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[bookmark: _Toc230959500][bookmark: _Toc235631444]SECTION 1: INTERNATIONAL MARKETING REPORT 
[bookmark: _Toc230959501][bookmark: _Toc235631445]1. Introduction 
[bookmark: _Toc230959502][bookmark: _Toc235631446]1.1 Background of Toyota 
Toyota is one of the largest multinational automobile companies. It is recognized for its innovations, extensive global supply chain, and quality management systems. Toyota was established in Japan in 1937 and currently operates in more than 170 countries. In 2025, the company sold almost 11.3 million vehicles around the world (Toyota, 2026a). 
[image: ]
Figure 1: Toyota Car Sales Statistics
(Source: Road Genius, 2026)
The international success of Toyota has been driven by the ability to balance global standardization. 
[bookmark: _Toc230959503][bookmark: _Toc235631447]1.2 Aim of the Report
The report aims to critically evaluate Toyota's international marketing strategies in Japan and India. This will be achieved by examining how macro environmental, cultural, and marketing factors influence business operations in both countries. 
[bookmark: _Toc230959504][bookmark: _Toc235631448]1.3 Overview of Japan and India
Overview of Japan: Japan is Toyota’s home market and is considered one of the most technologically advanced automotive economies. Japan's GDP reached almost USD 4.28 trillion in 2025 (IMF, 2026). Furthermore, Japan remains a global leader in hybrid vehicle adoption and sustainable automotive manufacturing processes. 
[image: ]
Figure 2: Real GDP growth of Japan
(Source: IMF, 2026)
Overview of India: India shows one of Toyota's most effective host markets due to rapid economic growth. India's GDP growth rate is expected to exceed almost 6% during 2025-2026 (The Economic Times, 2025). This makes it one of the fastest-growing economies globally. 
[bookmark: _Toc230959505][bookmark: _Toc235631449]1.4 Structure of the Report
The report consists of two sections to cover international marketing analysis through “PESTEL, Hofstede, STP, 7Ps, market entry strategy models”. The other section will consist of a reflection based on Gibbs’ Reflective Cycle. 
[bookmark: _Toc235631450]2. Macro-Environmental Comparative Analysis: PESTEL Framework 
Political factor 
These government mandate and political stability are highly significant for green mobility which mainly generate divergent strategic risks.   
· Political stability 
[image: ]
Figure 3: Global rank of Japan in Political stability
(Source: theglobaleconomy, 2025)
The global rank of Japan in political stability is 21, and the rate is 1.13 (The Global Economy, 2025). The governmental policy and political stability in Japan are highly influential on the automobile industry, as they promote hydrogen-powered and hybrid vehicles based on environmental regulations. 
[image: ]
Figure 4: Global rank of India in political stability
(Source: theglobaleconomy, 2025)
The political stability of India in comparison to Japan is lower, as the rank of India is 157, and the rate was -0.77 (The Global Economy, 2025).
· Governmental support for electric or hybrid vehicles 
Japan's vehicle fuel efficiency regulations, along with Corporate Average Fuel Economy (CAFE) Standards, are highly significant to promote 100% of electrification of vehicles. 
The government has also focused on increasing 20-30% sales of this EV by 2030 (Influencemap, 2026). In the same way, the Indian government, based on the NITI Aayog scheme, promote 30% EV sales target by 2030 (autocarindia, 2026). 
Strategic Implecation 
The managers of Toyota have adopted pioneer strategy in Japan however in India, it needs to focus on flexible hedge. 


[image: ]
Figure 7: plug-in hybrid vehicles (PHEVs) of Toyota
(Source: Toyota, 2026a)

