
international marketing
complexity

+ Improved critical thinking
and application of
theory

* More confident in
strategic analysis

L@

DESCRIPTION

+ Researched Toyota's
marketing in Japan & UK

« Used PESTEL, Hofstede,
STP, 7Ps, Porter’s Five

Forces
« Collected data from
credible sources

GIBBS’
REFLECTIVE
CYCLE
(1988)

ANALYSIS
+ Adaptation to local culture,
economy & regulations
is crucial
«+ Balance of standardisation

and adaptation
+ Need for honest and
ethical marketing

G
FEELINGS

« Interesting and
challenging

+ Hard to find reliable
academic sources

+ Needed deeper
critical analysis

8
v

EVALUATION
+ Frameworks gave
good structure
« Helped understand
market and culture
« Limited academic
research available

*
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