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Introduction
This report examines Toyota’s international marketing strategy by comparing its operations in Japan, the home market, and the United Kingdom, a key host market. It evaluates how differences in the political, economic, socio-cultural, technological, environmental and legal environments, together with cultural factors, influence the company’s marketing decisions in both countries. The report also compares Toyota’s segmentation, targeting and positioning (STP) strategy and marketing mix (7Ps), analyses the company’s market entry strategy into the UK, evaluates ethical issues associated with its marketing practices, and concludes with recommendations for strengthening Toyota’s international marketing strategy. A reflective account of the report will be provided using the Gibbs model.

[bookmark: _Toc237339198][bookmark: _Toc237345698]Background of Toyota
Toyota Motor Corporation was established in 1937 in Japan by its founder Kiichiro Toyoda, who developed the engineering principles of his father, Sakichi Toyoda, and his philosophy of continuous improvement and innovation that would become the basis of the Toyota Production System (TPS). Founded as an auto manufacturer, Toyota has now grown into one of the world's biggest mobility companies, with operations in over 170 countries and regions, and a reputation for quality, reliability and technological innovation (Toyota, 2025). 
[image: ]
Source: https://www.themirror.com/lifestyle/people-only-just-noticing-adorable-393419
Toyota's corporate philosophy goes beyond producing vehicles and building sustainable social values. In 2020, the company defined its company mission as "Producing Happiness for All" and is striving to create value for customers, employees and society by providing environmentally responsible, innovative and safe mobility solutions (Toyota, 2025). Instead of using the same global advertising tagline, Toyota tailors its brand voice to each global region, but always with a focus on quality, trust, innovation and satisfaction. Its principles of Kaizen (continuous improvement) and Respect for People continue to guide its organisation and strategy. 
Toyota's long-term competitive advantage is not just the result of operational excellence, but also its innovative, sustainable and customer value-focused approach to its global strategy, recent studies indicated. Recent studies also indicate that Toyota's commitment to hybrid technology, hydrogen fuel-cell vehicles, digital transformation, and carbon neutrality have bolstered its competitive edge in the global automotive market. With these strategic capabilities, Toyota can meet evolving consumer needs, environmental standards and technological shifts with agility and ensure global competitiveness over time.

[bookmark: _Toc237345699]PESTEL Analysis of Toyota
PESTEL is a strategic tool that analyses the external macro-environmental factors that affect an organisation's operations and decision making. It looks at six aspects: political, economic, social, technological, environmental and legal factors, which help businesses see the opportunities and threats in global markets (Johnson et al., 2020). Toyota use PESTEL analysis to gain a deeper understanding of the external factors in the Japanese and UK markets that influence their international marketing strategies, investment decisions and their competitive position. By knowing these environmental factors, Toyota can adjust itself to meet the changing market conditions and can help to achieve sustainable business performance and long-term growth (Kotler, Keller and Chernev, 2022; Toyota Motor Corporation, 2025).
[bookmark: _Toc237338973][bookmark: _Toc237339199][image: ]
Source: Self-created by Gemini
[bookmark: _Toc237339200][bookmark: _Toc237345700]2.1 Political Factors
United Kingdom – Favourable
The United Kingdom is also providing a good political climate for Toyota with its clear rules and regulations and support for low emission vehicles. Brexit has made customs and supply chain processes and costs more complex, but the government continues to incentivize automotive manufacturing and investments in electric vehicles. The UK government's pledge to become a net zero emissions nation by 2050 also presents opportunities for Toyota's hybrid and electric vehicle range. The political factors are conducive to Toyota's long-term investment and international marketing strategy in the UK market (UK Government, 2024; Toyota Motor Europe, 2025).
Japan – Favourable
Japan offers a good political climate for Toyota, with a stable democratic government, clear rules and regulations, and a positive attitude towards the automotive industry. Government policies to support carbon neutrality, electric vehicles (EVs) and hydrogen fuel-cell technology foster innovation and long-term investments. Further, the robust enforcement of IP rights allows Toyota to help protect its technological innovations. The relative political stability enables Toyota to reinforce its domestic business activities and to back its international marketing and sustainability plans (Toyota, 2025; OECD, 2024).
[bookmark: _Toc237339201][bookmark: _Toc237345701]2.2 Economic Factors
United Kingdom – Favourable
The UK offers Toyota a favourable economic climate as it has a high purchasing power, well-developed financial markets and growing demand for eco-friendly cars. The UK economy recorded around 1.1% growth in 2024 and is expected to see moderate growth in 2025 amid inflationary pressures (IMF, 2024). Despite the average inflation of 3-4% recorded in 2024, which had a negative effect on automotive manufacturers' production and energy costs, market opportunities are high as the government provides incentives and consumer demand for hybrid and electric vehicles continues to rise (OECD, 2024). Toyota's sales remained robust in the UK market, with around 101,000 vehicles sold in 2024, and the company's hybrid offerings, including the Yaris Cross, Corolla and C-HR (SMMT, 2025; Toyota GB, 2025). In these positive economic conditions, Toyota can continue to grow its low emission vehicle line-up and reinforce its overall international marketing strategy and competitive status in the UK market.

Japan – Favourable
Another advantage is that Japan offers a favourable economic climate, as it is one of the world's key automotive manufacturing economies, with high research and development investment, advanced industrial infrastructure and a highly skilled workforce. Despite relatively small growth of about 0.1% in 2024, Japan is still investing significantly in innovation and advanced manufacturing technologies that can positively impact Toyota's global operations (OECD, 2024). The relatively low inflation at 2-3% has helped to maintain economic stability as well as support domestic production (IMF, 2024). In Japan, consumers trust and demand Toyota's products, as the brand is the most popular vehicle brand with more than 1.4 million units sold domestically in 2024 (Toyota Motor Corporation, 2025; JADA, 2025). These economic advantages give Toyota a secure base of business in Japan and help it grow overseas and remain competitive in the future.


