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[bookmark: _Toc237088360]Section 1: Report on the International Market Entry Strategy and Marketing Mix
[bookmark: _Toc237088361]1.1 Introduction 
The current report is a comparison between the marketing mix of Toyota in Japan, its home country and the USA, the largest country. The analysis includes the macro environment (PESTEL) analysis, cultural differences (Hofstede's dimensions), STP strategy, marketing mix, market entry approach, ethical consideration and future recommendations. 
Company Background: Toyota Motor Corporation was established on 28 August 1937 and is headquartered in Japan. The main activities of the company consist of motor vehicle production and sales. As per current reports, Toyota reported 635 billion yen in capital and approximately 380,000 consolidated employees which demonstrates its substantial global scale (global.toyota. 2026). 
Mission: The mission  of Toyota is to deliver reliable, innovative as well as value oriented products and services and ensure customer satisfaction, supporting employees along with creating sustainable value for stakeholders. 
Vision: The vision of the company is to become a leading as well as trusted organisation within its industry by continuously improving performance, fostering innovation, promoting sustainability as well as creating value for customers along with society. 
[bookmark: _Toc237088362]1.2 A comparative analysis of the market in Japan and the US: PESTLE Application 
Political Factors
Japan
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Figure 1: Japan Political stability
(Source: theglobaleconomy.com. 2024)
Japan has very stable political conditions (1.13 political index in 2024) with stable government policies, low corruption and strong institutional government (theglobaleconomy.com. 2024). Toyota and the other car companies will be rewarded as the world moves towards an economy based on no carbon, and to the cutting edge of manufacturing technology. 
United States
In addition, the American political system remains fairly stable (-0.10 political index in 2024) and has more policy variation than other political systems due to the change in presidential administrations (theglobaleconomy.com. 2024). Automotive standards and taxes and trade restrictions may result from government priorities and vary widely from country to country.  
[image: ].Figure 2: US Political stability
(Source: theglobaleconomy.com. 2024)
Similarities and Differences
Both have stable politics, but reliability on the plans of Toyota is less because it has more stable policies and long-term industrial plans in Japan. There is a growing political risk uncertainty in the U.S. regarding the potential changes in trade and environmental regulations, whereas there is more potential market size in the U.S (Kobrin, 2022). However, the U.S. market offers operating and investment options that are more flexible than in Japan, where the car maker is subject to strict rules and regulations. 
Economic Factors
Japan
Japan is one of the world's most developed economies by maintaining 1.075% real GDP growth in July 2025, boasts high earnings and a well-developed manufacturing base and advanced supply chains (ceicdata.com. 2025). However, the population growth in the country is low, and ageing and consumer demand are moderate, while economic growth is relatively low. 
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.Figure 3: Japan real GDP growth
(Source: ceicdata.com. 2025)
United States
The United States is the biggest personal vehicle and high disposable income consumer market in the world and has a very high purchasing power. Manufacturers are offering a good profit opportunity with the larger pickup trucks, SUVs and upscale vehicles consumers are buying.
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.Figure 4: US real GDP growth
(Source: Richter, 2024)
Similarities and Differences
In terms of economy, the population size and the demand of the U.S. have the potential of more growth and vehicle sales than Japan. But, Japanese manufacturing is more efficient, there are more skilled workers in their industry, and the supply chain is more reliable (Kanike, 2023). Toyota sees Japan as their research and development headquarters and the world's manufacturing unit and a significant portion of the company's sales activity in the higher margin, larger U.S. auto market.

Social Factors
Japan
Consumers consider the important points to be the quality, reliability, safety, fuel efficiency and product innovation in Japan (Bera et al., 2025). A demand for the environment, safety and compactness of vehicles due to the ageing population. 
United States
American consumers consider the size, comfort, performance, cutting-edge technology and design of a car (Mateen et al., 2025). SUVs, pickup trucks and crossover vehicles are among the most popular cars sold due to the size of the roads, suburban living.
Similarities and Differences
The preferences of consumers are greatly different in the two markets. The main interests of Japanese buyers are efficiency, reliability, and utility, while US buyers' interests are performance, size of car and lifestyle. Toyota's development of its product mix has been an effective one, as has been the development of smaller hybrid cars which it has been selling in Japan, and Toyota's massive product diversification in the U.S. with its SUVs, trucks and larger hybrid cars.
