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Executive Summary
The paper critically examines Toyota's international marketing strategy by comparing its marketing operations in Japan with the UK. It discusses the political, economic, socio-cultural, technological, environmental and legal factors that impact on Toyota's marketing strategies through a PESTEL analysis and Hofstede's Cultural Dimensions are used to analyse cross-cultural differences that impact on consumer behaviour. The STP (segmenting, targeting and positioning) strategy and international marketing mix (7Ps) of Toyota are also compared with the other two countries. Toyota's market entry strategy into the United Kingdom is evaluated and critically analysed by examining the reasons for choosing to enter the U.K. market, its benefits and challenges. Real business examples are also provided to evaluate the ethical issues relating to Toyota's marketing practices. The results are used to make evidence-based recommendations to enhance Toyota's marketing performance abroad. The second section is a reflective account that draws on Gibbs' Reflective Cycle, shows an understanding of the research, analysis and preparation of the report, and identifies learning outcomes and future professional development. The report brings together the latest academic studies, industry reports and quantitative market data to give a complete analysis of Toyota's international marketing strategy.
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[bookmark: _he1tt8gjspb5][bookmark: _Toc237120816]Introduction
International marketing allows multinational organisations to reach markets outside of their own country by adjusting the product, marketing mix and business operations to suit the differing economic, political and cultural environments (De, 2022). Toyota Motor Corp has managed to carve out a global presence by harmonising standardisation with adaptation at the local level. The report makes a critical comparison of Toyota's marketing strategy for international marketing in Japan and the United Kingdom and looks at the macro-environment, cultural factors, STP strategy, marketing mix, market entry strategy and ethical marketing in both countries. The report ends with some strategic recommendations for Toyota and a reflective analysis of the research and report writing process in terms of Gibbs' Reflective Cycle.
[bookmark: _jel2vof60am9][bookmark: _Toc237120817]Company Background
Established in 1937, Toyota Motor Corp. has grown to become one of the world's biggest automakers with operations in over 170 countries and regions (Alam, 2025). It produces cars, buses, hybrid, plug-in hybrid, battery electric and hydrogen fuel-cell vehicles under various brands such as Toyota, Lexus, Daihatsu and Hino (Toyota, 2026a). The Toyota Production System, or TPS, is the long-term corporate philosophy that Toyota has adopted, stating that continuous improvement (Kaizen), waste reduction and quality management are the keys to sustaining a Toyota competitive advantage (Palhau et al. 2024). Toyota was able to stay as one of the largest automotive manufacturers in the world, with consolidated revenue of roughly ¥48.0 trillion (about US$315 billion) and global car sales over 10.8 million, according to the company's FY2025 Annual Report (Toyota, 2026b). The demand for reducing emissions in transportation remains high, with hybrid electric vehicles comprising a significant competitive advantage (Alanazi, 2023).
[image: ]
Figure 1: Revenue and sales of Toyota
(Source: Toyota, 2026b)
Toyota's headquarters, research and development centre, and biggest production base are still in Japan, and one of Toyota's most strategic European markets is the United Kingdom (Aoki, 2026). Toyota entered the UK through its UK manufacturing operation, Toyota Motor Manufacturing UK (TMUK), in 1992 and now has vehicle production at Burnaston in Derbyshire and engine production at Deeside in North Wales (Toyota, 2026). The plants have already been operational for over five years, consistently delivering over five million vehicles since then, in the face of the evolving automotive scene even in the UK, from Brexit to the emergence of electric vehicles.
[bookmark: _1hwn4taid8co][bookmark: _Toc237120818]Comparative Analysis of the Macro Environment
For multinational organisations, the macro-environment has a major impact on the opportunities to market and the potential risks to be faced, as well as the demand for the product or service (Drabik, 2022). PESTEL analysis helps Toyota analyse the external factors that will influence its strategic position in Japan and the UK. 