[bookmark: _Toc237339202][bookmark: _Toc237345702]2.3 Social Factors
United Kingdom – Favourable
The UK offers a positive social climate with consumers becoming more aware of environmental concerns and fuel efficiency. With the rise in environmental consciousness and lifestyle changes, demand for hybrid and electric vehicles continues to grow. But advanced safety technologies, reliability and after-sales services also rank highly for British consumers and are well in keeping with Toyota's brand image. Such consumer trends allow Toyota to enhance its position in the market by developing sustainable products and adopting marketing strategies that cater to the needs of its customers (SMMT, 2025; Deloitte, 2024).
Japan – Favourable
The social environment in Japan is favourable for Toyota as consumers are very concerned about product quality, reliability, safety and technological innovation. The country's environmental consciousness has also led to more demand for hybrid and fuel-efficient cars, Toyota's forte. An ageing population, however, has had an impact on the mobility needs of the people and on greater demands for safer and more accessible vehicles. The social trends are fostering continued development of innovative and customer-oriented mobility solutions (Toyota, 2025; OECD, 2024).
[bookmark: _Toc237339203][bookmark: _Toc237345703]Cultural Factors:
[bookmark: _Toc237339204][bookmark: _Toc237345704]Hofstede cultural dimension framework for Japan and United Kingdom
The Cultural Dimensions Framework developed by Hofstede is a framework that is used to compare national cultures and to understand how cultural values can affect business practices and consumer behaviour in international markets. It measures six dimensions: power distance, individualism, masculinity, uncertainty avoidance, long-term orientation and indulgence, which can help companies tailor their marketing and management approaches. The use of Hofstede's framework by Toyota can explain some of the cultural differences between Japan and the United Kingdom, making this an effective framework for international marketing and strategic decision-making (Hofstede, Hofstede and Minkov, 2010; The Culture Factor Group, 2025).
[image: ]
Source: https://www.theculturefactor.com/country-comparison-tool

1. Power Distance
United Kingdom (35): United Kingdom scores low with 35, meaning that equality, fairness and equal opportunities are important values in their culture. Organizations tend to operate in a democratic manner with the employees having the chance to voice their opinions and be involved in decisions. Managers are seen as coaches, not as figures of authority, fostering an environment of openness and collaboration and enabling innovation. This culture helps to engage employees and influence decisions based on customer needs, which improves the overall performance of Toyota UK (The Culture Factor Group, 2025).
Japan (54): Japan is moderately hierarchical with respect for authority and seniority being important. Decision making and implementation is consensus based and will need to be signed off at various levels of management. There is hierarchy but promotion is highly based on merit, years of service and commitment, not just on rank. For Toyota, this cultural approach helps to foster teamwork, quality management and continuous improvement, and it also helps to ensure the stability of the organization in the long term (The Culture Factor Group, 2025).

2. Individualism
United Kingdom (76): Britain ranks 76 and is a very individualistic society. Individuality is encouraged, personal freedom is valued and individual success is sought. Staff are driven by their achievements, their career progression and recognition and consumers want products reflecting their own lifestyles. Toyota's marketing strategy in the UK focuses on innovation, convenience and customer choice, a message driven by The Culture Factor Group (2025).

Japan (62): Individualism is moderate, group loyalty is strong with a score of 62 for Japan. Personal responsibility is valued but people are dedicated to organisational objectives and a team's success. Staff sometimes feel very connected to their employers and are willing to foster collaboration and long-term partnerships. This cultural characteristic helps to foster Toyota's team-oriented work ethic and its reputation for reliability and quality (The Culture Factor Group, 2025).

3. Motivation towards Achievement and Success
United Kingdom (66): The UK has a high achievement orientation, with high values for success, ambition and performance. The British are modest in their communication, but employees are driven by career advancement, rewards and professional growth. The Culture Factor Group (2025) identifies some benefits of this culture for Toyota: Toyota has a culture that encourages innovation, excellent customer service and continuous performance improvement.
Japan (95): Japan ranks 95 in the world and is one of the most achievement-focused cultures. Teamwork, continuous improvement and excellence, not competition, are the keys to success. The philosophy of monozukuri(craftsmanship) is providing high product quality and operational efficiency, which is the basis of Toyota's manufacturing excellence around the world (The Culture Factor Group, 2025).


4. Uncertainty Avoidance
United Kingdom (35): The UK has low uncertainty avoidance, meaning that they are comfortable with change, innovation and flexibility. Organisations are prepared to change strategies according to the changing market conditions, fostering creativity and entrepreneurship. Toyota thrives in this setting by bringing in innovative vehicle technologies and adapting to evolving customer demands in a timely and relevant manner (The Culture Factor Group, 2025).
Japan (92): Japan has a strong preference for reducing uncertainty through planning, rules and risk management with a score of 92. Businesses thoroughly consider decisions before implementation and minimize potential risks. The Culture Factor Group (2025) argues that this cultural approach is responsible for Toyota's focus on quality control, product testing and operational efficiency, which has led to its reputation as a globally recognised brand.


5. Long-Term Orientation
United Kingdom (60): Britain is pragmatic and future-oriented with a score of 60. Firms are easily able to adjust their established habits to fit the market's needs and are constantly looking for sustainable growth and long-term success. Toyota embraces these values by focusing on hybrid and electric vehicle technologies to address future consumer and environmental needs (The Culture Factor Group, 2025).
Japan (100): Japan has one of the highest long-term orientations in the world with a score of 100. Businesses value sustainable growth, continuous research and development and value to stakeholders in the long term rather than for short-term profit. This cultural approach is a refreshing sign of Toyota's commitment to innovation, cutting-edge manufacturing, and sustainable mobility solutions (The Culture Factor Group, 2025).


