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[bookmark: _Toc236268199]Section 1: Analytical report
1. [bookmark: _Toc236268200]Introduction
Toyota Motor Corporation is a revealing, international-marketing case because it is a global proposition on reliability, with differentiated international portfolios. Japan is Toyota's home market; the U.S. is an established host market where the company has developed from exporting to manufacturing, financing, distributing and servicing in the U.S. Both are high-income economies, but differ in their population structure, geography, usage of their vehicles, environmental policies, institutions in the retail trade and communication habits. A comparison helps in assessing Toyota's competitiveness using either standardisation or adaptation or both.
This report compares the Japan macro-environment, socio-cultural environment, segmentation, targeting and positioning (STP), and the 7 element marketing mix of Toyota in the Japan market with the USA market. It then analyzes Toyota's approach to entering the U.S. market and two good and two bad marketing practices and makes recommendations for future action. The evidence is based on Toyota reports and official websites, World Bank, OECD, IEA and U.S. regulators, and peer-reviewed research from 2020 to 2025. The core argument here is that Toyota is implementing a broadly geocentric strategy: The meaning of the brand, or the quality systems, are harmonised all over the world; the product, price, communication, channels and customer processes are customised (Mandler et al., 2021; Wang, 2020).


2. [bookmark: _Toc236268201]Toyota and Country Overview
Toyota was established in Japan in 1937 and is still based in Toyota City. It is a traditional multinational enterprise, not a born-global enterprise as international commitment was a result of a prolonged process.
[image: Logos]
Figure 1: Trademark of Toyota. Source: Toyota Motor Corporation (2026).
Toyota Motor Corporation (2025a) reported sales revenue of ¥48.04 trillion, operating income of ¥4.80 trillion and a 10.0% operating margin in FY2025, which indicates that the company has a significant amount of resources to invest in product development, manufacturing localisation and brand investment. It has a range of compact cars, sedans, minivans, sport-utility vehicles, pickups, luxury vehicles and several electrified powertrains. According to the official history, in 1957 the Crown was the first Japanese passenger car exported to the United States and 1957 is the year in which Toyota Motor Sales, U.S.A. was founded (Toyota Motor Corporation, 2026a).
[image: Toyopet Crown: America's first Japanese car | Toyota UK]
Figure 2: Toyopet Crown, America's first Japanese car. Source: Toyota Motor Corporation (2026).
Later, commitment expanded with dealers, production, logistics and financial services. This has a broad resemblance to the internationalisation model of Uppsala: the first step was to export, the second was to gain experience, and the third was to gain a stronger commitment and involvement from the host market (Johanson and Vahlne, 2009). The pathway is, however, also influenced by regulation, transport costs, exchange rates, the size of the market and capabilities (Liu and Kang, 2020; Park and Xiao, 2020), and dynamic-capability research offers fuller explanations. Toyota is challenged by strong domestic competition in Japan and in the United States by U.S. and global competitors such as Ford, General Motors, Honda, Hyundai-Kia, Nissan and Tesla.

3. [bookmark: _Toc236268202]Comparative Macro- and Socio-cultural Environment
PESTLE is used as an evaluative approach – all forces are assessed on their impact on Toyota's demand, cost, legitimacy and strategic flexibility. If the disruption of the institution is changing the effectiveness of decisions that are typically taken in that context, then the current evidence should qualify general theory (Griffith and Yalcinkaya, 2023).
3.1 [bookmark: _Toc236268203]Political
There are stable institutions and property rights in both countries. Policy familiarity and supplier relationships are provided by Japan, and scale and state-level investment incentives are offered by the United States. Federal-state fragmentation in the U.S. can, however, result in shifting fuel economy policies, charging policies, and industrial policies, which can raise planning and compliance expenses. Toyota's domestic production cuts down on freight risk and enhances legitimacy, highlighting the importance of firms developing capabilities at their domestic sites as well as export markets (Liu and Kang, 2020; Scuotto et al., 2022). Japan is nice and safe; the United States is nice but not so safe.
3.2 [bookmark: _Toc236268204]Economic
The U.S. population in 2025 is estimated at 340.1 million, while Japan's is estimated at 124.0 million. GDP is estimated at US$28.75 trillion for the U.S., and at US$4.03 trillion for Japan in 2025—World Bank data. GDP per capita was approximately US$84,534 and US$32,487; growth was 2.8% and 0.1%, respectively. In the United States, the rate of inflation was 2.9% while the unemployment rate was 4.0% and in Japan it was 2.7% and 2.5% respectively (World Bank 2026).