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Figure 2: PESTEL Analysis
(Source: Self-created)
The six external factors that affect Toyota's international marketing strategy are shown in the framework. A comparison of each dimension draws attention to the need for standardisation and localisation in marketing strategies.
Political (Both Favourable)
The Japanese political landscape is very favourable for Toyota because the auto industry plays a significant role in the country's economic development, and industrial policy still plays a strong role in the promotion of technological innovation (Heppines and Munir, 2026). Political uncertainty is minimised through the home market as well, because Toyota is so familiar with it. The UK is also politically secure, although Brexit has raised other customs and regulatory challenges for automotive supply chains (Masterman, 2022). However, the Zero Emission Vehicle (ZEV) Mandate in the UK sets a policy trajectory for the transition towards ZEVs, with a commitment of 33% of new car sales to be ZEVs by 2026, followed by 80% by 2030 (GOV, 2026). As such, the political environment is favourable in both countries, with Japan being more familiar with the institutions and the UK having more policy incentives for ZEVs.
Economic (Mixed)
The Japanese car market is still significant and has a high-income level, with its nominal gross domestic product for the year 2024 reaching around US$4.19 trillion (Thedailystar, 2026). However, the growth of real GDP in 2025 was just 1.1%, and is expected to be 0.8% in 2026, which shows a lack of underlying growth (IMF, 2026). Household purchasing power may also be dampened by inflation and ongoing cost-of-living pressures.
The recent momentum of the UK economy is slightly higher: real GDP rose by 1.3% in 2025 and GDP by 0.6% in Q1 2026 (ONS, 2026). Nevertheless, the costs of financing and living costs may limit discretionary purchases. In both markets, Toyota continues to see a commercially viable but economically low demand. The maturity of Japan dampens volume growth while the comparatively robust growth of the UK offers more potential demand but more price sensitivity.
Social Factors (Japan Moderately Favourable; UK Favourable)
Social and demographic changes are important determinants of vehicle choice in both countries. Japan is one of the most aged countries in the world, with around 30% of the population being over 65 years old (Sakamoto, 2025). This is because the ageing population puts pressure on the need for dependable, safe, and fuel-efficient vehicles that need little maintenance. The social environment in Japan is mixed. In 2025, its population dropped to 123.05 million (down 2.5% from 2020), causing a structural constraint on domestic vehicle demand (STAT, 2026). In fact, there are aspects where consumers grow older and demand more for safe, reliable and accessible mobility, the aspects in which Toyota has more strengths.
[bookmark: _Toc237120819]Electrified mobility has greater potential in the UK. In 2025, 528,000 ZEVs were newly registered, representing 23% of total new car registrations, and this number rose 24%, compared to 2024 (GOV, 2026a). As such, both countries are concerned with safety, quality and reliability; however, Japan's population is ageing and shrinking, while the UK's demand growth is characterised by electrification. 
Hofstede's Cultural Dimensions
International marketing is also greatly influenced by culture, as it affects the values, buying patterns, and communication preferences of the consumers. The Cultural Dimensions offer a structured set of tools that allow comparison between national cultures and help understand how MNCs adapt their marketing strategies across countries (Vlasenko, 2023). Toyota is required to strike a balance between consistency and adaptation to the local market, as shown by the Hofstede comparison, which highlights notable differences between Japan and the United Kingdom in all six of the cultural dimensions. Japan's cultural scores are compared with those of the United Kingdom in the chart below. The biggest gap is in uncertainty avoidance, long-term orientation, and indulgence, which is why Toyota has to have different marketing strategies in the two markets.
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Figure 3: Country Comparison
(Source: Theculturefactor, 2026)

Technological Factors (Favourable in both markets)
Japan offers Toyota a significant technological edge with its advanced manufacturing system and expertise in hybrid, hydrogen, robotics, and mobility technology. Japan is still a world leader in robotics, in advanced manufacturing and in innovation of hydrogen fuel cells, and Toyota has been spending a substantial amount of money on hydrogen research and development, about ¥1.3 trillion annually (Mreport, 2026). Toyota's technological investment is so large that it enables continuous product and process innovation. It is also transforming to connected, automated, shared and electrified; that is its global 2025 results (Toyota, 2026c).