6. Indulgence
United Kingdom (69): The UK score is 69, which is an indulgent society where leisure, enjoyment and personal satisfaction are highly valued. Consumers are looking for products that enhance their convenience, comfort and quality of life. Toyota's answer is to provide technologically advanced, safe and comfortable cars, that are suitable to the modern British lifestyle (The Culture Factor Group, 2025).
Japan (42): Japan has a culture of restraint with self-discipline, modesty and social responsibility highlighted. Consumers tend to purchase carefully and make good choices based on quality, durability, and long-term value, and are less likely to do impulse buying. The values of these cultures are quite similar to Toyota's focus on reliability, safety and customer trust (The Culture Factor Group, 2025).

[bookmark: _Toc237339205][bookmark: _Toc237345705]Advantages and Disadvantages of Hofstede's Cultural Dimensions Framework
[bookmark: _Toc237339206][bookmark: _Toc237345706]1.1 Advantages of Hofstede's Cultural Dimensions Framework
The Cultural Dimensions Framework is one of the strengths of Hofstede's model because it reduces the complexities of cultural differences into measurable dimensions and helps organisations compare national cultures and understand consumer and workplace behaviour (Hofstede, Hofstede and Minkov 2010). It offers a systematic way of examining the impact of cultural values on communication, leadership, decision making and marketing strategies in various countries for international managers. Toyota have used Hofstede's dimensions to compare the attitudes of Japanese customers and employees to the United Kingdom, to understand the reasons for the differences. This allows the business to develop marketing campaigns, leadership strategies and business policies to meet the needs of the different markets while keeping the brand image the same throughout the world. It also enables managers to minimize cultural misunderstandings, facilitate cross-cultural communication, and develop effective relationships between customers, employees and business partners, which are essential for international expansion. Hofstede's Model therefore is still useful as a strategic instrument for multinational companies doing business in culturally diverse markets (Minkov and Kaasa, 2022; Hofstede, Hofstede and Minkov, 2010).
[bookmark: _Toc237339207][bookmark: _Toc237345707]1.2 Disadvantages of Hofstede's Cultural Dimensions Framework
Although useful, Hofstede's theory has some drawbacks. It assumes that everyone in the same country has the same values in their culture, which can be an oversimplification. Countries like Japan and UK have regional, ethnic and generational differences which cannot be adequately captured by national cultural scores (Minkov and Kaasa, 2022). Another limitation is that Hofstede's original study involved only IBM employees in his research, so it is not quite clear whether his results reflect the entire national population or not (Hofstede, Hofstede and Minkov, 2010). In addition, cultures are continually evolving due to globalisation, technology advances, migration and evolving consumer habits, so that cultural values may vary from the original research results. Thus, Hofstede's model can be used as an aid to understanding cultural differences, but Toyota must also use the latest market research, consumer insights, and local business knowledge to create effective international marketing strategies and cater to evolving consumer expectations in Japan and the UK (Beugelsdijk and Welzel, 2023).

[bookmark: _Toc237339208][bookmark: _Toc237345708]

2.4 Technological Factors
United Kingdom – Favourable
The United Kingdom offers a good technology environment by promoting the investment of infrastructure for electric vehicles, digital manufacturing and automotive research. The growth of charging infrastructure and smart mobility solutions pave the way for Toyota's shift to electrified vehicles. Furthermore, digital marketing, Artificial Intelligence (AI) and Connected Vehicle (CV) technologies improve customer engagement and operational efficiency. The technological advancements align with Toyota's approach to innovation and its future trajectory in the UK automotive sector (UK Government, 2024; SMMT, 2025).
Japan – Favourable
Japan is considered a technological haven, as it is seen as a leader in the fields of automotive technology, robotics, and advanced manufacturing. Toyota continues to invest in AI, automation, and hydrogen fuel-cell technology, which will help them to become more efficient in their manufacturing processes and create new vehicles. Technological development is also quickened through good cooperation between the government, universities and industry. This progress enables Toyota to continue innovating and fortify its competitive edge in the world market (Toyota, 2025; OECD, 2024).
[bookmark: _Toc237345709]2.5 Environmental Factors
United Kingdom – Unfavourable
The UK also offers a poor environmental outlook due to tight emissions standards and ambitious climate policies seeking carbon emission reductions. Consumers are now increasingly demanding sustainable methods of production from manufacturers and the production of environmentally friendly vehicles. This will necessitate ongoing investment in low emission technologies and recyclable materials which will add to operating expenses. However, these challenges in the environment push Toyota to expand its sustainable product range and improve its corporate image (UK Government, 2024; IEA, 2024).
Japan – Unfavourable
The Japanese environment is not favourable, because the country is implementing increasingly strict carbon reduction policies and increasing pressure for the realization of the target of 'net zero'. To comply with environmental standards in the country and internationally, Toyota needs to make significant investments in cleaner manufacturing processes, battery technology and sustainable supply chains. Moreover, natural disasters like earthquake and typhoon can affect manufacturing and logistics activities. These challenges will not only drive up costs for operations but also further push Toyota to speed up its sustainability efforts (Toyota, 2025; IEA, 2024).
[bookmark: _Toc237345710]2.6 Legal Factors
United Kingdom – Favourable
The United Kingdom has a favourable legal climate due to its extensive laws on consumer protection, vehicle safety and intellectual property. As a result of strict environmental laws, product safety standards and trading regulations following Brexit, Toyota must adhere to these laws while trading in the UK market. Compliance with regulations adds to administrative and production expenses, but the clear legal environment fosters level playing fields and consumer confidence. The legal environment will enable Toyota to continue to grow and expand its marketing business in the UK (UK Government, 2024; SMMT, 2025).
Japan – Favourable
Japan offers an auspicious legal climate with robust IP protection, clear corporate governance and comprehensive automotive safety laws. These laws safeguard Toyota's technological advances and consumer trust and confidence in quality products. While the regulations on environment and vehicle safety increase operating expenses, they also bring stability to the conduct of business. This allows Toyota to run efficiently in their domestic market and help expand into international markets (Toyota, 2025; OECD, 2024).
[bookmark: _Toc237339209][bookmark: _Toc237345711]