Figure 3: Comparative Economic Indicators of Japan and USA. Source: World Bank (2026).
The United States is favourable for scale and premiumisation, but the impact of finance costs is on affordability. The market in Japan is small and declining, which helps distribution to be efficient but not to increase volumes. The definition of demand is not limited to income due to varying price elasticity which is caused by geography, ownership costs, identity, and infrastructure (Khattak and Khattak, 2023). The U.S. environment is favourable but cyclical, mixed in Japan.
3.3 [bookmark: _Toc236268205]Socio-cultural
Japan's ageing is strategically material: Specifically, the working-age population decreased from 87,300,000 people in 1995 to 73,700,000 people in 2024, while the old-age dependency ratio climbed up to a 49% in 2025 (OECD, 2025). Toyota's incentives are thus to highlight compact size, accessibility and advanced safety. Suburban, rural and long-distance usage in the U.S. favors crossovers, SUVs and pickups. These are tendencies, not absolutes because there are various regional, generational and income segments in each country, and the meaning attributed by consumers goes beyond nationality (Galalae, Kipnis and Demangeot, 2020; Kizgin et al., 2021). The Japanese market is a good environment for domestic trust, while it is a bad environment demographically; the United States is a good market for the segments, but a difficult one for environmental positioning due to the large-vehicle market.
The cultural dimensions framework developed by Hofstede provides a comparison of national cultures on various values dimensions and explains how cultural differences can impact on consumer behaviour and international marketing decisions (Piotrowska and Piotrowski, 2023).
[image: ]
Figure 4: Country Comparison using Hofstede’s cultural dimensions framework. Source: The Culture Factor Group (2026).
According to Hofstede's scores, Japan has a score of 54 for Power distance, 62 for Individualism, 95 for Achievement, 92 for Uncertainty avoidance, 100 for long-term orientation and 42 for indulgence, while the United States has a score of 40, 60, 62, 46, 50 and 68, respectively (The Culture Factor Group, 2026). The biggest differences are in the areas of uncertainty avoidance, long-term orientation and achievement. Japanese communication can focus on established quality, reassurance, workmanship and the longevity of ownership, while U.S. communication can be direct, benefit and lifestyle oriented. However, the similarities in individualism levels reveal superficial stereotypes. National scores are relative averages and mask regional and individual variation and should be triangulated with current behaviour (Moro et al., 2020; Fazli-Salehi et al., 2021).
3.4 [bookmark: _Toc236268206]Technological
Japan is doing well in the engineering and conventional hybrid segment, but is lagging behind in the battery electric transition segment. IEA data show BEVs and PHEVs accounted for less than 3% of Japanese new-car sales in 2025, with conventional hybrids making up about one-third, apartment parking and charging are limiting factors. U.S. car sales just over 10% were in EVs; while large vehicles and SUVs accounted for more than 80% of total sales (IEA, 2026). Toyota's hybrid depth is beneficial for both markets, but too much reliance on hybrids can hurt the perceptions of innovation. Adoption is influenced by infrastructure, incentives, and symbolic meaning as well as the existence of consumer heterogeneity and political identity (Kumar and Alok, 2020; Jenn et al., 2020; Sintov, Abou-Ghalioum and White, 2020; Wicki, Brückmann and Bernauer, 2022). The environment is conducive to a multi-pathway portfolio, but hazardous when BEV learning is slow to translate to action.
3.5 [bookmark: _Toc236268207]Legal
Both markets have strict safety, emission, consumer protection and data requirements. The responsibilities are overlapping in the U.S. between federal and state levels of government, and Japan places more trust in national authorities. Raising costs and rewarding documented quality. However, connected vehicles introduce cybersecurity and privacy risk, and dealer-finance creates risks outside of vehicle production (Morris, Madzudzo and Garcia-Perez, 2020). It's a mixed environment in both countries: challenging, but where Toyota differentiates when governance is working.
3.6 [bookmark: _Toc236268208]Environmental
According to the World Bank data, the per-capita greenhouse gas emissions in Japan and USA in 2024 are approximately 7.8 tonnes of CO2 equivalent and 13.6 tonnes of CO2 equivalent, respectively. Hybrids can lower fuel consumption when charging is limited, however, environmental superiority needs to be expressed by powertrain and use pattern and lifecycle boundary. The absence of specific evidence in broad sustainable identities raises greenwashing concerns (Cho and Taylor, 2020; Ruiz-Blanco, Romero and Fernandez-Feijoo, 2022; Seele and Schultz, 2022). Electrification has emerged as a promising avenue for Toyota, but it also poses strategic challenges to the interpretation of claims in the context of environmental considerations.
3.7 [bookmark: _Toc236268209]Summarised PESTLE Analysis
[image: ]
Figure 5: Comparative PESTLE judgement. Source: Own Contribution.
4. [bookmark: _Toc236268210]Comparative STP Strategies
4.1 [bookmark: _Toc236268211]Segmentation
Toyota has adopted differentiated segmentation strategy, with the focus being different in both markets. Demographic and geographic are used to identify the older driver, metropolitan users, families and regional customers, while benefit segmentation looks at accessibility, compactness, safety, fuel economy, comfort and hybrid efficiency. The urban, suburban, rural and climatic variations are a foundation for unique family needs, commuter needs, outdoor user needs, pickup customer needs, premium buyer needs, and environmentally motivated adopter needs in the U.S. Although digital data can aid in identification, they are not a substitute for local knowledge, and in order to be useful, segments must be measurable, accessible, profitable and actionable (Vadana et al., 2020; Wang, 2020; Mahmoud et al., 2020).
4.2 [bookmark: _Toc236268212]Targeting
Differentiation of targeting is thus differentiated. Japan's small cars, minivans and hybrids are designed to solve the problems of space, aging and efficiencies, while the U.S. lineup focuses more on crossovers, SUVs, pickups and regional variants. A transnational ‘responsible practical mobility’ segment is present, but with motivations varying: Japanese customers may wish to have confidence in proven technology and operating efficiency, while U.S. adoption is subject to incentives, identity and home charging (Khan, Yamamoto and Sato, 2020; Jenn et al., 2020; Sintov, Abou-Ghalioum and White, 2020).
4.3 [bookmark: _Toc236268213]Positioning
Positioning continues to be based on reliability, safety, durability and lifecycle value. Toyota is a solid, home-grown institution in Japan. The Japanese origin accentuates the engineering quality, and the local production lowers the psychic distance, making it a localised Japanese origin brand, not just a foreign brand (Hong et al., 2023). The weakness is disruptive-innovation perception and that is something that Tesla is going to be even stronger in. The following maps are analytical syntheses rather than estimates based on consumer surveys, and show a general degree of consistency of reliability/value positioning, but also more pressure at the U.S. end to make electrification seem innovative.