Technological Factors
Japan
Japan is known in the world for Technological innovations, Robotics, Precision engineering and Advanced automotive development. Toyota has a huge research and development budget dedicated to connected mobility, battery technology, hydrogen fuel-cell technology, AI and autonomous driving solutions (Abro et al., 2023). 
United States
The U.S. software, AI, digital connectivity and autonomous vehicle technologies are leading the way in innovation. Tesla, Google, Nvidia, and countless software developers are towing the digital transformation bandwagon in the automobile industry (Yaacoub, 2024). The uptake by consumers is also very quick for connected vehicles, digital services and ‘over-the-air' software updates.
Similarities and Differences
Manufacturing excellence, Engineering innovation is a UK strength while on the other hand, Digital technologies, software integration and disruptive automotive innovation is a USA strength. Toyota's manufacturing strength and collaborations and investments in the U.S. tech landscape will enable them to be a major force in the future mobility industry.
Environmental Factors
Japan
Japan has set out with high ambitions on the environment and has become more and more ambitious about becoming carbon neutral, providing a significant amount of renewable energy, reducing emissions and also sustainable manufacturing (Zhang et al., 2024). The government's efforts to support hydrogen technologies and hybrid vehicles are well aligned with Toyota's sustainability approach, which has long been focused on reducing CO₂ emissions.
United States
There are significant differences in the environmental laws of the federal and state jurisdictions. California has strict emissions regulations, and actively promotes EV use with funding incentives (Ajeigbe and Holt, 202). 
Similarities and Differences
Both nations are making efforts to improve the sustainability of their economies, but Japan's efforts are more consistent and have a longer-term focus on carbon neutrality. The opportunities for EVs are growing at a faster pace in the U.S., while there are regional variations in environmental regulations and consumer preferences.
Legal Factors
Japan
Japan has an open and transparent legal system, strong IP protection, well-established product safety laws and regulations, and also has a set of labour and environmental laws (Trade.gov. 2019). Toyota's legal compliance demands can be forecasted, allowing for good risk management to be undertaken as well as safeguarding technological innovations that have been a result of the company's years of research and development.
United States
The United States has a comprehensive yet very complex legal landscape, comprising Federal and State legislation, product liability laws, consumer protection laws, labour laws and environmental compliance laws (dol.gov. 2026). These increased risks of litigation, strict safety regulations and significant legal liability on the part of the car manufacturer over recalls and product quality make the process of automotive manufacturing more complex.
Similarities and Differences
The Japanese legal climate is more certain and efficient, which helps to foster operational stability and protection of innovations. The United States in contrast is more complex and costly to compliance, with multiple regulations and regulatory bodies, and greater litigation exposure.


Hofstede Cultural Analysis between Japan and the US
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Figure 5: Hofstede country comparison
(Source: theculturefactor.com. 2026)
Power Distance
The scores of the USA and Japan are 40 and 54 respectively; this is moderate acceptance of hierarchical structures and authority in Japan (theculturefactor.com. 2026). The management authority tends to be clearly defined within the Japanese organisations, and there is high respect for senior management; work activities are decided based on a formal reporting system. American companies, by contrast, have short chains of command, and allow a good deal of interaction and communication between management and workers. 
Individualism
Japan (62) and the United States (60) are an unmistakably different culture, but a more individualistic one (theculturefactor.com. 2026). Team spirit, co-operation and loyalty to the organization are more important in Japan, while personal freedom and independence and personal achievements are more important in America. In this regard, the marketing strategy in Japan is reflective of the concept of collective responsibility while the marketing strategy in America is personal and emphasizes lifestyle and the importance of owning a car, a long-term relationship with the customer and trust in the brand.
Masculinity (Motivation Towards Achievement and Success)
The scores of Japan and the U.S. are very high (95) and high (62), respectively. This represents high competitiveness, achievement, excellence and continuous improvement is highly valued in Japanese society (theculturefactor.com. 2026). Individuals are generally linked to good things with success and achievements. In American Culture, achievement and competitiveness are emphasized, and there is a greater emphasis on balancing work and life, and individual choice.