The UK's technology landscape is also favourable, especially for EV adoption. As of 1 April 2026, there were 119,080 public EV charging stations in the country (27,372 of which were rapid or faster chargers) (GOV, 2026b). This decreases the infrastructure challenges for electrification. The difference is, however, that Toyota has greater manufacturing and R&D benefits in Japan, and greater market-facing benefits in the UK, as it relates to EV infrastructure and digital mobility (Hietanen, 2022).
Environmental (Favourable Opportunity)
Both countries offer opportunities for Toyota's electrified portfolio due to environmental trends. Japan's 2050 carbon neutrality policy has been pushing for cleaner mobility, which in turn supports Toyota's hybrid and hydrogen initiatives (Japan, 2026). The Japanese government has pledged to become carbon neutral by 2050, which is a push for cleaner mobility and, in turn, has aided Toyota's hybrid and hydrogen plans. The UK has also pledged to achieve net zero and is issuing more significant direct incentives for car manufacturers via the ZEV Mandate (Commonslibrary, 2026). The UK target is to move from 22% in 2024 to 80% in 2030, putting significant pressure on both the market and regulation for Toyota to grow its BEV share (GOV, 2026).
The key similarity is that both markets will reward lower-emissions mobility; the key difference is the pace and force of the transition. This means environmental forces are good for businesses but bad for strategy: the desire for cleaner cars is commercially beneficial for Toyota, but lack of BEV development is strategically challenging the UK competitiveness of the business.
Legal (Favourable)
The vehicle safety, emissions and conformity standards are both very high standards, which helps to reinforce Toyota's quality and reliability reputation. The existing regulatory framework in Japan is well known to Toyota and is similar to its quality control systems. Brexit creates a more complex regulatory landscape in the UK. Great Britain now has its own type-approval system, with M and N category vehicles needing complete GB or UKNI type approval for production for sale from February 2026 (Vehicle, 2026). These results in higher compliance obligations, but sound safety and environmental measures also assure credible manufacturers and build confidence among consumers. In conclusion, legal conditions are generally good in both countries, with Japan offering more regulatory experience and the UK offering more compliance challenges.
Similarities and Differences 
Similarities: Japan and the UK have high vehicle safety and environmental standards, advanced automotive industries, high incomes, and are politically stable. Both governments are proponents of lower-emission mobility, and consumers are also looking for Toyota's proven quality, safety and reliability in both markets. Both markets are also ripe for technological development, which allows Toyota to take advantage of electrification and connected mobility.
Differences: Toyota is familiar with the Japanese market, has manufacturing capabilities and advantages for R&D, while Japan has population reduction and slow economic growth. The UK is more advanced on electrification with more EV infrastructure, but has more regulatory complexity after Brexit and more pressure to roll out BEVs. Hence, Toyota should focus on demographic adaptation and technological depth in Japan and speed up the marketing of BEVs in the UK, digital marketing and marketing sustainability.
[bookmark: _8k2g7kld7e08]Culture comparison and implications for marketing
Japan has a higher Power Distance (54) than the UK (35), which suggests that they accept hierarchy and authority more than the UK (Theculturefactor, 2026). Toyota can therefore focus on engineering excellence and heritage, and institutional trust in Japan, while UK communication can take a more customer-centric approach. Preferences for personal choice and self-expression (Individualism) are higher in the UK (76) than in Japan (62). Toyota therefore focuses on the lifestyle value and customisation of ownership in the UK, with family reliability and long-term relationships in Japan. Toyota has a strong focus on achievement, technological leadership, precision and Kaizen, reflecting the very high Masculinity (95) level of Japanese society relative to the UK (66). The biggest difference is in the area of Uncertainty Avoidance, where Japan rates 92, and the UK rates 35.