Similarities and Differences of PESTEL Analysis of Japan and United Kingdom
The PESTEL analysis reveals that the environment of both Japan and the United Kingdom are conducive to Toyota's international operations, with each market having their own opportunities and challenges. The governments of both countries are stable and promote the development of low-emission vehicles, and the UK Government has further trade restrictions resulting from the consequences of Brexit, whilst Japan's government is more supportive of hydrogen technologies (OECD 2024; UK Government 2024). From an economic perspective, both markets are well-funded, with the UK having increasing demand for hybrid and electric vehicles, and Japan being the manufacturing hub for Toyota. (IMF, 2024; Toyota Motor Corporation, 2025). Socially, consumers from both countries appreciate quality, safety and sustainability, but Japan has an ageing population compared with the UK which has a lifestyle driven demand. Technological and legal, both countries are promoting innovation and have strict regulations. Toyota Motor Europe (2025) and SMMT (2025) concluded that overall, Toyota benefits from adapting their international marketing strategy to these similarities and differences, which increases their competitiveness in both markets.
[bookmark: _Toc237339210][bookmark: _Toc237345712]Comparative STP Analysis of Toyota in Japan and the United Kingdom
Toyota uses Segmentation, Targeting and Positioning (STP) strategy to create marketing strategies that are customer-focused and cater for the differences between consumer behaviour in Japan and the United Kingdom. Toyota achieves global brand unity and local market adaptation, ensuring that its products meet the needs of a wide variety of customers while further enhancing its competitive edge in global markets. The STP framework allows Toyota to determine the market segments that are profitable to them, to choose customer segments that are attractive to them and to position them products in relation to the expectations of their customers, environmental concerns and sustainability trends (Kotler, Keller and Chernev, 2022; Solomon, 2024).

[image: ]
Source: self-created by Gemini

Segmentation

Toyota segments the markets in Japan and the United Kingdom into demographic, geographic, psychographic and behavioural segments to cater to the diverse needs of these markets. The company's target group is young professionals (25-40 years), families, business executives and the elderly customers. The Japanese market has seen a rise in demand for fuel-efficient, easy to drive and compact hybrid cars, including the Prius and Aqua, as well as family cars like the Noah and Alphard. Toyota targets young, eco-minded professionals, middle-income families who are looking for practical SUVs like its Yaris Cross and Corolla Cross, and corporate fleet operators who are looking to cut carbon emissions with low-emission vehicles (Toyota Motor Corporation, 2025; SMMT, 2025).

Geographics

Toyota's product mix is geographically flexible based on regional characteristics. Compact hybrid vehicles are more popular in dense cities in Japan like Tokyo and Osaka due to the lack of space for parking, the high density of traffic, and high cost of fuel, while rural consumers prefer larger and more durable vehicles. In the UK, the implementation of Clean Air Zones and environmental laws is driving increased demand for hybrid and electric vehicles in urban and metropolitan areas, whereas comfort and versatility are driving the popularity of SUVs and crossover vehicles in suburban and rural regions (Deloitte, 2024).


Psychographics

The psychographic market segments for Toyota are eco-conscious consumers, tech fans and value buyers. Toyota's primary focus is on the VALS segment of Thinkers, who prefer reliability, safety and quality, as well as Innovators who are drawn to the advanced hybrid and electric vehicle technologies, and Achievers who relate Toyota vehicles to professional success, reliability, and long-term value. As the awareness of the environment grows, these lifestyle characteristics are becoming more prominent among consumers in both Japan and the United Kingdom (Kotler, Keller and Chernev, 2022; Solomon, 2024).

Behavioural

Toyota segments customers on a behavioural basis, based on benefits sought, usage patterns and brand loyalty. Toyota is known for being fuel efficient, easy to maintain, high resale value and reliable products which attract consumers. Long-term Toyota owners and green-minded consumers are very loyal to Toyota's hybrid vehicle lineup, further cements Toyota's competitive strength in both segments (Toyota Motor Corporation, 2025; J.D. Power, 2024).
The differences show that Toyota cannot use a uniform segmentation approach. Rather, the company fine-tunes its market segmentation based on the demographic shifts and environmental sensitivity as well as regional mobility requirements in each country, allowing for a more customer-oriented international marketing.



Targeting

Toyota's targeting strategies differ between Japan and the United Kingdom because of differences in the behaviour of consumers and the demands for the products. The firm primarily operates a concentrated targeting approach in Japan, targeting those consumers who are loyal and value reliability, safety, fuel efficiency and technological innovation. The strategy has helped Toyota to retain high levels of customer loyalty in its domestic market. Toyota uses differentiated targeting in the United Kingdom, where it markets to several customer segments at once, such as young, professional customers, families, and corporate fleet operators, as well as any customers who are environmentally aware. The models like the Yaris Cross, Corolla Cross, C-HR and the bZ4X are developed to meet the needs of these diverse customer groups while helping the UK transition to sustainable mobility. This strategy allows Toyota to reach as many customers as possible and to reinforce its position in the dynamic automotive market (Toyota Motor Europe, 2025; Kotler, Keller and Chernev, 2022).