Uncertainty Avoidance
Japanese consumers are more stable, plan their purchases carefully and are more risk averse than the people in the United States with scores of 92 versus 46. In the lead up to purchase, consumers demand dependable products, detailed information about the product and quality. American consumers, on the other hand, are willing to allow innovation, experimentation and uncertainty of the market.
Long-Term Orientation
The USA's score is 50 and the Japanese's score is 100 - their total highest score ever. The difference in culture is significant between the two, with Japan at 100, and the USA at 50 (theculturefactor.com. 2026). Long-term planning, determination, an unrelenting drive for improvement, and sustainable development are all key features of Japanese culture. The values are in line with the Toyota philosophy “Kaizen” means Continuous Improvement and long-term investment in Research and Development. 
Indulgence
Compared with a relatively freer culture (such as America with a rating of 68), the Japanese rating of 42 shows that there is less indulgence or leisure in the Japanese culture (theculturefactor.com. 2026). The Japanese consumer chooses products which are functional in the application, and useful in its use and return on investment. American consumers, however, are more apt to purchase cars that help them achieve their own personal enjoyment, comfort and lifestyle objectives. So, the marketing mix of Toyota in Japan is more oriented towards reliability and efficiency of the vehicle while the marketing mix of Toyota in the USA is more oriented towards adventure, driving enjoyment, family experience and emotional connection of the vehicle. 
[bookmark: _Toc237088363]1.3 A comparative analysis of STP and Marketing Mix 
[bookmark: _Toc237088364]1.3.1 STP Analysis
Segmentation
Japan
Toyota segments their market in Japan on the basis of demographic, geographic, psychographic and behavioral characteristics (Hartoyo et al., 2023). Demographically, the company is directed towards the family household, young professionals and ageing consumers. Compact cars are not only popular in Japan but also have a particular appeal in cities like Tokyo and Osaka, where space is at a premium and traffic congestion is high. In terms of psychographic, the Japanese consumers appreciate reliability, quality, environmental consideration, and technological innovation. 
[image: ]
Figure 6: Japan Median age population 
(Source: statista.com. 2025)
United States
Toyota has more and wider spread customers in the U.S. market, which is why they segment the market there more broadly. Families, young professionals, luxury consumers and commercial users are all segments of the population used in demographic segmentation. There is significant geographic variation, with preferences for cars different in each state according to climate, infrastructure and lifestyle. American consumers are sometimes performance, comfortable, innovative and brand prestige oriented. Behavioral segmentation defines those that want to purchase SUVs, pick-up trucks, luxury cars or hybrid/ electric cars for the environment (Graham, and Brungard, 2022).
[image: ]
Figure 7: US Median age population 
(Source: statista.com. 2025)
Comparative Evaluation
Both the countries apply demographic, geographic, psychographic and behavioural segmentation, but Japan is more concerned with efficiency, urban mobility, ageing population while U.S. needs are more diversified owing to regional differences, high level of consumer diversity, and diversified lifestyle preferences. Toyota thus tries to expand its product line in the United States' market while keeping its offerings more focused at home in Japan.
Targeting
Japan
Toyota predominantly targets multiple customers using a targeting strategy of differentiation with each segment having a specific product line (Takeuchi, Ohmae and Ichijo, 2023). Clusters of people to target are environmentalists, urban commuters, families, and senior drivers looking for security, reliability and fuel economy. 
United States
Toyota also uses a differentiated targeting strategy in the United States, but targets more diverse groups of consumers (Williams, 2024). Reliable SUVs, technologically advanced vehicles for young professionals, environmentally conscious buyers of hybrid vehicles and commercial customers buying pickup trucks are all important segments. Toyota also targets high-end customers with its luxury options, while keeping down its price with value for money customers.
Comparative Evaluation
Toyota's targeting is differentiated in both markets, but much more extensive in the U.S. due to the diversity and buying power of its markets. Targeting in Japan focuses on the practical and long-term aspects of mobility, while targeting in the US is more about practical, lifestyle, performance and premium.
Positioning
Japan
Toyota is the most trusted brand of car in Japan because it has ensured that their cars have the best quality, reliability, technological innovation, safety and ecological protection (NASER, 2021). The positive image of the brand domestically, plus ongoing investments in hybrid and hydrogen cars, help customers trust the brand, which further positions the company as a leader in innovations for sustainable mobility.