They are more concerned about reliability, information and risk reduction, so Toyota puts more emphasis on technical assurance and after-sales service to meet the expectations of Japanese customers. The score of Japan's Long-Term Orientation (100) is also consistent with Toyota's long-term commitment to hybrid, hydrogen and next-generation mobility, whereas the score of the UK (60) is relatively higher for immediate value (Saragih and Muharam, 2023). Lastly, the UK's higher Indulgence (69) compared to Japan's (42) lends itself to more lifestyle and emotional branding opportunities. However, Hofstede's model tends to generalise national cultures because it does not account for regional and generational differences and uses older cultural information (Osiobe et al. 2025). 
[bookmark: _nvo6vcs0a5u0][bookmark: _Toc237120820]STP Analysis
The STP strategy of Toyota is the combination of consistency and adaptation in different parts of the world. The company's fundamental business philosophy, quality, reliability and innovation, is the same in all markets, but some customer segments, target markets and positioning are adapted to the economic situation, consumer preferences, and cultural differences in Japan and the United Kingdom. Such an adaptive strategy will help Toyota stay competitive and meet the local market.
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Figure 4: STP Framework
(Source: Self-created)
The framework shows how Toyota has a unified global brand and how they segment and positions itself within the global market, taking into account the customer characteristics across the two countries: Japan and the United Kingdom.
Segmentation
Toyota segments its markets in various ways in Japan and the UK. Demographically, the ageing population in Japan is vital, as are older consumers, families and safety-conscious households, whereas the UK offers opportunities to working professionals, families and business/fleet users (Gustafson and Clark, 2026). The geographical factor is that dense urban areas are more favourable for compact and fuel-saving vehicles due to limited parking, whereas rural areas have a higher demand for versatile vehicles (Chinen et al. 2024). In the UK, there are urban-rural differences and regional accessibility to charging stations that play a role in segmentation. Toyota can thus sell compact hybrid cars in high-density cities in Japan and more aggressively sell SUVs and electrified vehicles in the regions in the UK.
Psychographically, Japanese consumers' higher uncertainty avoidance (92) makes them receptive towards products associated with reliability, security, technical certainty and clear product ownership. Individualism (76) and indulgence (69) are on the rise in the UK, encouraging segments looking for a lifestyle, convenience and sustainable mobility, and this is especially true of the UK. This illustrates that Toyota's segmentation is not just demographic; it reflects the link between the characteristics of people and their cultural and behavioural motivations.
Targeting
Toyota uses a differentiated targeting strategy in the two countries. In Japan, the growth segments are families, older consumers, and urban users who are looking for reliable, compact and efficient mobility. Toyota is focused on families, professionals, consumers who care about the environment and fleet operators in the UK, and hybrid and electric vehicles are the key to their value proposition (Pappas et al. 2023). Therefore, the difference is not so much the nature of the emphasis, as the strategy; demographic ageing and reliability were the concerns in Japan, whilst sustainability, lifestyle and fleet value were the concerns in the UK.
Positioning
Toyota's local emphasis of its position is consistent on a global level with quality, reliability, safety and technological innovation. Its Japanese heritage and engineering trustworthiness give it a positioning that focuses on reliability in long-term mobility in Japan (Autio, 2024). Toyota is more focused on hybrid knowledge, reduced emissions, efficiency, and mobility in the UK. This adaptation is being done strategically since it is a connection between Toyota's brand equity and other local customer priorities.
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Figure 5: Perceptual Framework
(Source: Self-created)
[bookmark: _x34ahqc4axqj][bookmark: _Toc237120821]Marketing Mix (7Ps)
The 7Ps marketing mix is an additional extended marketing mix that can be used to design and build marketing strategies by considering the Product, Price, Place, Promotion, People, Process and Physical Evidence (Kabak and Sevim, 2024). It assists organisations to meet customer needs and take into account market conditions when developing their value proposition. International companies will find the framework to be helpful for strategic adaptation in various cultural and economic contexts.