Positioning

Toyota's brand image is consistent worldwide with a focus on quality, reliability and sustainability, with the value proposition adjusted to the local market expectation. In Japan Toyota's marketing message is that it is a tech company with a focus on Kaizen (continuous improvement), craftsmanship, product quality and value. In the United Kingdom, on the other hand, Toyota's marketing communications are centered on environmental respect, hybrid leadership, low-cost electrification and new mobility solutions in response to the increasing demand for low-emission cars from consumers. This global standardization and local adaptation approach helps Toyota reinforce its brand equity and stay agile in addressing evolving customer preferences in both markets (Nguyen and Simkin, 2023; Toyota Motor Corporation, 2025).




Perceptual Map Analysis (United Kingdom -Toyota)
Overall, the perceptual map suggests that Toyota is seen as a brand that provides value for money and is good for the environment, appealing to both budget-conscious and eco-conscious buyers in the UK. Toyota is as efficient as the higher-priced brands like BMW and Mercedes, but without the premium price tag, and its quality and reliability is seen as more than what the lower-priced brands offer. This placement aligns with Toyota's commitment to providing customers with reliable, efficient, and eco-friendly transportation options.

[image: Perceptual Map Marketing: A Beginner's Guide to Brand Positioning]
Source: Google
https://www.google.com/search?sca_esv=7eb2debaf3275be8&rlz=1C1CHBF_enIN974IN974&sxsrf=APpeQnvm-M65notPvEyP2SWSxDdl5W4nUw:1785923824141&udm=2&fbs=ABfTbFVyMZGZf1hfvX9uKjN_-G8c4u0nXx4bEIpwm1lnNH832VstEKsVDqPorK0Gahnm2nrruedQ0d32Et2kDhW_DVrEp8lpaMpc9r-8KQhwBwYCq5DTTB89Ck7RRDDkZWr-3jpXev4wtiWXGJD61vcoeX0UEI9y-RkqcI3ZdgoITOkQgZZHu0DjAty0Ujem049tPAqEFdCZ67oXT71iSQ6xZK1G_hREOA&q=perceptual+map+of+toyota+in+uk&sa=X&ved=2ahUKEwiQ04jZnImWAxWNUEEAHa6EAJEQtKgLegQIFRAB&biw=1536&bih=695&dpr=1.25#sv=CAMSURoyKhBlLXpTUF82dnUtTEt6azJNMg56U1BfNnZ1LUxLemsyTToOdG8yZkdjSndxZjVER00gBCoXCgFzEhBlLXpTUF82dnUtTEt6azJNGAEwARgHIL6qhLsMSggQARgBIAEoAQ
[bookmark: _Toc237339211][bookmark: _Toc237345713]
Similarities and Differences between Japan and the United Kingdom 
[bookmark: _Toc237339212][bookmark: _Toc237345714]Toyota is a customer-focused STP company in both Japan and the United Kingdom, as customers choose Toyota for its quality, reliability, and environmental, health and safety benefits. In both markets, the company has a uniform global brand image and supports hybrid and low emission vehicles (Kotler, Keller and Chernev, 2022). But there are some variations in customer needs and marketing strategies. Toyota's targeting strategy for Japan is aimed at the compact hybrid segment, which caters to an ageing population. In contrast, the United Kingdom has a differentiated targeting approach, focusing on young professionals, families and fleet operators for their SUVs and electric vehicles, indicative of a more robust demand for sustainable mobility solutions (Toyota Motor Europe, 2025).
Comparative 7Ps Marketing Mix of Toyota in Japan and the United Kingdom
Toyota follows a balanced marketing mix strategy of providing consistency in the global brand with local market adaptation. It has four key values (quality, reliability and sustainability) that it adheres to, but it adjusts some aspects of its 7Ps marketing mix depending on the changing preferences of consumers, regulations and competitive landscape in Japan and the United Kingdom (Kotler, Keller and Chernev, 2022).
[image: The 7 Ps of Marketing Mix | SkillsYouNeed]
Source: Google
https://www.google.com/search?sca_esv=7eb2debaf3275be8&rlz=1C1CHBF_enIN974IN974&sxsrf=APpeQnuWu1eC-kU9tFueXVV9cuFkPjyW2g:1785924001365&udm=2&fbs=ABfTbFVyMZGZf1hfvX9uKjN_-G8c4u0nXx4bEIpwm1lnNH832VstEKsVDqPorK0Gahnm2nrruedQ0d32Et2kDhW_DVrEfmexCwyVncqqJWDU0Vvgxc6FIBPgVKOgC9S5Fbse6a9-BNuqcgXQ2KnUGfoA1koBdoAhBt0c6UXUgHutpe2GPTeK4U xaNs7cVWlfPfXSX2Y9KNyghXEFc9i7WA0kJfCU3Bxbg&q=7ps+marketing+mix&sa=X&ved=2ahUKEwjUssmtnYmWAxV8W0EAHZWYBVsQtKgLegQIFhAB&biw=1536&bih=695&dpr=1.25#sv=CAMSURoyKhBlLXVBX3Y4dVhMOU01SC1NMg51QV92OHVYTDlNNUgtTToOUnNHVGlhUF9xX1hjUU0gBCoXCgFzEhBlLXVBX3Y4dVhMOU01SC1NGAEwARgHINuVrdoESggQARgBIAEoAQ 

Product: Toyota has a wide variety of products in both countries, but the product line is geared towards local demand. The focus in Japan is on compact cars, hybrid vehicles and mobility solutions inspired by kei cars because of a shortage of space, high fuel consumption and an aging population. On the other hand, UK consumers have grown more inclined to purchase hybrid SUVs, electric vehicles, and family SUVs like the Corolla Cross, Yaris Cross and bZ4X as sustainability policies and new mobility trends take hold (Toyota Motor Corporation, 2025; Toyota Motor Europe, 2025; Deloitte, 2024). Toyota's product strategy is both wide (many types of vehicles to meet the needs of various customers in Japan and the United Kingdom) and deep (several models in each type to maintain the competitive advantage) (Kotler, Keller and Chernev, 2022; Toyota Motor Corporation, 2025).
Example:
Japan 

Product Width : Toyota Home the prefabricated housing and real estate market. 