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Figure 8: Positioning map of Toyota in Japan
(Source: self-developed)
United States
Toyota has become a solid yet innovative world-class auto company offering quality, reliability, state-of-the-art technology and great resale values in the United States (Morgan and Liker, 2020). Marketing communications focus more on the reliability of the vehicle, and are becoming more about hybrid and electric mobility, connected technology and modern design to compete with domestic and international peers.
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Figure 9: Positioning map of Toyota in the US
(Source: self-developed)
Comparative Evaluation
Toyota's position is clear in both the markets and it's quality, reliable and innovative positioning. Positioning in Japan, however, is more about national heritage/environmental leadership, whereas positioning in the United States is more toward reliability/performance, versatility, technological advancement and lifestyle appeal. 
[bookmark: _Toc237088365]1.3.2 Marketing Mix (7P)
Product
Japan
The product strategy is more inclined towards compact cars and hybrid cars, kei cars and technologically advanced cars which are best suited to the dense urban population in Japan. Toyota’s product portfolio has 3 main dimensions—passenger cars, SUVs/MPVs, and commercial vehicles, while its Japanese lineup alone lists 30 current models, demonstrating substantial product width as well as depth across different customer segments and mobility needs (Zhang, 2025). Product designs are optimized for fuel economy, reliability, safety and environmental protection to meet the consumer expectation and government policy on environmental protection (Georgakoudis, Pechlivanidou and Tipi, 2025). 
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Figure 10: Toyota cars in Japan
(Source: toyota.jp. 2026)
United States
Toyota has a wider offering of models such as sedans, SUVs, pickup trucks, crossovers, hybrid and luxury models in the United States by maintaining the same dimensions (Zhang, 2025). Bigger, more powerful vehicles with more room and advanced information systems are most Americans' desired traits in a vehicle. 
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Figure 11: Toyota cars in US
(Source: toyota.com. 2026)
Comparative Evaluation
Toyota applies the quality and reliability standards customers typically demand everywhere in the world; and adapts the size, design and number of models to suit the lifestyles and infrastructure of the U.S. and Japan (Georgakoudis, Pechlivanidou and Tipi, 2025).
Price
Japan
Toyota's value pricing policy is a thin margin between the cost of product and quality of product, and innovation of technologies in Japan. As a result of the good economic climate and stiff local competition, a number of the categories of cars are available competitively priced. 
United States
Toyota is selling competitively (2,332,623 unit) and trying to match the market price in the U.S. market (roadgenius.com, 2025). The price is quite different for various different technologies, vehicles and consumer demand. Competition is present in the American market and various sales promotion methods are used, including seasonal discount, trade-in sales and even promotional financing (Zhang, 2025).
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Figure 12: Total sales segment of Toyota
(Source: roadgenius.com, 2025)
Comparative Evaluation
More aggressive promotion/pricing and financing tactics will be needed in the U.S. than in Japan, since competition and price sensitivity is higher in the U.S. than in Japan - however, Toyota has value-oriented pricing in both countries.
Place
Japan
The network of Toyota authorized dealers, Toyota showrooms, digital distribution channel and after-sales service centres are distributed throughout the country, giving Toyota dealers a broad distribution network (Jelti, Allouhi and Tabet Aoul, 2023). The country has an in-depth transportation system which is able to move the products and services from one place to another in the country in an efficient manner, which facilitates the supply chain and its capability to offer the products and services to the customers.
United States
Toyota has a wide dealer network and regional manufacturing plants, logistics centres, vehicle buying websites and nationwide maintenance & repair bays. Locally made components result in greater efficiency in the supply chain, reducing transportation expenses and shortening delivery times.
Comparative Evaluation
Both countries have very well-developed distribution systems, but the distribution system in Japan is more integrated with domestic operation while in the United States, the need for larger and more decentralised distribution systems is due to the geographical size and regional diversity (Jelti, Allouhi and Tabet Aoul, 2023).
Promotion
Japan
Quality, technological innovation, environmental protection and corporate reputation are the focus of Toyota's marketing in Japan. Hybrid technology, safety features, customer confidence and reliability are often promoted in the television, digital media, corporate events/sponsorships space.