Toyota uses a glocalisation approach, having a recognised brand internationally, while tailoring marketing mix components to what is found in Japan and the UK, in respect of the economic environment, consumer preferences and regulations. The company's commitment to quality, safety and innovation has not changed, but each of the 7Ps has its degree of localisation to maximise customer value and competitive advantage.
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Figure 6: Marketing Mix Framework
(Source: Self-created)
The framework shows Toyota's balanced strategy for global standardisation/ local adaptation based on the seven elements of the marketing mix in the United Kingdom and Japan.
Product
Toyota has a wide range of products in both countries, but the product strategy depends on the respective local markets' needs. The company sells compact cars, hybrid vehicles, luxury Lexus models and mobility solutions for cities around the world in Japan. There are also various models available for domestic consumers, which are not available abroad, and are specific to Japan's road conditions and customer preferences. Toyota's UK product lineup is more geared towards hybrid passenger cars and SUVs, such as the Yaris Hybrid, Corolla Hybrid, C-HR Hybrid and RAV4 Hybrid. The focus on the product fits the growing consumer demand for low-emission vehicles and government initiatives aimed at transport decarbonisation (Linkov, 2025). Hybrids are Toyota's main selling point, but the UK is also seeing an increase in battery electric vehicles. The UK product strategy is more heavily weighted towards environmental regulation than domestic consumer tradition, whereas this is not the case for Japan.
Price
Toyota have a value-based pricing approach instead of a low-price-based approach. Domestic production cuts down on logistics expenses and allows Toyota to keep competitive prices while providing state-of-the-art technology and quality products in Japan. Consumers tend to have a longer time horizon for reliability and are less price sensitive for Toyota (Zhang and Ihara, 2025). In the UK, however, factors like import costs, taxes, and exchange-rate moves, plus tougher environmental laws, all affect prices. Hybrid cars are generally more expensive than standard petrol models, but Toyota touts their benefits of better fuel efficiency and reduced maintenance expense as benefits of their lifetime ownership cost (Soszynska et al. 2024). It is a strategy favoured especially by households and fleet operators, which want to maximise cost-effectiveness throughout the life of the vehicle, rather than just the purchase price.
Place
Toyota has established a very efficient distribution network in both countries. It has a vast nationwide network of dealerships and its own manufacturing and supply chain (Abdeldayem et al. 2023). Manufacturers, suppliers and dealerships are able to work closely together and have products available quickly, with reliable after-sales service. The UK distribution strategy consists of Toyota Motor Manufacturing UK and a network of authorised dealers throughout England, Scotland, Wales and Northern Ireland. Digital channels have grown vital, with customers being able to arrange vehicles, finance and book servicing online before coming to a dealership (Kanojia and Rathore, 2025). Toyota's UK distribution system, therefore, is more blended than the domestic market in relation to customer engagement through both digital and physical means.
Promotion
Toyota's marketing tactics are vastly different. Advertising in Japan promotes engineering excellence, safety, innovation, and brand heritage, which strengthens brand quality, durability and social contribution. Promotion is now becoming more focused in the UK on sustainability, hybrid technology and lower running costs, with the use of TV, social media and digital marketing to promote environmental benefits (Putra et al. 2024). Another boost to Toyota's responsible mobility image is sponsorships and involvement in the community, which mirror the emphasis, placed by consumers on environmental performance in their purchase decisions.