Product Depth (Examples within One Category): Hybrid Vehicles: Prius, Aqua, Corolla Hybrid, Crown Hybrid

United Kingdom

Product Width: KINTO One: All-inclusive contract hire and leasing for business and private drivers.
KINTO Share: Self-service car sharing platforms utilising hybrid and efficient fleets.

Product Depth (Examples within One Category): SUVs: Yaris Cross, Corolla Cross, RAV4, Land Cruiser
[image: ]
Product in uk 
source: Gemini
[image: ]
Product in Japan
Source from Gemini
Price:
 Toyota uses value-based pricing in Japan and the United Kingdom to align its products with the quality, reliability, and value. Production costs, fluctuation of exchange rates, domestic competition, fuel prices, and local manufacturing efficiency are also factors affecting the price of products in Japan, helping Toyota keep the price competitive and customer satisfaction high. The import costs, inflation, fluctuations in the exchange rate, taxation and the new rules of trade after Brexit, as well as the rising competition in the hybrid and electric vehicle sector, all have an impact on pricing in the United Kingdom. Further, the government incentives for low-emission vehicles and consumer preference for sustainable transport also affect Toyota's pricing. Toyota's continuous price adjustment to meet these economic and market conditions ensures its competitiveness, while still providing value to customers in both countries (OECD, 2024; SMMT, 2025; Toyota Motor Corporation, 2025).

Place: 
Toyota has built up a large network of dealerships and distributors in both countries. Japan is blessed with a well-integrated domestic dealer network and efficient logistics and digital retailing operations. Toyota Motor Europe (2025) states that in the United Kingdom, Toyota adopts a multi-channel sales approach, seamlessly integrating authorised dealerships with online vehicle buying platforms and flexible financing solutions, delivering an omnichannel vehicle buying experience that aligns with changing customer buying habits.
[image: ]
Toyota showroom in the UK 
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Toyota showroom in Japan 
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Promotion: 
Integrated Marketing Communication (IMC) is the synchronization of various communication and marketing tools to convey the same persuasive and coherent image of the brand to the customer at every point of contact (Kotler, Keller and Chernev, 2022). Toyota adopts IMC strategy by combining advertising, digital marketing, public relations, sponsorships, sales promotion and social media to build brand awareness and engage with customers.
Toyota uses television advertising, corporate websites, digital campaigns and dealership events to ensure customers in Japan know they can rely on Toyota and that they will reap the benefits of technological innovation and long-term customer relationships. The Prius Hybrid and Aqua Hybrid, for instance, are marketed by emphasizing their fuel efficiency and safety features and hybrid technology. Toyota further enhances its sustainability brand by its long-term collaboration with the Olympic/Paralympic Games, community programmes and environmental campaigns, which builds consumer confidence and brand loyalty (Toyota Motor Corporation, 2025).
In the UK, the focus of the promotional activities is on sustainability, electrification and digital engagement. Beyond Zero (bZ) is Toyota UK's campaign for models like the Toyota bZ4X, Corolla Cross Hybrid and Yaris Cross Hybrid, which are promoted via digital advertising, social media platforms like YouTube, Instagram, Facebook and TikTok. The company also engages influencers, runs dealership test drive events and has vehicle configurators and finance calculators available online, ensuring an omnichannel customer journey that resonates with eco-conscious customers (Toyota Motor Europe, 2025; NielsenIQ, 2024).


People: 
Toyota is investing in employee training, employee development and customer service in Japan and in the UK, viewing their employees as a major competitive asset. Toyota's business activities in Japan focus on team work, long term employment and Kaizen philosophy of continuous improvement which promotes product quality and operational excellence, consistent with Hofstede's cultural dimensions. Toyota UK is more about empowering employees, engaging customers and offering high-quality service to satisfy changing customer needs. Toyota had around 203,504 employees in Japan and 24,366 in its European business (including the United Kingdom) as of March 2025. Toyota doesn't publish a separate figure for employees in the UK. Through this skilled workforce, Toyota is able to provide a consistent customer experience and uphold its quality, reliability and innovation (Toyota Motor Corporation, 2025; Toyota Motor Europe, 2025).


Process: 
The Toyota Production System (TPS) is used at Toyota in Japan and in the United Kingdom to guarantee the high quality of its products, operational efficiency and customer satisfaction. TPS uses the Just-in-Time (JIT) production and the Jidoka system to reduce waste and ensure quality in manufacturing. Additionally, Toyota boosts customer convenience by enabling online vehicle configurations, digital service booking and after-sales service support (Toyota Motor Europe, 2025). The complaints are dealt with in a structured way, where the concern is raised through an authorised dealership, customer service centre or online platforms and investigated by a specialist team, resolved through repairs, warranty service and/or recall (where applicable) and followed by feedback from the customer for the purposes of continuous improvement as part of the Toyota’s Kaizen philosophy (Toyota Motor Corporation, 2025; Toyota (GB) PLC, 2025).