Economic factor
Ownership model and variability in purchasing are essential for shifting the product sale into the mobility services. 
· Contribution of the automobile market to GDP 
[image: ]
Figure 5: The automobile industry contributes to Japan's GDP
(Source: Toyota, 2025)
As per the above image, the manufacturing scale of Japan’s automobile industry is 70 trillion yen, which contribute 10% on Japan’s GDP. It is also observed that the industry has exported 20 trillion yen in 2025, and from imports, it gains 25 trillion yen (Toyota, 2025). 
· Purchasing power of customers 
The purchasing power and intention of Japanese customers are stronger, as 44.5% customers focus on an eco-friendly approach (Statista, 2026). 
[image: ]
Figure 6: Market of smart car financing in Japan
(Source: Statista, 2025a)
Based on the above image, it is observed that from 2015 to 2025, the customer's expectation for smart cars fully equipped with EV products has increase approx. 700%, which is approximately two trillion Japanese yen (Statista, 2025). In the case of India, from 2024-2025, demand for 6 million units of automobile vehicles has increased among middle-class income people (Niti, 2025). 
Strategic Implication
As per the Deloitte report, approx. 69% Indian customers make their vehicle ownership based on a subscription-based model (Deloitte, 2024). The intention rate to purchase a vehicle based on non-ownership was 41% in India and 6% in Japan (Statista, 2025b). 
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Figure 7: Purchase intention based on non-ownership
(Source: Statista, 2025b)
Social factor 
Demographic trend divergent play significant role for the regional product portfolio. 
· Employment rate in the automobile industry
The automobile industry in Japan is responsible for 8.2% total workforce in Japan (Statista, 2025c). Approximately 5.5 million people in 2025 were involved with the Japanese automobile industry which indicates industrial demand and high people engagement (Toyota, 2025). On the other hand, the automobile industry in India has offered approximately 30 million jobs (26.5 million indirect and 4.2 million direct) in FY2025 (PIB, 2026). 
· Young customers’ engagement with the automobile industry 
Young Japanese mainly focus on the omnichannel market as product sales have increased 34% from 2024-2025 (Counterpoint Research, 2025).
The above evidence shows that the purchase rate of Mercedes has increased 145% in 2024, and the sale of super luxury cars over the price of 325,000 has increased 500%, which also increased by 1% (economictimes, 2025). 
Strategic Implication 
The attitude of Young Japanese has shifted from car ownership to mobility-as-a-service (MaaS) to remain intact with the domestic market. This indicates that young, rich Indian customers' attitudes have changed towards luxury automobile purchase. 
Technological factor 
The demand of Software-Defined Vehicles (SDV) has been increasing within the competitive landscape to digital ecosystem from hardware. 
· Innovation in the automobile industry 
The Japanese automobile industry adopted green and digital transformation, which increased the workforce to 5.54 million people (Tus, 2026). It has transformed towards tech-driven mobility, software-defined vehicle (SDV), and carbon-neutral vehicle. The automobile industry in this market has introduced Advanced Driver Assistance Systems (ADAS), which develop road safety and prevent traffic accidents (Trade, 2025).  
· Digital automobile ecosystem 
The expansion of the automobile ecosystem in India has been transformed towards operational management and customer interaction for both India and Japan. 
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Figure 8: Digital push to increase car sales
(Source: Counterpoint Research, 2025)
The above image shows that the car sales have increased for the Toyota Group by 43% in 2025 in comparison to Counterpoint Research (2025). On the other hand, Indian customers have engaged with the digital ecosystem through the virtual marketing platform and digital finance (The Economic Times, 2026b). 
Strategic Implication 
In the same way, the Indian automobile industry has been shifted towards software-defined mobility (SDV), electric vehicle (EV), and alternative fuel like ethanol and hydrogen blends (Economic Times 2026a).
Legal factor 
Trade packs and safety regulation have highly influence brand reliability and manufacturing cost. 
· Trade agreement 
Japan has focused on developing trade agreements with South America, which helps to get 15% relief on the tax for Japanese manufacturing vehicles (Reuters, 2026). US auto tech companies focus on hybrid vehicle solutions from Japan, which boosts its sale 9.2% HV products in 2024 (Trade, 2026). On the other hand, the free trade agreement between India and the EU is beneficial for pricing imports in the EU as it reduces tax from 110% to 10% (economictimes, 2026c). 
· Safety and quality regulation 
Quality and safety regulation is comparatively strict in Japan, focusing on quality control and safety standards (igarr, 2026). This is beneficial for Toyota to maintain reliability and a strong brand image in this market. However, India has comparatively poor safety regulations, and regulatory practices have frequently changed as per needs. 
Strategic Implication 
Japan’s managers have mainly focus on strict standard as per quality benchmark within Indian competitive market.  
Environmental factor 
It has been tailored the localised environmental pressure focusing on the narrative of carbon neutral. 
· Environmental sustainability policy 
Toyota can design its sustainability commitment as per environmental policy (Ministry of Environment, 2026). The Indian government has strictly focused on carbon emissions in urban areas through emission standards and environmental regulations (MOEF, 2026). 
· Pollution concern 
Japan’s air quality Index indicator takes real-time action for controlling air pollution (iqair, 2026). As per India’s Air Quality Index, the most polluted city is Kanpur, where AQI is 167 (AQI, 2026). 
Strategic Implication 
[bookmark: _ur91g2kdwtyo]Global sustainability leadership in effective in Japan however in India, it is required to maintain practice solution based on hybrid technology. 
[bookmark: _aysg69rd7p3k]