People
Human resource scales vary significantly between the markets for Toyota. Toyota Motor Corporation's presence in Japan is particularly strong, with approximately 73,133 employees in the country as of March 2026, contributing to the company's manufacturing, R&D, and business activities (Toyota, 2026). Toyota Motor Manufacturing UK employs around 3,000 people, including agency staff, at its vehicle manufacturing plant in Burniston and engine manufacturing plant in Deeside in the UK, and Toyota's UK headquarters employs over 400 people (Toyotauk, 2026). Both markets adopt Toyota's Production System and focus on employee development, but the size and work of the employees are different; while the majority of employees in Japan are in the manufacturing process, the ones in the UK are more concentrated on manufacturing, sales, marketing and customer-oriented activities.
Process
Toyota's Process is another strength in the competition, and the Toyota Production System is the foundation of lean production, quality assurance, and waste reduction, in both markets. The Standardised processes are more consistent concerning product quality, and the customer-facing processes are more locally adapted (Kaltiainen, 2025). While UK customers are increasingly demanding flexible journeys online, digital or in person, Japanese dealerships focus on structured and relational purchases and after-sales care. Toyota's omnichannel approach thus makes it easier to access the products and services without compromising service quality.
Physical Evidence
Toyota's premium, yet accessible brand image is promoted in both markets by professional staff, clean showrooms and a consistent brand image, all known as the Toyota Physical Evidence. As expectations around sustainability and knowledge of EVs grow, dealerships are now increasingly installing EV charging facilities, sustainability information and digital displays. Cultural expectations of professionalism and trust focus more on dealerships in Japan giving better hospitality services, service quality and fostering long-term relationships (Ashta et al. 2025). These local adaptations add to the credibility without compromising Toyota's worldwide brand consistency.
Toyota's similarities/differences in 7Ps
There are still some significant parallels between Toyota's operations in Japan and the UK. In both markets, the product strategy focuses on quality, safety, reliability and electrification and is not directed towards low-cost competition. Both markets adopt the use of an authorised dealer network, trained employees, and Toyota's quality-focused processes. Likewise, the regular use of the brand and quality of physical facilities create the Toyota global brand.
However, there are significant differences that reflect the conditions in the local markets. Japan is more interested in small cars, durability and after-sales service, due to the ageing population, the high uncertainty avoidance and the high density of urban areas. The UK, on the other hand, focuses more on SUVs, hybrid/electrified mobility, digital buying and sales with sustainability themes. Toyota's customer experience in the UK is therefore more reliant on a range of omnichannel engagement, environmental messaging and fleet value. The core 7Ps are globally consistent, whereas the elements of the marketing mix which are more customer-oriented, such as Product, Promotion, People and Process, are more strongly adapted to the local market.
[bookmark: _xrwaqb2rl047][bookmark: _Toc237120822]Market Entry Strategy 
Toyota came into the United Kingdom via foreign direct investment (FDI), with Toyota Motor Manufacturing UK (TMUK) opening in 1992. Instead of exporting, the company built manufacturing plants locally at Burnaston (vehicle assembly) and Deeside (engine production). The move was part of Toyota's strategy of lowering transport costs, streamlining its supply chain and adapting more effectively to local customer preferences, whilst complementing the company's long-term investment in Europe (Katajamäki, 2024). Toyota's investment policy has borne fruit over the years by producing over five million vehicles through TMUK, which shows the success and sustainability that these investments have brought.
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Figure 7: Market Entry Framework
(Source: Self-created)
The diagram shows the route taken by Toyota to enter the market by FDI, allowing for local production, closer integration in supply chains and greater responsiveness to the demand for the UK and European market. Foreign direct investment has provided many competitive benefits (Li et al. 2022). This decreases reliance on imports, reduces delivery time and ensures easier relationships with suppliers and dealerships. The manufacturing projects have also increased Toyota's brand credibility as an employer and contributor to regional economic development in the UK, improving stakeholder relationships. Moreover, local operations allow Toyota to adapt to the ever-evolving customer preferences, such as the increase in demand for hybrid vehicles andlow-emissionss vehicles.