United States
In the United States, Toyota makes very integrated campaigns, bolstered by television advertising, social networks, sports sponsorship, influencing marketing, digital media and experiential marketing (Beauvisage et al., 2024). When targeting various groups of consumers, advertising is often targeted at performance, family life, adventure, durability and technological innovation and for this 1.55 billion USD was allocated (statista.com, 2025).
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Figure 13: Advertising budget of Toyota in the US
(Source: statista.com, 2025)
Comparative Evaluation
Toyota is the same car company, with the same marketing philosophy, the same marketing strategy, and same marketing tactics, all over the world and in accordance with the needs of the culture (Beauvisage et al., 2024). 
People
Japan
Toyota has placed a heavy focus on their employees' ongoing efforts for improvement (Kaizen), service orientation, and commitment to the company for the long term. Dealership personnel use courteous language with the customer, knowledge and build a relationship with the customer throughout the customer's experience (NASER, 2021).
United States
The dealership personnel have been well-trained in the products, customer service, consultative selling, customer needs and after sales service. Emphasis is placed on sales and customer satisfaction measures.
Comparative Evaluation
In both markets, technical staff and customer service are of utmost importance. The Japanese method is more about continuity of service & long-term relations, whereas the US method is more about customising relations with customers & being effective at selling.
Process
Japan
Toyota production system is a system known worldwide and adopted every day and every aspect of Toyota's business in Japan, such as lean manufacturing, and Just in Time (JIT) production, Kaizen and strict quality management (Long, Morgan and Yoshino, 2023). 
United States
Toyota's operating systems in the US are similar, but customized to the local environment, the dealing process and customer tastes and internet channels. Vehicle configuration, finance and vehicle service scheduling and CRM systems are enhanced more convenient and efficient online.
Comparative Evaluation
Toyota uses the same underlying processes as their key processes throughout the world but uses customer processes that are appropriate at the local level. Digitalisation and service flexibility is more noticeable in the U.S. market, whereas operational precision and manufacturing excellence is a big priority in Japan (Long, Morgan and Yoshino, 2023).
Physical Evidence
Japan
Toyota dealers in Japan offer clean, modern and progressive surroundings, which are in line with the Japanese standards of quality and professionalism. These are supported by the brand-new showrooms, state-of-the-art service centres and eco-friendly facilities.
United States
Toyota dealerships in America have expansive showrooms, modern displays, a customer lounge, a service centre and test drive areas that ensure that the dealership puts the customer first. It is innovative, reliable, and has value to the customer via consistent branding messages (Beauvisage et al., 2024).
Comparative Evaluation
Both countries are enhancing Toyota's reputation for quality through the use of physical evidence (Abebe, McMillan and Serafinelli, 2022). While Japanese dealerships focus on operational efficiencies and a focus on the customer experience, US dealerships put more emphasis on customer comfort, accessibility, interactive experiences and convenience.
[bookmark: _Toc237088366]1.4 An analysis of the brand’s market entry strategies in the US 
The introduction of Toyota to the U.S. market was slow, systematic and included direct exporting as well as manufacturing and strategic alliances. This was due to an increased demand for not only affordable but also reliable cars for which the company began to export compact, fuel efficient cars from Japan. However, fuel prices, particularly gasoline prices, soared in the 1970s and fuel efficiency became an important determinant of fuel-efficient car demand, bringing Toyota to market (Abebe, McMillan and Serafinelli, 2022). As sales grew, Toyota began to diversify from exporting and invested in foreign direct investment (FDI) by opening manufacturing plants in the U.S. Through this localisation approach, transportation expenses were kept low, risk of import tariffs and exchange rate change was minimised, supply chain efficiency was enhanced, and a long-term commitment to the American market was signalled (Nassief, 2024). The combination of Foreign Direct Investment, localisation and strategic partnerships and being responsive to the local market is a healthy mix of globalisation and responsiveness, as a result of 505,633 units of vehicle sales by Toyota in US (statista.com, 2026).
[image: ]
Figure 14: Toyota sales data in the US
(Source: statista.com, 2026)
[bookmark: _Toc237088367]1.5 Ethical issues related to this brand’s marketing mix in Japan 
The overall picture of Toyota's corporate ethics was favourable in Japan, focusing on quality, safety of the vehicles, environment and corporate responsibility. But there are a few ethical concerns that have arisen with its marketing mix, especially the quality of its product, promotional communication and transparency of the company. The greatest concerns related to safety and inconsistency of quality certification; In some Toyota Group companies, the amount of testing and quality certification were not up to the regulatory level (Lim and Tan, 2024). 