[bookmark: _Toc235631451]3. Cultural Analysis: Hofstede Framework
Hofstede's cultural framework is an important strategic tool that helps to analyse the contribution of culture on business strategy, management and customers’ behaviour (Kole, 2025). 
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Figure 9: Country Comparison between Japan and India
(Source: theculturefactor, 2026)
Power Distance 
As per the above image, the power stance score of India is comparatively higher, that is 77, and in Japan it is 54 (The Culture Factor, 2026). While operating a business in India, Toyota needs to focus on a stronger relationship with customers and develop a structured management system. On the other hand, Japanese customers prefer transparency in product and effective communication.
Strategic implication 
In India, Toyota needs to maintain its SUVs position in premium segment however Japan’s society is reliable with environmental commitment and prefers greener vehicle choice. 
Individualism 
The image below shows that the electrification trends of the automotive industry have been growing from 10 models to 61 models, 2019-2025 (JATO, 2025). In contrast, Indian customers are highly price sensitive.  
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Figure 10: EV sales increase in Japan
(Source: JATO, 2025)
Achievement and success 
The motivation towards success score for Japan is 95%, and for India it is 56% (The Culture Factor, 2026). Japanese society focuses on high work performance and values competition, which contributes to Toyota’s operational process excellence. 
Uncertainty avoidance 
Uncertainty avoidance capacity in Japan is higher than hat is 92% and Indian score is 40% (The Culture Factor, 2026). Japanese customers strongly prefer safety assurance, quality, reliability, and long-term stability. Toyota needs to be concerned about high standardisation and safety systems. On the other hand, the automobile industry in India is highly fluctuating based on inflation. 
Strategic implication 
The marketing team of Japan in Toyota needs to focus on data heavy and information mainly to minimise customer’s tension. However, in case of India, the management needs to deliver experimental value proposition to emotional connection and lifestyle benefit.  
Long-term orientation 
Long-term orientation score for India is 51, and Japan is 88 (The Culture Factor, 2026). Japanese culture focuses on long-term investment and future planning. Toyota needs to invest in developing sustainable technologies for innovation in EV and HV. However, Indian customers highly prefer affordable products (Chaudhuri et al., 2025). 
Strategic implication 
Toyota makes to future promise for Japan market focusing on hydrogen however in India, it needs to deliver value in low maintains cost and resale. 
Indulgence
The indulgence score for India and Japan is lower; however, Japan has a comparatively high 42, and India has 26. Toyota's sales of the Innova Hycross model were approximately 9.7 thousand, which is considered the best-selling model (Statista, 2025d). 
Advantages 
Application of Hofstede's Cultural Dimensions is highly useful for comparing culture and customer market. This framework is reliable for national culture analysis which is related to customer’s preferences in Japan and India. Toyota has reliable on the guidance of Hofstede's model mainly for designing marketing strategy. 
Limitation 
Beside the advantage of this model, there is some disadvantage in Japan and India’s context. As Japan’s has strong preferences for technological innovation and safety India has high price sensitivity and price relevance. Moreover, excessive localisation is also responsible for increasing production complexity related to brand consistency.  
[bookmark: _Toc230959506]

[bookmark: _Toc235631452]4. Comparative Analysis of STP Strategy
[bookmark: _Toc230959507][bookmark: _Toc235631453]4.1 Segmentation Strategy
	Segmentation Variable
	Japan
	India

	Demographic Segmentation 
	Targets ageing populations. 
High-income professionals.
Environmentally conscious consumers. 
	Targets middle-class families. 
Young professionals.
Affluent SUV buyers. 