Physical Evidence: Toyota's premium yet accessible brand image is enhanced by modern dealerships, consistent brand and quality of service environments in both countries with digital showrooms. In Japan, dealerships emphasize technological advancements and precision, and in the UK, they are increasingly focusing on sustainability, featuring displays of electric vehicles, interactive technologies, and environmentally friendly retail spaces, fostering trust and credibility among customers (Toyota Motor Corporation, 2025; Deloitte, 2024). 
[image: ]
Source: https://www.toyota.co.uk/
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Similarities and Differences in the 7Ps Marketing Mix 
The 7Ps comparison shows that Toyota has a uniform marketing strategy and has tried to adjust their marketing mix to the local market conditions in Japan and the United Kingdom. Toyota has highlighted the importance of value based pricing, sustainability, customer satisfaction, reliability and quality in both countries, as well as the need to build up dealership networks, develop employees and implement the Toyota Production System (TPS) and integrated marketing communication (IMC). There are some differences among the marketing mix, though. Toyota's devotion to compact hybrid cars, the traditional dealer network, teamwork, and the Kaizen philosophy is essential to addressing the needs of an aging population and dense urban environment in Japan. On the other hand, Toyota focuses more on hybrid SUVs, electric vehicles, omnichannel distribution, and digital marketing and customisation of customer experience in the UK to cater to shifting consumer preferences and environmental policies. The adaptations help Toyota maintain a consistent brand image globally while remaining responsive to local markets, further bolstering its global competitive edge in both markets (Kotler, Keller and Chernev, 2022; Toyota Motor Corporation, 2025; Toyota Motor Europe, 2025).

[bookmark: _Toc237339214][bookmark: _Toc237345716]Market Entry Strategy: Toyota in the United Kingdom
Toyota's U.K. presence is made up of foreign direct investment (FDI) in the form of wholly owned manufacturing subsidiaries and a robust distribution system. This approach has allowed Toyota to become fully independent, ensure a quality product and safeguard its technological prowess, while also being able to respond to the fluctuations in the UK automotive market (Toyota Motor Europe, 2025). One of the key achievements has been the introduction of Toyota Manufacturing UK (TMUK), which produces vehicles and engines locally, cutting transportation expenses and streamlining supply chain operations (Toyota Motor Europe, 2025).
Toyota has enjoyed a number of strategic benefits from its wholly owned subsidiary. Local production gives the company the ability to meet customer demand rapidly, meet compliance with UK regulations and enhance suppliers and dealer relationships. It also helps Toyota's long-term sustainability initiatives by minimizing carbon emissions from imports and funding the manufacturing of low emission vehicles. Dunning and Lundan (2021) and Hill (2022) argue that FDI offers multinational companies more operational flexibility than exporting or licensing; better brand control and competitive advantage in global markets. Moreover, Toyota has been investing in hybrid and electric vehicle technology in the UK, as part of the government's plans to become a net zero nation and where there is increasing demand for sustainable mobility (SMMT, 2025).
Although this market penetration approach could yield these advantages, it is also a considerable financial commitment, and will also bring Toyota economic risks, regulatory uncertainty and trading hurdles after Brexit. The automotive industry in the UK has seen higher production costs and supply chain disruptions, which has raised the risks for operations for the automotive manufacturers (OECD, 2024). However, Toyota's long-term investment philosophy, and its manufacturing prowess and dedication to continuous innovation, have helped the company stay competitive. In general the fully owned subsidiary strategy has proved very successful in helping Toyota sustain growth and build its market share in the UK automotive market.

[bookmark: _Toc237339215][bookmark: _Toc237345717]Ethical Issues Related to Toyota's Marketing
[bookmark: _Toc237339216][bookmark: OLE_LINK1][bookmark: _Toc237345718]1.1 Ethical Marketing Examples (United Kingdom)
1. Product (Ethical Marketing)
Toyota ethically promotes its hybrid and electric vehicles by giving consumers clear and honest data on fuel efficiency, CO₂ emissions, safety ratings and vehicle performance, including the bZ4X and the Corolla Cross Hybrid and Yaris Cross Hybrid. This allows customers to make informed choices when buying, and reflects Toyota's dedication to environmental responsibility and transparency. Toyota's use of verified data enhances customer trust and solidifies its reputation for quality and sustainability, further emphasizing the advantages of using verified data in marketing claims (Toyota Motor Europe, 2025; Ferrell, Fraedrich and Ferrell, 2023).

2. People (Ethical Marketing)
Toyota's authorised dealers in the UK dedicate resources to training their employees to deliver the right advice on the products they sell, the clarity of the financing details and their after-sales support. Sales staff provide information on the characteristics of the vehicles, the terms and conditions of the guarantees, and the prices of servicing, so that the customer can choose the vehicle that is most suitable for them, rather than push them to buy the vehicle. This is customer-focused, which enhances satisfaction, fosters long-term relationships, and demonstrates ethical marketing principles that are fair, transparent, and responsible (Toyota Motor Europe, 2025; Ferrell, Fraedrich and Ferrell, 2023).