Figure 6: Illustrative positioning map. Source: Own Contribution.
4.4 [bookmark: _Toc236268214]Summarised STP Strategies

Figure 7: Summary comparison of Toyota’s STP Strategies. Source: Own Contribution.
5. [bookmark: _Toc236268215]Comparative International Marketing Mix (7Ps)
5.1 [bookmark: _Toc236268216]Product
Toyota 'standardizes' its name, emblem, quality story and basic associations but adapts actual and augmented products. Japan places more importance on compact cars, minivans and hybrids, and the U.S. focuses on crossovers, pickups, bigger SUVs and regional all-wheel-drive cars. This reflects contingency logic – standardisation ensures scale & brand protection, adaptation ensures local fit (Mandler et al., 2021). Product value is also determined by warranty, maintenance, roadside assistance, finance and digital services. Toyota's multi-pathway approach extends to hybrid vehicles (HEVs), plug-in hybrid vehicles (PHEVs), battery electric vehicles (BEVs) and fuel-cell vehicles (Toyota Motor Corporation, 2025a; 2025c). Portfolio breadth provides a hedge against infrastructure uncertainty, but can become confusing if the role of each technology is not well defined. The preferences of consumers for range, incentives, parking and symbolic meaning vary across individuals (Khan, Yamamoto and Sato, 2020; Khattak and Khattak, 2023; Liu et al., 2021).
5.2 [bookmark: _Toc236268217]Price
The pricing is adapted due to variation in taxes, specifications, production, demand, finance and competition. The 2025 Corolla Cross Hybrid is a case in point: Toyota Japan quoted the Cross Hybrid S at around ¥2.98 million and the Cross Hybrid Z at ¥3.43 million, and Toyota USA priced the Cross Hybrid at a starting MSRP of US$28,495 (Toyota Motor Corporation Japan, 2025; Toyota Motor Sales USA, 2025). Direct currency conversion would be misleading due to the differences in the trims, tax, delivery & equipment. Toyota uses a mixture of cost, competition, and demand and perceived value approaches. The effective price is credit, leasing and dealer practices in the U.S., parking and ownership costs in Japan. Reliability reinforces price-quality perceptions, while vague add-ons can jeopardize the value position. Therefore, it is critical to have transparent communication that is specific to each segment (Khattak and Khattak, 2023; Gao et al., 2021).
5.3 [bookmark: _Toc236268218]Place
Toyota has applied a correct distribution of vehicles through authorised dealers in a selective manner. The U.S. system is very localized, with the company having 11 manufacturing plants, regional offices, private distributors and almost 1,500 Toyota and Lexus dealerships in North America (Crisler, 2026). Local production will have the benefit of reducing lead times, increasing the legitimacy and decrease some currency and freight exposure. Japan has robust domestic logistics and relationships with dealers. Channel fragmentation is the common threat, inventory, price and service will differ despite a common brand. One way to build resilience is to not just have a lean inventory, but to be able to see it, integrate it digitally, and have the ability to be flexible (Belhadi et al., 2021). The dealership is transforming from information keeper to experience and fulfilment partner (Llopis-Albert, Rubio and Valero, 2021).
5.4 [bookmark: _Toc236268219]Promotion
Toyota uses the same themes like quality, safety and mobility and changes the models, media, language and appeals. Japanese communication can be more context-dependent, skillfully constructed and reassuring; the U.S. campaign tends to be more performance-, lifestyle-, price-, or technology-focused. Culture influences interpretation but not necessarily advertising (Moro et al., 2020; Fazli-Salehi et al., 2021). These activities comprise of public relations, sponsorship, dealer communication and digital configurators. A strong trust and local commitment are necessary for digital capability to enhance reach (Vadana et al, 2020; Mahmoud et al, 2020). Toyota needs to do more than just make the same promise on a global level, but provide evidence that is local – particularly separating the evidence for hybrid fuel saving from BEV tail pipe emission. The more ambiguous the information, the more scepticism it raises and the higher the risk of greenwashing (Cho and Taylor, 2020; Bartikowski and Berens, 2021).
5.5 [bookmark: _Toc236268220]People
The Sales advisers, technicians, financial staff and local managers deliver the brand promise in their daily work.The Sales advisers, technicians, finance staff, and local managers experience the brand promise in their daily work. Toyota can ensure that training, safety expectations and service metrics are standardised, but delivery must be consistent with language, decision style and regulation. The Japanese customer's focus may be on the degree of detail and continuity, while the U.S. customer may focus on comparison, speed and disclosure. Employees at the dealer are not necessarily part of Toyota, leading to issues with agency and consistency. The ability to be dynamic in marketing relies on the routines that link local knowledge with central learning, therefore (Scuotto et al., 2022; Wang, 2020). The number of training sessions should not be the measure of people strategy, it should be judged based on customer outcomes and ethical behaviour.
5.6 [bookmark: _Toc236268221]Process
The trip consists of online research, configuration, dealer contact, test drive, finance, delivery, service, handling complaints, recalls, etc. Previous studies have indicated that integration creates a better experience if information and inventory are consistent, and service is integrated (Gao et al., 2021; Bijmolt et al., 2021; Mirzabeiki and Saghiri, 2020). Toyota's discipline in running their business is good, but their finance and dealer processes are weak when trust is lacking due to unclear add-ons or slow refunds. There is also the requirement for privacy and cybersecurity governance when it comes to connected services (Morris, Madzudzo and Garcia-Perez, 2020). There must be standardised controls with visible accountability which support locally compliant processes.
5.7 [bookmark: _Toc236268222]Physical evidence
Toyota's promise is realized through showrooms, service centres, websites, configurators, apps, displays and documentation. Language and logo are consistent, model hierarchy is adapted, dealership presentation and digital functions are adapted. In the USA, large vehicles and lifestyle use are emphasized, while in Japan, manoeuvrability, accessibility and efficient ownership of the vehicle must be emphasized. Customer confidence in the dealer is undermined by a streamlined website and a muddled pricing situation. In this context, Toyota should aim for a design that is recognised globally, in addition to providing localized information and ensuring an effective digital-to-physical handover (Gao et al., 2021; Llopis-Albert, Rubio and Valero, 2021).