	Geographic Segmentation 
	Focuses on urban cities such as Osaka and Tokyo, where compact and hybrid vehicles are needed. 
	Focuses on metropolitan cities such as Mumbai, Delhi, and Bengaluru along with semi-urban regions. 

	Psychographic Segmentation 
	Targets customers who value innovations, advanced technology, and sustainability. 
	Targets consumers seeking status, affordability, and fuel efficiency 

	Lifestyle Segmentation 
	Customers prefer compact, eco-friendly vehicles suitable for urban lifestyles. 
	Customers prefer spacious SUVs and MPVs suitable for family-oriented lifestyles. 

	Benefit Segmentation 
	Focus on safety, technological innovation, nd environmental sustainability (El Islami and Wandebori, 2025). 
	Focus on maintenance costs and resale value. 

	Commitment Levels 
	Strong brand loyalty due tolong-termm trust and reputation of Toyota. 
	Increasing customer loyalty for strong after-sales service 

	Usage Patterns 
	Daily commuting and urban transportation. 
	Family travel, long-distance journeys, and multi-purpose vehicles. 


Table 1: Segmentation Strategy of Toyota in Japan and India
(Source: Self-developed)
The above table shows the segmentation strategy of Toyota reflects the concept that companies need to identify customer groups. India's higher power-distance culture suggests consumers place greater trust in recognised brands and dealership authority. Consequently, Toyota should emphasise relationship-based selling and dealership experience.
[bookmark: _Toc230959508][bookmark: _Toc235631454]4.2 Targeting Strategy 
	Country
	Target Customers
	Vehicle Examples
	Targeting Strategy

	Japan 
	Environmentally conscious customers, high-income professionals 
	Prius, bZ Series, Lexus 
	Differentiated Targeting 

	
	Premium luxury consumers 
	Lexus 
	Concentrated Targeting 

	India 
	Middle-class families and urban professionals 
	Innova Hycross, Urban Cruiser Hyryder 
	Differentiated Targeting 

	
	Premium SUV and status-conscious consumers 
	Fortuner 
	Concentrated Targeting 


Table 2: Targeting Strategy of Toyota
(Source: Self-developed)
The above table shows that in Japan; the company focuses on technology-driven consumers. In India, Toyota targets middle-class families and SUV buyers. 
[image: ]
Figure 11: STP analysis of Toyota
(Source: Self-developed)
[bookmark: _Toc230959509][bookmark: _Toc235631455]4.3 Positioning Strategy 
	Positioning Factors
	Japan
	India

	Brand Image 
	Technologically advanced and sustainable brand 
	Premium automobile brand. 

	Main Consumer Benefits 
	Innovation and environmental sustainability 
	Fuel efficiency, durability, and resale value. 

	Competitive Positioning 
	Competes with hybrid and electric innovations. 
	Compete with quality and SUV dominance. 

	Key Competitors 
	Honda, Nissan 
	


Table 3: Positioning Strategy of Toyota
(Source: Self-developed)
The table shows that Toyota positions itself differently in both countries as per the market conditions. In Japan, Toyota focuses on innovations and sustainability. Whereas in India, the company focuses on premium quality, reliability, and long-term value. 
Advantages 
STP strategy has strengthened marketing resources mainly for differently meet the needs of India and Japan. This segmentation is helpful for Toyota to concise its electric and hybrid vehicle in India market. Country-specific positioning has strengthened Toyota for increasing its competitive advantage. 
Risk 
Beside advantage, there is some important limitation which assume customer segment in a stable process. Customer needs have overlap traditional segmentation which helps to grouping the customers. For example, younger customers have mainly sought mobility subscription services however adult group focused on longevity. This extensive adaptation has declined its brand consistency and also enhancing marketing expenditure.  