This strategy also comes with major risks, though, for Toyota. Capital investment is high, so there is a high level of financial risk, and operating costs are susceptible to inflation, a shortage of labour, and changes in energy prices (Ahmadi et al. 2026). Furthermore, Brexit imposed customs processes and rules of origin, which made supply chain management more difficult and costly for manufacturers targeting European markets.
[bookmark: _1j9lrau317vt][bookmark: _Toc237120823]Ethical Issues in Toyota's Marketing Mix 
Toyota's Product strategy is also an example of good ethical marketing, as they promote lower-emission hybrid cars and the efficiency improvements that they can measure; for instance, the 2025 Aygo X Hybrid has an 85g/km CO₂ and has an 18% reduction in its lifetime carbon footprint compared to the previous model (Toyota, 2026a). Second, its Process/Promotion practices incorporate environmental management and communication of the environmental impacts to customers and stakeholders, backed by Toyota GB's 2026 environmental policy (Toyota, 2026b).
However, two practices pose ethical problems. First, in 2023, the ASA ruled against Toyota's Promotion after a complaint was made that advertisements showing the company's SUVs driving through natural environments were considered to promote environmentally irresponsible behaviour and thus were banned in the format shown (ASA, 2026). Second, Toyota's Promotion makes the claim of "environmental", which needs to be handled with care due to the UK advertising rules, which require environmental claims to be substantiated and in line with the product's complete life cycle if applicable.
[bookmark: _Toc237120824]Recommendations
Japan
· Create age-friendly mobility: Toyota should offer more compact cars, as well as cars that are friendlier to older drivers and have better safety equipment, for Japanese consumers. Toyota should increase mobility solutions for older customers by 15% by 2030, with ease of use and driver-assistance technology and local dealer support.
· Invest more in next-generation tech: Toyota should step up funding for hybrid, hydrogen, and connected mobility tech while keeping BEV research ongoing, as Japan has a technological advantage (Dzienis and McCaleb, 2025). The 2030 R&D goal should be to improve battery efficiency, vehicle safety, and autonomous driving capability.
United Kingdom
· Quicken BEV positioning: Toyota should accelerate the expansion of BEV product lines and increase the promotion of sustainability while promoting ZEV transition in the UK. Toyota must increase the proportion of its new car sales in the UK that are BEVs to at least 30% by 2030, backed by better charging and total-cost-of-ownership data.
· Enhanced digital marketing and servicing plus fleet marketing: Toyota needs to build online configuration, finance, servicing and personalised communication into its suite, plus focus on business fleet. The company must reach a 20% rise in qualified digital leads by 2029, and expand its collaboration with fleet operators interested in buying lower-emission vehicles.

[bookmark: _8krk2hpn5l36][bookmark: _Toc237120825]Section 2: Reflective Account
Reflection plays an important role in PG learning as it promotes critical analysis of professional practice and a drive for ongoing improvement (Mufid, 2025). Gibbs' Reflective Cycle was chosen for this report as it offers a systematic way to analyse experiences, look at strengths and weaknesses and create future action plans. 

Figure 8: Gibbs' Reflective Cycle
(Source: Self-created)
Description
This assignment aimed to analyse Toyota's international marketing strategy by comparing the company's activities in the UK and Japan. The research process started with finding data from several academic journals, the corporate publications of Toyota, government reports, and industry sources. Great care was taken to ensure that the analysis was supported by recent evidence and numerical data to enhance the quality and credibility of the analysis. Just as the title suggests, it was not a theoretical discussion of concepts; it was an attempt to consider the application of the concepts in Toyota's business context and to compare and contrast the similarities and differences between the two countries.
Feelings
This was a challenging task at the start of the assignment, as I needed to combine a variety of marketing frameworks into a single report, whilst allowing the report to have a comparative element all along. Reliable and current evidence also needed to be identified, and this involved careful selection of the source to minimise the impact of rapid changes in automotive markets, driven by technological innovation, environmental regulation and changing consumer expectations. As the research was ongoing, my confidence grew, as I could easily understand the impact of cultural, economic and political differences on international marketing decisions by approaching them comparatively. Analysing Toyota also gave me a sense of the value of global uniformity with local customisation for multinational companies. The writing of an extensive amount of information was challenging; however, the report format kept the information organised, ensuring logic while writing.