5.8 [bookmark: _Toc236268223]Summarised Marketing Mix
Table 1: Summary comparison of Toyota’s 7Ps. Source: Own Contribution.
	Element
	Japan
	United States
	Strategic Assessment

	Product
	Compact/minivan/hybrid breadth; domestic brand familiarity
	Crossovers, SUVs, pickups and broader regional configurations
	Standardised core brand; adapted range and augmented service

	

	Price
	Market-specific yen pricing, ownership and parking costs
	MSRP, finance, incentives and dealer add-ons
	Adapted architecture; value positioning standardised

	

	Place
	Dense domestic dealer/logistics network
	Local manufacturing, regional offices and extensive dealers
	Selective distribution; stronger U.S. localisation

	

	Promotion
	Reassurance, craftsmanship and contextual storytelling
	Direct benefit, lifestyle, technology and offer-led messages
	Global promise with local execution

	

	People
	Relationship continuity and detailed service
	Speed, disclosure, comparison and local dealer expertise
	Common standards, culturally adapted delivery

	

	Process
	Mature after-sales continuity
	Complex digital–dealer–finance journey
	Need for integrated, transparent systems

	

	Physical evidence
	Compact-market display, Japanese digital content
	Large-vehicle/lifestyle display and U.S. configurators
	Recognisable identity with local cues



6. [bookmark: _Toc236268224]Evaluation of Toyota’s Market-entry Strategy in the United States
In 1957, Toyota's U.S. roadmap shifted from exporting to having a sales company, then to distribution and manufacturing, to battery investment and financing. This corroborates the new Uppsala perspective on the interactive development of relationships and of knowledge and commitment (Johanson and Vahlne, 2009). Limited initial exposure exported to local sales company; later reduced delivery distance by manufacturing, facilitated adaptation and gave legitimacy. Toyota has 11 manufacturing plants in the U.S. and its U.S. battery project in North Carolina is nearing US$14 billion (Crisler, 2026; Faulner, 2026).
The benefits are quality control, more rapid response time, jobs, any reduced freight exposure and locally adapted vehicles. Local capabilities also have the ability to reconfigure in the context of technological disruption (Liu and Kang, 2020; Park and Xiao, 2020). Disadvantages are high fixed investment, regulatory complexity, labour complexity, reputation risk and not being able to control independent dealers. Uppsala is useful but is not a complete explanation as market size and institutions and scale economies also contributed to localisation. In total, the shift from importer to embedded competitor is what has made Toyota successful in the past, and so will be key to their success in batteries, software and processes in the future.

Figure 8: Toyota’s progressive U.S. commitment pathway. Source: Own Contribution.
7. [bookmark: _Toc236268225]Ethical and Unethical Marketing Practices in the United States
Ethical marketing involves transparency, integrity, addressing issues fairly and equitably among stakeholders. Local expectations can be understood in the context of cultural relativism, but there are some universal minimums: safety, truthful communication, and procedural fairness. The evaluation applies distributive justice, procedural justice and stakeholder responsibility.
7.1 [bookmark: _Toc236268226]Ethical practice 1 - product safety
Toyota Safety Sense is the linkage of Product, Promotion and Process. The claim is supported by independent IIHS evidence; the 2025 Toyota Camry, Prius, Corolla Cross, bZ4X and Tundra have earned Top Safety Pick or Top Safety Pick+ ratings by the IIHS (IIHS, 2025). Ethical practice when verified safety features are widely available and messages make clear that help is not an excuse for careless driving.
7.2 [bookmark: _Toc236268227]Ethical practice 2 - child-passenger safety
Buckle Up for Life connects Promotion, People and Process to education and access to child seats. According to Toyota, proper child-seat installation increased by almost threefold at one site, and US$115 million will be available for the Collaborative Safety Research Center through 2026 (Faulner, 2025). These are company reported outcomes which must be independently monitored, but the programme adds defensible stakeholder value when resources get to vulnerable families.
7.3 [bookmark: _Toc236268228]Unethical practice 1 - emissions reporting
The U.S. Department of Justice in 2021 reached a civil US$180 million settlement related to reporting emissions defects in vehicles under the Clean Air Act (U.S. Department of Justice, 2021). The case is related to Product, Process and environmental Promotion. Delayed reporting undermined the regulatory control and the positioning of the responsible-mobility. Procedural justice is fundamental as a reliable report is an integral measure of environmental protection. When there is a mismatch between claims and operations, it damages trust (Ruiz-Blanco, Romero and Fernandez-Feijoo, 2022).
7.4 [bookmark: _Toc236268229]Unethical practice 2 - finance add-ons and refunds
In 2023, the CFPB issued a consent order that included US$48 million in redress payments and US$12 million in penalties to Toyota Motor Credit for the cancellation, refunds and credit reporting issues (CFPB, 2023). The order was cancelled in May 2025 and compliance was waived, as was the alleged non-compliance, which is to be disclosed (CFPB, 2025). Issues are still pertinent and related to Price, People and Process in case of an optional product as the consent or refund is not certain. In general, Toyota's safety programs are believable, but it needs to set up its dealer financing in an ethical way, which means it needs records that regulators can access and a clear dealer financing system.
Table 2: Ethical assessment of U.S. marketing-related practices. Source: Own Contribution.
	Practice
	7P connection
	Stakeholders
	Judgement