[bookmark: _2vje2h4ayrsg]
[bookmark: _Toc230959510]

[bookmark: _Toc235631456]5. International Marketing Mix (7Ps) Strategy 
[bookmark: _Toc230959511][bookmark: _Toc235631457]5.1 Standardization vs Adaptation Strategy 
Toyota follows a "Glocal strategy" by including global standardizations with local adaptation. As per the lecture materials, standardisation involves offering similar products globally (Reuters, 2026). The adaptation modifies the product and marketing activities as per the local market conditions. Toyota standardizes the global brand image along with quality, innovation, reliability, and sustainability across India and Japan. In Japan, Toyota emphasizes hybrid and electric vehicles due to environmental awareness and strict emission regulations (Anchukova, 2025). In India, the company focuses more on fuel-efficient SUVs and affordable family vehicles. Toyota sold almost 10.3 million vehicles globally in 2025 (Toyota, 2026b). This maintains its position in the automobile industry.  Toyota's segmentation demonstrates that economic development, infrastructure and environmental regulation interact to shape customer needs. However, excessive adaptation may increase operational costs and reduce global consistency. 
[image: ]
Figure 12: Financial Highlights of Toyota
(Source: Toyota, 2026b)
[bookmark: _Toc230959512][bookmark: _Toc235631458]5.2 Product Strategy
Toyota adapts its product portfolio as per customer preferences and the road infrastructure.
	Product Strategy
	Japan
	India

	Main Focus 
	Hybrid & EV vehicles 
	SUVs & fuel-efficient cars 

	Product Adaptation 
	Compact eco-friendly vehicles 
	Larger SUVs for family use 

	Innovation Level 
	Advanced autonomous features 
	Fuel efficiency and practical safety. 


Table 4: Product Strategy
(Source: Self-developed)
Toyota's product adaptation reflects the lecture concept related to changes in product features. Japanese consumers prefer technologically advanced vehicles. Toyota also dominated India's strong hybrid market with almost 81% market share in 2025 (Mordor Intelligence, 2026). With the help of the effective product strategy the company can ensure the significant market entry in India. This strategy is highly fit for product market as it reflects on customer’s lifestyle, purchasing power and infrastructure. On the other way, for improving Toyota’s competitive position, it needs to strengthen its carbon emission practices. 
[image: ]
Figure 13: Analysis of automobile industry in India
(Source: Mordor Intelligence, 2026)
[bookmark: _Toc230959513][bookmark: _Toc235631459]5.3 Pricing Strategy
Toyota applies different pricing strategies based on the economic conditions and customer purchasing power. In Japan, Toyota mainly uses premium pricing for the hybrid and electric vehicles. In India, Toyota adopts competitive pricing strategies to attract the middle-income customers. While Toyota adopts competitive pricing in India, the strategy is challenged by dominant cost leaders such as Maruti Suzuki and Hyundai. Consequently, Toyota's premium positioning may restrict market penetration among price-sensitive consumers.  
	Pricing Factor
	Japan
	India

	Pricing Strategy 
	Premium pricing approx. ¥3.2 million (£16,500) (Statista, 2026)
	Penetration & competitive pricing approx. ₹1.1 million (£10,200) .  

	Consumer Income 
	High 
	Moderate 

	Market Competition 
	Moderate 
	Very high 

	Key Pricing Influence 
	Sustainability demand 
	Fuel prices & affordability (Statista, 2026)


Table 5: Pricing Strategy 
(Source: Self-developed)
[bookmark: _Toc230959514][bookmark: _Toc235631460]5.4 Place Strategy
Toyota uses different distribution and dealership strategies in India and Japan based on the infrastructure development. In Japan, Toyota operates through a highly advanced dealership network. It is supported by the platforms and smart showrooms. In India, Toyota focuses on expanding dealerships in Tier-2 and Tier-3 cities. The brand will need to focus on wider distribution for supporting long-term market growth. In contrast, it also needs to focus on dealership network for enhancing investor management. As suggested by Belostecinic and Chiriac (2026), the company also develops after-sales service centers. 
[image: ]
Figure 14:  Toyota Dec 2025 Sales Grows 37%
(Source: Rush Lane, 2026)
[bookmark: _Toc230959515][bookmark: _Toc235631461]5.5 Promotion Strategy
Toyota adapts the promotional strategies as per the cultural preferences and the media consumption patterns in India and Japan. As opined by Taboada (2025), in Japan, the promotional campaigns mostly focus on sustainability and advanced hybrid technology. In India, Toyota uses emotional and family-oriented advertising to improve safety. On the other way, the brand will also need to focus on localised promotional strategies for maintain consistency of global brand image. 
	Promotion Factor 
	Japan 
	India 