Evaluation
A feature of my style that I felt was helpful was using a lot of recent academic and industry evidence. The numerical data assisted the analysis of the theoretical frameworks and minimised the amount of unsupported opinion. Throughout the report, comparing Japan and the United Kingdom fostered deeper thinking about the two nations than producing two separate country descriptions. The use of PESTEL and Hofstede was especially useful as macro-environment and cultural factors were complementary in explaining the marketing decisions made by Toyota. The same applies to the link between STP and the 7Ps, which strengthened the relationship between customer behaviour and marketing strategy, leading to a more integrated discussion. Some problems arose while conducting the research, however.
Current market statistics were available from a variety of sources; comparisons needed to be made with great care before choosing the most reliable sources of evidence. There was also a necessity for continual revisions to keep the report analytical rather than explanatory, because of the required balance between description and critical evaluation.
Analysis
This assignment highlighted that the successful marketing of the product in the international markets requires an understanding of the external environment and consumer behaviour. The report revealed that no single model is adequate for analysis of the international markets individually. Rather, a combination of frameworks offers a greater sense of business strategy.
The task also emphasised the need for evidence-based decision-making. Toyota does not copy any solution that was effective in one country to another and incorporates its marketing mix based on regulation, culture and consumer expectations. This strengthened my belief in the need to be strategic and flexible when it comes to international marketing, but not lose the brand uniformity that is important across the globe. As a researcher, I realised that I had to account for the different interpretations of the topic rather than believing anything on its own merits.
Academic journals also showed a range of perspectives on globalisation and local adaptation, which made me feel a need to defend and justify my findings, instead of assuming anything. This method enhanced the credibility and objectivity of the report. Besides, I gained more understanding of ethical marketing. The ethical evaluation of Toyota's responsible actions and the criticism raised on the company proved that ethical decision-making is not just a legal matter, but also very much a matter of reputation and trust in the company.
Conclusion
Overall, my knowledge of international marketing strategy and the academic theory application was greatly enhanced in preparing this report. Developed critical interpretation of evidence and comparative knowledge of international markets and environments in business. The assignment also helped sharpen my research skills and made me use top-notch literature, company reports, and quantitative market data to bolster arguments for strategy.
Action Plan
First, I will enhance my capacity to analyze big data by sharpening skills in understanding market intelligence and business analytics. This will allow me to provide more extensive quantitative evidence in the future to support my strategic recommendations. Second, I should expand my knowledge and understanding of international marketing by reading more modern academic literature on the topics of digital marketing, sustainability, and global consumer behavior. Having an awareness of current trends will improve academic performance and professional decision-making. Lastly, I will keep working on my critical writing skills, this time in a more synthetic manner than descriptive. In future assignments, I will start to gather evidence earlier, be more systematic in comparing multiple perspectives, and have more time to edit to improve the integration of theory and practical application. 
[bookmark: _ikb80fb6lkco][bookmark: _Toc237120826]Conclusion
This report illustrated that Toyota's global marketing success is built upon the capacity to harmonize and adapt, depending on the local market conditions. The comparison of Japan and the United Kingdom revealed significant differences in the political, economic, and cultural environment, which affect Toyota's STP strategy, the marketing mix, and market entry decisions. The company has built up an enviable competitive position with its innovations, product quality and sustainability, but continued investment in electrification, digital marketing and supply chain resilience will be necessary for the future expansion of its business. In reflecting on the research process, I again reinforced my analytical, critical thinking and evidence-based decision-making abilities, which were indeed crucial to the real-world application of international marketing practice in line with academic theory.
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