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Figure 15: Automobile sector net income in Japan
(Source: nippon.com, 2026)  
Thus, when the quality assurance is not equal to the marketing assurance, there is an ethical problem since consumers have expectations that the information which has been presented by the marketing communication is true. Toyota has until now, been a pretty fair player in pricing, good dealership network and the comprehensive after-sales service which in turn has fostered a good, long-term relationship with their customers (Soleimani et al., 2024). In addition to that, Toyota has proved that they are responsible and ethical, not just promoting the technology but investing in it, developing hydrogen fuel-cell, cutting carbon, sustainable manufacturing programs etc. 
[bookmark: _Toc237088368]1.6 Recommendations on International Marketing Strategies 
Strengthening Sustainable and Digital Innovation
Over the coming years Toyota will further advance sustainable mobility, with a focus on hybrid, battery electric and hydrogen fuel-cell technologies, and continue to develop new digital services for the vehicles (Hassan et al., 2023). In the midst of more and more stringent environmental regulations being implemented by governments, and the growing desire of environmentally conscious consumers to buy “Smart” cars to minimize their environmental footprint, Toyota is pushing forward in the development of connected vehicles, AI, autonomous driving and other smart mobility solutions. 
Enhance Localisation While Maintaining Global Brand Consistency
Though Toyota has created a strong brand image in the world market by providing good quality, reliable and innovative products, it needs to increase the efforts of localising the product to cater to the preferences of the market in various countries of the world (Susetyo, Suendro and Tielman, 2026). The features, cost, marketing and distribution should be adjusted to suit the country's culture and economy, and local regulations and laws without compromising the values of the product. Providing Toyota with more market research, customer insight and digital analytics will help them better adapt to customers' trends, achieve better customer satisfaction and build longer customer relationships in developed and emerging markets.
Strengthening Ethical Marketing and Customer Engagement
However, to enhance consumer trust in the company's business globally, Toyota needs to improve transparency, ethical governance and customers' participation in its business. The company should still have rigid quality assurance processes and be open about their product safety and sustainability program as well as their company responsibility program, after the recent issues they have faced in quality certification (Kabir, Rana and Debnath, 2024). In addition, Toyota is assigned to apply digital marketing, social media, and personalized customer engagement and customer relationship management (CRM) systems as additional tools to improve customer engagement in its global markets.
1.7 Conclusion 
Overall, this assignment has been beneficial in helping me to grasp the process of research and writing with much more detail, and how this can be implemented into an international business setting. It emphasized the significance of employing the structured marketing approach so as to solve a complex business situation and make decisions based on cases. There was a lot of information to sift through and what to consider was a problem, which has helped me with my organisational and analytical skills. I also feel the following are integral parts of good academic practice good planning, good reflection and good time management. This assignment has helped to develop my confidence in the theory of marketing and to apply it to real organisations and also given me a chance to critically analyse the international business environment.


[bookmark: _Toc237088369]Section 2: Reflective Account 
[bookmark: _Toc237088370]2.1 Description
The project that I was assigned to do as part of this assignment was a specific research and analysis project, which was a comparison and contrast of the international marketing strategies of Toyota in Japan and the USA. I first read the assessment needs and found out the most important frameworks which are required for the assessment: PESTEL, Hofstede's Cultural Dimensions, STP, 7Ps of marketing mix, market entry strategy and ethical marketing considerations. The information was collected from academic journals, textbooks, company reports and reliable/valid online sources to ensure that it is relevant and evidence-based for the analysis (Garsia et al., 2023). The information was then carefully sorted under appropriate headings, and the information was used to compare the two countries on the selected marketing frameworks. My approach to writing was to maintain a logical flow, critical analysis and continued throughout with the best academic writing practice to ensure that I would cover all Learning Outcomes. I also read myself in excess beyond once to gain clarity, coherence and consistency. 