	Toyota Safety Sense / IIHS awards
	Product; Promotion; Process
	Drivers, passengers, road users
	Positive, where capabilities and limits are accurately communicated

	Buckle Up for Life
	Promotion; People; Process
	Families and children
	Positive, subject to independent impact verification

	Clean Air Act reporting settlement
	Product; Process; Promotion
	Public, regulators, environment
	Negative: procedural transparency and environmental-governance failure

	Finance add-ons/refunds consent order
	Price; People; Process
	Borrowers and vehicle buyers
	Negative: consent and refund fairness concerns; order termination disclosed




8. [bookmark: _Toc236268230]Recommendations
First, Toyota needs to establish a single auditable U.S. standard for dealer financing. Optional add-ons must be clearly stated, have a total cost in plain language, be automatically cancelled and have tracking so that the customer knows when they are cancelled. Compliment data should be shared amongst corporate and dealer systems. Examples of KPIs are cancellation time, refund time, repeat complaints and audit failures. This aligns with consistency across touchpoints as key to experience, as identified in the CFPB research and as confirmed in the omnichannel research that Toyota has engaged in ( Bijmolt et al., 2021; Mirzabeiki and Saghiri, 2020).
Second, the environmental communication should be assured independently and the powertrain specific. Toyota needs to specify what each of these statements is about – whether it is about reducing tailpipe emissions or fuel consumption, lifecycle carbon or manufacturing carbon – rather than using undefined terms like ‘green’. The proportions of verified claims, correction rates and consumer understanding should be added as KPIs. This addresses the issues of inconsistencies that have been noted in greenwashing studies (Cho and Taylor, 2020; Seele and Schultz, 2022).
Third, Toyota needs to speed up differentiated electrification. Smaller BEV models, hybrids and charging partnerships can solve apartment parking, ageing and urban use in Japan; and BEV choice should be broadened in high demand crossover and regional segments, and hybrids should remain in Japan in areas where charging is limited in the United States. Decisions should be based on adoption and lifecycle outcomes as infrastructure, incentives and heterogeneity have a material impact on the demand for decisions (Kumar and Alok, 2020, Jenn et al., 2020, Wicki, Brückmann and Bernauer, 2022).
Fourth, Toyota needs to integrate digital and physical journeys. Customers need to take a saved configuration, verified price assumptions and finance disclosures and delivery estimate from the corporate site to a dealer. All inventory, service, recall and complaint data should be in one privacy-protected account. The conversion rate, the accuracy of delivery, and the time taken to resolve the delivery, should be part of KPIs. Digital transformation can only create advantages when customer systems and operational fulfilment are linked (Gao et al., 2021; Llopis-Albert, Rubio and Valero, 2021).
Table 3: Prioritised recommendations. Source: Own Contribution.
	Recommendation
	Timing
	Primary owner
	KPIs

	1. Dealer-finance governance
	0–12 months
	Toyota Financial Services + dealer network
	Refund time; complaints; audit failures

	2. Assured environmental claims
	0–12 months
	Sustainability, legal and marketing
	Verified claims; correction rate; comprehension

	3. Market-specific electrification
	1–5 years
	Product planning + regional businesses
	Segment BEV/HEV adoption; lifecycle outcomes

	4. Integrated customer journey
	1–3 years
	Digital, sales, dealers and service
	Conversion; delivery accuracy; resolution time