	Main Message 
	Sustainability & innovation 
	Family safety & fuel efficiency 

	Advertising Style 
	Informative & technology-based 
	Emotional & lifestyle-based 

	Major Platforms 
	Digital media & websites 
	TV, YouTube & social media 

	Promotional Focus 
	Promotional Focus 
	SUVs & hybrid affordability 


Table 6: Promotion Strategy
(Source: Self-developed)
[bookmark: _Toc230959516][bookmark: _Toc235631462]5.6 People strategy 
In Japan, Toyota focuses on developed discipline and the teamwork process. As suggested by Gore (2025), Toyota employed more than 380,000 employees globally in 2025. This supports the international operations and the customer service systems. In India, differences of organisational culture are responsible for lower employee collaboration. Due to these cultural differences the brand face complexity to balance service consistency. 
[image: ]
Figure 15: Toyota Tops Global Vehicle Sales
(Source: Gore, 2025)
[bookmark: _Toc230959517][bookmark: _Toc235631463]5.7 Process strategy 
Toyota standardised most of the operational processes globally through the Toyota Production System. As stated by Dubcová et al. (2025), this focuses on lean manufacturing and the waste reduction process. Toyota also increased localizations of production in India during 2025 (Singh et al., 2025). However, the excessive localisation the organisational production system which will also diminish its global standard. This reduces operational costs and enhances supply chain flexibility. 
[bookmark: _Toc230959518][bookmark: _Toc235631464]5. 8 Physical Evidence
In Japan, fthe dealership focuses on modern architecture and the digital interactions process. As suggested by Khan (2026), in India, Toyota showrooms also focus more on customer lounges and the visible service centers process. 
[bookmark: _Toc230959519][bookmark: _Toc235631465]5.9 Toyota Market Share Comparison 
Toyota maintained its global performance in 2025. Despite increasing competition and supply chain challenges. The company remained Japan's leading automobile manufacturing company. India also became one of Toyota's fastest-growing Asian markets during 2025 due to rising middle-class income and SUV demand (Mordor Intelligence, 2026). The market size is expected to grow from USD 137.06 billion in 2025 to USD 147.58 billion in 2026 (Mordor Intelligence, 2026).
[image: ]
Figure 16: The India Automobile Industry
(Source: Mordor Intelligence, 2026)
[bookmark: _Toc230959520][bookmark: _Toc235631466]6. Market Entry Strategy: India
“Joint Venture Market Entry Strategy”
Toyota entered the Indian market with the help of a joint venture market entry strategy. As suggested by Hossain (2025), the joint venture strategy is suitable for international expansions, as this provides local market knowledge. Toyota selected India as it has a large population, with expanding middle-class consumers. In 2025, the Indian passenger vehicle market is expected to exceed 4.3 million units (Auto Punditz, 2025). 
In other way, exporting is also relevant market entry strategy that delivers greater responsiveness to Toyota in the context of local market condition. Exporting market entry strategy has increase global interconnectedness that supports for value chain practices (Chopra   et al., 2024). In this market entry strategy, there will be minimise operational risk with lower financial investment will be required. 
wholly owned subsidiary will be also effective for Toyota as a market entry strategy in India as it supports for managerial control over strategic decision. Implementing wholly owned operations will help the brand to save time. 
Limitations
The joint venture strategy reduces investment risk and provides local market knowledge. This may limit Toyota's managerial control and slow strategic decision-making.
[image: ]
Figure 17: The brand growth of Toyota
(Source: Auto Punditz, 2025)
Justification by using OLI framework 
The selection of joint venture has been supported by OLI framework which consist with Ownership, Location, Internalisation (Batschauer et al., 2022). Toyota will access ownership advantages including hybrid technology and brand equity. In India, it can also gain location advantage through expanding automotive supply chain, lower production cost along with favourable government initiatives. It can also access internalisation advantage which will support quality standard and production technology. 