[bookmark: _Toc237339217][bookmark: _Toc237345719]1.2 Unethical Marketing Examples (United Kingdom)
1. Promotion (Unethical Marketing)
Toyota has been accused of giving more attention to its hybrid vehicle lead than growing its fully electric vehicle line-up faster than other carmakers, including Tesla and BYD. Environmental groups claimed that this may lead to a false sense of security about Toyota's green credentials, suggesting that it may be a form of 'greenwashing' and that its promotional messaging does not align with the company's long-term electrification plans (Greenpeace, 2024).
2. Process (Unethical Marketing)
[bookmark: _Toc237339218]Toyota's global vehicle recalls of the past have been a reminder of the need for clear communication during product safety incidents. The company beefed up its quality controls and recall protocols, but some critics said that a failure to quickly report certain vehicle issues hurt customer confidence. Ethical marketing demands that organisations react swiftly, give the consumer accurate information and be able to deal with complaints effectively. The incidents show that the process part of marketing mix has a negative impact on brand reputation and consumer trust (Ferrell, Fraedrich and Ferrell, 2023; Toyota Motor Corporation, 2025).
[bookmark: _Toc237345720]Recommendations
[bookmark: _Toc237345721]Recommendation for Japan
Toyota needs to invest more in hybrid and hydrogen technologies and increase its presence in Japan with a focus on the development of battery electric vehicles (BEVs). Toyota should continue to diversify its compact electric car lineup and boost its research and development efforts in autonomous driving and intelligent production, as Japan's ageing population and preference for smaller, more fuel-efficient cars are driving the growth of the market. By adhering to the Kaizen philosophy and investing in research and development, Toyota will continue to lead the way in technology and help Japan achieve its carbon neutrality targets (Toyota Motor Corporation, 2025; IEA, 2024).
[bookmark: _Toc237345722]Recommendation for the United Kingdom
Toyota needs to increase its EV range in the UK as demand for EVs and environmental regulations are growing. The company needs to build stronger relations with EV charging companies, develop digital marketing strategies with personalised customer engagement and boost the omnichannel retail experience. Increased transparency in reporting on sustainability and responsible battery sourcing will further enhance consumer confidence and bolster Toyota's market position in the UK automotive sector (Deloitte, 2024; OECD, 2023).
Overall Recommendation
Globally, Toyota needs to persist with a glocalisation approach to both markets, with its global brand image for quality, reliability and sustainability, and localised product offerings, pricing and promotion. This will enhance the brand equity, help to build customer loyalty and foster long-term sustainable growth in international markets (Kotler, Keller, and Chernev, 2022; De Mooij, 2021).


[bookmark: _Toc237339219][bookmark: _Toc237345723]Reflective Account: Gibbs Reflective Cycle
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1. Description
This report has analysed the international marketing strategy of Toyota in Japan and the UK through PESTEL, Hofstede's Cultural Dimensions, STP and the 7Ps marketing mix. It also considered the ethical marketing problems, market entry strategy and country-specific recommendations of Toyota. The study highlighted the importance of Toyota's strategy of maintaining a consistent approach worldwide while adapting to local cultural, economic, technological, and regulatory variations (Toyota Motor Corporation, 2025).

2. Feelings
I was confident with the basic marketing concepts before beginning this report but was not so confident that I would be able to use the concepts for two different international markets. Comparing Japan with the UK was difficult as there are cultural and consumer expectation differences during the research process. Upon completing the analysis, I was now more confident in my capacity to apply the theories of marketing to a real-life multinational company, and appreciate the significance of local adaptation (Kotler, Keller and Chernev, 2022).

3. Evaluation
One of the main strengths was combining a number of frameworks to get a more holistic picture of Toyota's strategy. I also used evidence from the company and industry in recent years to reinforce my arguments. However, originally, I used too much descriptive information and saw the need for more critical analysis. I also found some areas where I can improve my academic referencing and source selection and comparison between the two markets (Toyota Motor Corporation, 2025; Deloitte, 2024).


4. Analysis
The use of Hofstede has enabled me to gain insight into how cultural differences impact marketing decisions, and STP has enhanced my segment identification and comparison skills. The 7Ps framework helped me to understand the interdependency between product, price, place, promotion, people, process and physical evidence. In general, I was able to improve my critical thinking, comparative analysis, research, and strategic decision-making skills (The Culture Factor Group, 2025; Kotler, Keller and Chernev, 2022).

5. Conclusion
This report helped me gain a better understanding of how to apply theoretical concepts to a practical business case. Gained more confidence in secondary research, evidence and strategic recommendations. Most importantly, I learnt that in order to be successful in international marketing, one must have consistency along with responsiveness. Furthermore, I enhanced my knowledge on the relevance of culture, consumer behaviour and market conditions on international marketing decisions (Kotler, Keller and Chernev, 2022).

6. Action Plan
If I were to do this report over again, I would change my time management and make earlier research and writing schedule. I would also incorporate more academic journal articles that have undergone peer review and would enhance academic writing and systematically check my Harvard referencing before submitting. Also, more time would be devoted to making critical comparisons and less to describing information. This would enhance the academic value and the clarity and credibility of my future assignments.
[bookmark: _Toc237339220][bookmark: _Toc237345724]Conclusion
This report critically analysed Toyota's international marketing strategy by applying PESTEL analysis, Hofstede's Cultural Dimensions, the STP framework and the 7Ps marketing mix to Toyota in Japan and the United Kingdom. The results show that Toyota is able to achieve the global standardisation and the local market adaptation to meet the differences in consumer behaviour, culture and market conditions. The UK has a solid base with technological innovation, manufacturing excellence, and customer loyalty; however, the UK is also attractive for growth due to rising demand for hybrid and electric vehicles, digitalisation and sustainability. The analysis also shed light on the role of ethical marketing, honest communication, and responsible supply chain management in building trust among the stakeholders. Toyota's ongoing investment in electrification, combined with innovative marketing initiatives tailored to customers and culturally relevant marketing messages, will enhance its competitive edge and sustainable growth. In general, Toyota's approach of maintaining a consistent global brand while being locally responsive will ensure the company's continued success in mature automotive markets (Kotler, Keller and Chernev, 2022; Toyota Motor Corporation, 2025).
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