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Figure 16: Gibbs Reflective model 
(Source: crowe-associates.co.uk. 2019)
[bookmark: _Toc237088371]2.2 Feelings
Initially I was confused and a little over-informed by the task, as I was required to employ various models of international marketing and compare/contrast the marketing strategies of Japan versus the United States. Initially, the information I was using and then how to make sure that the analysis wasn't merely a description. As I worked on my research, and as I started to see that there were a number of academic papers and industry reports out there which supported my arguments, I got more confident (O’Dwyer, Filieri and O’Malley, 2023). I gained an understanding of the differences between the culture, economics and marketing of the two countries and the ability of multinational companies to adjust to the two markets. I also enjoyed applying the theories, such as PESTEL and Hofstede's Cultural Dimensions, STP and 7Ps in a company that I know well for Toyota. When it came to the end of the assignment, I felt happy with the knowledge I had acquired and was more confident to do some kind of structured research and then critique it in an international and then logically and academically appropriate manner.
[bookmark: _Toc237088372]2.3 Evaluation
Overall, I believe that I completed the assignment successfully since it helped me to understand the overall concept of international marketing strategies and their application and implementation. One benefit that I found was that there were common marketing frameworks that I used, such as the PESTEL framework, Hofstede's Cultural Dimensions, STP and the 7Ps marketing mix that gave a clear structure of analysis of the operation of Toyota in both Japan and the U.S (ALShanti et al., 2024). The other main area of using a variety of academic journals, company reports and credible secondary sources to support my analysis also contributed to the credibility of my analysis. Then, I was trying to assess and compare two very large and complex markets, which posed some difficulties for me: There was a lot of information and not always was it easy to ensure that I'm looking at the most relevant evidence. Time constraints were another challenge as several sources of information were to be read, a good amount of work. Although faced with all these difficulties I managed to present all the information in a logical and coherent discussion and I learned a lot from this assignment, in my analysis as well as with academic writing.
[bookmark: _Toc237088373]2.4 Analysis
This experience led me to believe that the key to success in international marketing was not just in knowledge application of theories of marketing but the understanding that the implications of culture, economy, politics and consumer behaviour have an impact on business decisions. I knew that there were so many models that could explain anything, even in Marketing strategies such as PESTEL, Hofstede's Cultural Dimensions, STP and the 7Ps and there were various observations which each model provided about the strategies of Toyota (Gomes, 2023). I was able to look at these models in a more critical and complete way as opposed to just one model. It was also agreed that a need exists to critically analyse information from reliable academic and industry sources to draw evidence-based conclusions. When I had a lot of information to consider, I found that the way I did my research, I'm not that confused and when I plan and organise my research very well, then the quality of my research improves. It has deepened my critical thinking, analytical thinking and research skills and made me aware of the importance of having the marketing mix suited to different cultural and market contexts for business success in the long term.
[bookmark: _Toc237088374]2.5 Conclusion
Reflecting on this assignment, I conclude that the overall research and writing process has significantly enhanced my understanding of international marketing and its practical application within a global business environment. The experience demonstrated the importance of using structured marketing frameworks to evaluate complex business situations and develop well-supported arguments (Kyambade et al., 2025). It also highlighted the value of conducting thorough research, critically assessing different sources, and presenting findings in a logical and coherent manner. Although I experienced challenges related to managing a large volume of information and selecting the most relevant evidence, these difficulties encouraged me to improve my organisational and analytical skills. I also recognised that effective planning, time management, and continuous review are essential for producing high-quality academic work. 
[bookmark: _Toc237088375]2.6 Action Plan
	Development Area
	Action Plan
	Timeframe

	Enhance research skills
	Through more effective and systematic searches of academic literature and the use of academic databases I will be able to recognise, assess and combine high quality academic journals, company reports and industry publications.
	Within 1 month

	Strengthen critical analysis
	I will use different marketing frameworks (PESTEL, Hofstede, STP and 7Ps) with case studies to enable me to undertake a critical evaluation of marketing rather than descriptive.
	Within 2 months

	Improve time management
	I will make a detailed assignment schedule with the milestones for research, drafting, proofreading and referencing, to make sure that work is done efficiently, and in a timely manner.
	From the next assignment onwards

	Developing academic writing skills
	
I will seek advice from my tutor regarding feedback, reference styles guide and to proofread myself to improve my academic writing in relation to clarity, coherence, critical discussion and accurate referencing.
	Ongoing over the next semester
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