[bookmark: _Toc235631467]7. Ethical Considerations in Marketing Mix 
· It is important to promote the SUV model of Toyota, traffic congestion and urban pollution have been detected. However, to overcome this, the organisation focusses on eco-initiatives and develops a CO2 emission target by 90% in 2050 (Toyotabharat, 2026). The organisation promotes hybrid technology and fuel efficiency to control the environmental pressure. 
· One of the significant issues is market accessibility and affordability. For the Indian customers, Toyota needs to offer sustainable, affordable mobility products by maintaining equity among the upper-middle class and the lower-middle class. 
· As the organisation also adapt digital campaigns, it needs to be highly concerned for maintaining transparency. The brand needs to focus on data privacy to track both online and offline customers. 
[bookmark: _e04fmvlfogm4]

[bookmark: _Toc235631468]8. Strategic Recommendations and Conclusion 
Recommendation 
· It is recommended that Toyota strengthen its localisation strategy for maintaining brand consistency in India. It needs to offer EV and hybrid options within an affordable range rather than offering a premium product. Toyota can implement this strategy by increasing sourcing components, local manufacturing specially focusing on hybrid technology.
· Another recommendation is to use AI-based customer service, personalised offers, and a virtual showroom. This will increase brand’s competitive advantage and will be helpful to attract young customers. Digital showrooms in the automotive industry have drastically contributed to increasing digital sales (Gundupagi et al., 2026). This result will show higher customer expectation with conversions of digital sales. 
· Toyota needs to invest in a green supply chain network for India, which increases its environmental impact reputation and customers' awareness. This carbon-neutral practice will be helpful for Toyota to attract young customers by accelerating hybrid technology. By using the renewable energy, Toyota can drives the manufacturing facility through recycling vehicle component and follow environmental standard which drives the outcome of strong ESG performance. 
Conclusion 
The international marketing strategy of Toyota in Japan and India helps to evaluate its business operational practice, focusing on regulatory, technological, cultural and economic conditions. This comparative analysis based on two international markets helps to understand how different governmental policies, customers' behaviour, and market expectations differ. The organisation is able to balance the global and local needs, focusing on pricing, product development and promotional practices. The organisation faces competitive pressure on ethical expectations, digital transformation, and environmental pressure. In India, Toyota suffers from ethical issues which can be overcome based on eco-friendly practices and digital investment. Technological integration and sustainability commitment are highly influential for changing international marketing strategy. 
[bookmark: _ps7o0vdkrhqq][bookmark: _Toc235631469]
Section 2: Reflective account 
Reflective Account Using Gibbs’ Reflective Cycle 
Description 
For this assignment, I used a comparative international marketing analysis of Toyota in Japan and India. The study applied several theoretical frameworks including the "PESTEL framework, Hofstede's cultural dimensions, STP strategy, and the International Marketing Mix (7Ps)". The report also incorporated several secondary research studies by using academic journals, industry reports, and statistical data. Along with that, Toyota's annual reports, industry websites, and government publications have been used. At first, I focused on understanding economic, technological, political, and cultural differences between Japan and India. During the PESTLE analysis, I learnt that electric and hybrid vehicles affect the international operations of Toyota. These findings helped me to understand how environmental regulations shape the product and pricing strategy of Toyota in both Japan and India. In STP detection, I found that Toyota targets environmentally conscious customers in Japan. Overall, this process involved the combination of theoretical models from the lectures and real-world satisfaction evidence.  
Feelings 
During the report preparation, I faced both confidence and challenges. At the beginning, I felt stressed due to the assignment requiring extensive comparative analysis. The collection of reliable data from 2025 and 2026 sources was time-consuming. I was initially concerned about integrating statistical concepts such as PESTEL, Hofstede, and STP with real-world business analysis effectively. With progress, I became more confident as the lecture materials provided a strong depth of understanding for structuring the report properly. I mostly enjoyed the analysis of the international marketing strategy of Toyota. The use of recent statistics, such as Toyota's hybrid vehicle dominance in India and Japan's sustainability policies, was helpful. The study analysed more practical as well as engaging data. Overall, the assignment improved my confidence in academic research (Aneeis Hashim et al., 2023). Along with that, the analytical writing and the critical evaluation skills helped develop in the process. 
Evaluation  
The overall research was highly beneficial for me. It improved my understanding of the international marketing strategies and the practical applications in the global markets. One positive aspect of the report was the effective use of the theoretical frameworks from the lectures, such as PESTLE analysis, Hofstede's cultural dimensions, and the 7Ps marketing mix. All of these models helped me to critically compare the operations of Toyota in India and Japan. These identified how economic, cultural, and technological differences influence international marketing decisions. 
Another strength of the report was including updated statistical data and industry evidence from sources such as Statista. The report on Toyota also included industry evidence as well. All of these improved my academic credibility and analytical depth of the report. For instance, the political stability of Japan and India's growing EV market helped me to develop the comparative discussion process. However, one weakness in this process was time management during the research. As suggested by Najib and Anisa (2025), a lack of time management can affect the project quality. The simplification of complex data findings was challenging as well. 