9. [bookmark: _Toc236268231]Conclusion
In the Japan-U.S. comparison, Toyota has demonstrated that effectiveness in the international arena doesn't demand full standardisation and free adaptation. Toyota benefits from brand equity, quality systems and scalable technologies that are coordinated, and makes adjustments to its product mix, price, communication, channels and service evidence. In Japan, confidence in hybrids and trust in small mobility and long-term alliances is preferred, but limited by the restrictions of ageing and slow growth. Large cars, complex dealer governance, embedded production, and rapid BEV innovation, in addition to scale and diversity, are needed in the United States.
Entry was successful for the U.S. and the exports became knowledge and local capabilities, although not without the influence of institutions and economics. Independent safety performance and community programmes generate value for the stakeholders and emissions-reporting and finance cases demonstrate how process failures erode trust. Toyota should stick to its word for reliability, but be more specific, localize environmental measures, increase transparency of finances and enable digital-to-dealer processes.

[bookmark: _Toc236268232]Section 2: Gibbs Reflective Account
The Gibbs' reflective cycle of research, analysis and preparation is applied to the following reflection.

Figure 9: Reflective Account using Gibbs' (1988). Source: Own Contribution.
[bookmark: _Toc236268233]Description
The assessment was done as a comparative research rather than a company profile. The first was a matrix which covered PESTLE, Hofstede, STP, 7 ps, market entry, ethics, recommendations and reflection for the brief and lecture guidance. The choice of Toyota was made as an example of global coordination and local adaptation, as the Japanese-USA home–host relationship serves as an example of this. Sources were gathered in layers: Toyota's reports and country websites relevant to company claims, World Bank, OECD and IEA data regarding country/industry conditions, U.S. regulators for ethical issues, peer-reviewed articles to aid interpretation. I annotated each source next to the claim it supported and did not write the claims for Japan and the United States separately, but by themes. This decreased repetition and maintained similarity and differences visible.
[bookmark: _Toc236268234]Feelings
I started out with a nice feeling of confidence in terms of writing about Toyota, but less confidence in terms of producing the necessary critical analysis in 4,700 words. The amount of information generated could be problematic, with the opportunity of gathering interesting information that may not have covered the assessment. Comparing prices was especially awkward as the same names may refer to different trims, taxes and specifications. Also, I feared that the ethical issues might be quoted in an unbalanced way, if there was no comparison between the corporate and corporate accounts. Once the evidence matrix was completed, the increase in confidence was due to the fact that each paragraph had a clear purpose: claim, evidence, comparison, theory, evaluation and implication. It also demonstrated how uncertainty can be a strength as long as it is shared and addressed via triangulation.
[bookmark: _Toc236268235]Evaluation
There were a number of effective practices. Starting with the marking criteria avoided too much history and official company information provided a solid factual starting point. Regulatory evidence proved more helpful than media summaries in emissions and finance cases, as they helped to defining the scope and quantities of the CFPB order and, later, its expiration. Peer-reviewed literature took the report further than description: Standardisation research laid the groundwork for the 7Ps; EV studies illuminated the findings of the various configurations of EV adoption; and omnichannel research revealed the strategic relevance of integrating the dealer process. The less successful early attempt was to depend too much on Hofstede scores. These were simple to present and they promoted general national stereotypes and lacked an explanation of model demand, charging access or regional variation. I started to compare the website prices as if they were the same. Removing the tax, trim and currency limitations in this approach increased validity. A small amount of corporate sustainability evidence was still self-reported, making a distinction between claimed impact and independent evidence.
[bookmark: _Toc236268236]Analysis
The strongest learning was the notion of source credibility based on purpose. The Integrated Report is authoritative for what Toyota reports, but it does not provide independent proof of its impact on consumers or show its ethical performance. On the other hand, a regulator might be able to outline what will be included in an enforcement action, but cannot provide details of the company's overall strategy. Corporate evidence became indispensable, and so did official evidence and journal literature for interpretation, and so, triangulation. This is an echo of scientific method, which is based on objectivity and evidence, and also lowers the self-reference criterion discussed in lectures. Making comparisons by theme was more analytically effective than writing two national narratives as it required each paragraph to state a strategic consequence. The EV conversation shifted from Japan is slower than the United States to an assessment of the impact of charging access, vehicle size, incentives and political identity on Toyota's portfolio. There was also a need to balance the ethics section. Different practices were explained by cultural relativism and there was a minimum transparency, safety and fair process standard in place which was provided by justice principles. The word limit fostered synthesis, such that only those environmental factors which influenced Toyota's demand, cost, legitimacy, or flexibility were retained. This ensured recommendations based on evidence and not on general advice. The value of Gibbs' cycle is that the process can be broken down into a set of learning steps; in practice, however, the steps are interwoven and cannot be regarded as separate learning boxes (Gibbs, 1988). The other methodological problem was the lack of temporal comparability. The information in Toyota's FY25 financial results, the 2025 product pricing, the 2024 World Bank indicators, and the 2025-26 market reports do not cover the same period. Hence I didn't show them as one tidy data set, but rather applied each one for a specific intent. Financial results set limit and World Bank indicators give a recent broadly comparable macro-economic base and product pages gave examples of how the products were being marketed. I also realised that the content of website pages can change dynamically – a model price or campaign can change without retaining the previous page. It would be great if you could record the dates of access and save screenshots or archived copies of the videos to strengthen the evidence trail. Finally, I was told that just a lot of citations isn't necessarily critical. A source should either establish evidence, explain a relationship, challenge an assumption or justify a judgement. Citations that performed none of these were removed, both to enhance readability and to enhance analysis.
[bookmark: _Toc236268237]Conclusion
The research process enhanced my grasp on international marketing as an imperfectly comparable evidence-based judgement. I learned to distinguish between company facts and company claims, I learned to use cultural frameworks as cues to explore rather than explanations. My strengths lay in being systematic in sourcing organisations, directly comparing countries and willing to qualify uncertain evidence. The issues that I faced were initial over-collection, an early descriptive tendency, and a lack of focus on price comparability. I also learned that moral evaluation ought to be able to find the affected stakeholder, the concerned marketing-mix component, and identify the fairness principle and the remediation is sufficient. The final draft is more coherent as theory, macro-economic evidence, company practice and recommendations are linked and not presented in separate blocks.
[bookmark: _Toc236268238]Action plan
In future assignments, I will be making a matrix of sources and claims before drafting and establish word limits for each claim. Journal searches will be finished early, and DOI, page range and database information will be recorded at the time of the search. Will use at least two sources for conflicts and explicitly identify company-reported outcomes. Similar products and prices will be documented on the same day, using the same trim, tax and delivery assumptions. I will do two reference checks, checking to see that all in-text citations are in the reference list and checking to see that entries that do not have in-text citations are not in the reference list. The first revision will evaluate argument quality to determine if every paragraph makes a difference; the second revision will emphasize grammar, transitions, word reduction. Lastly, I will set aside time to double check all live prices, sales and statuses of regulation right before I send it, as it can change after the writing. These actions should help future work to be more efficient, transparent and defensible.
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GDP per capita