Analysis
This individual report is highly beneficial to increase my understanding regarding the way international businesses are able to design marketing strategies based on cultural conditions and external environment. I have recognised one significant learning outcome that the customer market has been diversified due to geographical and cultural change. Observing Toyota's strategic decision, I understand how MNCs have balanced local responsiveness and global efficiency. Through this module, I have demonstrated the successful marketing strategy of Toyota, which is highly related to standardisation and strategic adaptation. I have researched that Toyota focus on environmental sustainability and hybrid technology in Japan and India. This has strongly influenced tech-savvy customers and environmentally aware customers. However, while operating a business in the Indian market, the brand has experienced demand for price sensitivity. This comparison is helpful for my knowledge that it is important to change strategic action based on customers' needs. It is the brand's responsibility to maintain customers' loyalty and needs to take a significant strategy (Dyatmik et al., 2025).  
My understanding has improved about the contribution of cultural factors to changing organisational managerial decisions. I have used Hofstede’s cultural framework where I have learned 6cultural dimensions and also made country differences in Hofstede’s country comparison tool. Hofstede’s cultural dimension model increases theoretical understanding of the impact of culture on leadership (de Souza Sant’Anna, 2025). Long-term orientation and uncertainty avoidance are highly beneficial for changing organisational practice and meeting customers’ expectations. For example, I have noticed Japanese customers' demand for technological reliability and safety standards. However, Indian customers are only focused on durability and affordability. The brand needs to develop its CSR policies to deliver customer value (Tessema, 2025). Product adaptation, marketing communication and customer engagement have been shaped by culture. I have realised that modern business is focused on a digital ecosystem and environmental responsibility. 
Conclusion 
It can be concluded that I have gained valuable experience in the international marketing process in the automobile industry. I have used different strategic tools like PESTLE, Hofstede's cultural dimensions, STP, and marketing mix. These are helpful to improve my evaluation of strategic analysis based on a cultural approach. I have learned what factors influence strategic decisions for MNCs like Toyota, including technological, economic, cultural, and environmental conditions. However, I have suffered issues related to critical analysis and time management. My supervisor has guided me on how to improve my time management skills. He also shared with me some structure notes for improving my critical analysis. 
Action Plan 
To improve my time management skills, I need to make a necessary action plan. I need to focus on improving my scheduling and give priority to the urgent and high-risk tasks. I need to avoid multi-tasking process which will increase my strength for managing and organising time. 
Besides this, I also need to focus on increasing my critical writing skills rather than describing information only. In this case, I need to improve my academic research skills, focusing on industry databases and peer-reviewed journals. This will also be significant for developing my proofreading and guide on maintaining referencing accuracy. Furthermore, I also need to be concerned about the application of the theoretical framework.   
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Preliminary Sales Data: January — May 2025

2025 Sales Total Units Sold
January 785,632
February 761,717

March 968,442
April 876,864
May 898,721

YTD 4,291,376