GDP


Inflation



Japan


USA



Segmentation


Toyota divides the Japanese and U.S. markets into distinct demographic, geographic, psychographic and benefit-based customer groups.


Targeting


Positioning


Toyota positions itself in both markets as a reliable, high-quality, safe and fuel-efficient brand, while adapting its innovation and value emphasis to local competition and consumer expectations


Toyota uses differentiated targeting by selecting attractive segments such as urban hybrid users in Japan and family, SUV, pickup and environmentally conscious buyers in the United States.



Exports (1957)


Strategic purpose: Test demand and learn at relatively low commitment


Sales subsidiary


Strategic purpose:


Local manufacturing


Strategic purpose: Adapt products, reduce logistics exposure and build legitimacy


Commitment implication: High foreignness and delivery exposure


Commitment implication: Greater local control and relationships


Strategic purpose: Compete in electrified and connected mobility


Commitment implication: High capital and operational commitment


Ecosystem


Commitment implication: New capabilities and technology risk


Build market knowledge and manage distribution



Description


Feelings


Evaluation


Analysis


I selected Toyota, Japan and the United States and used academic, corporate and regulatory sources to compare the company’s international marketing strategies.


I initially felt overwhelmed by the volume and complexity of evidence, but became more confident after organising the research into a structured comparison matrix.


Using credible and triangulated sources strengthened the report, although comparing vehicle prices, specifications and cultural evidence was challenging.


The research showed that combining theory with company and independent evidence produced stronger analysis than relying on descriptive information or national cultural scores alone.


Action Plan


In future, I will begin research earlier, maintain a source-and-claim matrix, verify corporate evidence independently and complete separate argument, reference and language reviews.


I learned that effective international marketing analysis requires critical comparison, reliable evidence, cultural awareness and balanced evaluation of corporate claims.


Conclusion
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Stable institutions, domestic policy
familiarity
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