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International Market Entry Strategy and Marketing Mix: A Comparative Analysis of Toyota in Japan and India

[bookmark: _Toc235708532]1. Introduction 


International marketing has evolved from a regional growth strategy to a major source of sustainable competitive advantage, as global marketplaces become ever more dynamic and intertwined. The increasing competition, rapid technological changes, changing consumer preferences and the diversity of institutional settings force multinational companies to develop marketing strategies that are capable of tapping into global efficiencies and also respond efficiently to the local market conditions (Hollensen, 2024). Therefore, the success of international companies increasingly depends on their ability to find the right balance between global standardisation and local adaptation that enables them to create superior customer value, increase brand equity and sustain long-term profitability in culturally and economically diverse markets (Kotler et al., 2022).

Toyota Motor Corporation is one of the most successful multinational automobile companies in the world. Manufacturing quality, technological innovation and customer-oriented marketing approaches have made it available in more than 170 countries. Toyota is a brand that is known worldwide for quality and reliability and for continuous improvement through the Toyota Production System . However, Toyota’s international success is largely due to its capacity to customize marketing methods for diverse economic conditions, cultural preferences, and regulatory environments (Toyota Motor Corporation, 2025). Toyota is based in Japan, a technologically advanced and mature automobile market with high consumer expectations and environmental regulations. However, India is one of the fastest growing vehicle markets in the world. It has huge growth potential, as well as competition concerns from rising disposable income, fast urbanisation and growing middle-class consumption.

The present study systematically examines the international marketing strategy of Toyota in Japan and India through the analysis of macro environment using PESTEL framework and evaluation of cross-cultural variations using Hofstede’s Cultural Dimensions. The paper also discusses Toyota’s Segmentation, Targeting and Positioning (STP) strategy and international marketing mix (7Ps). It discusses the market entry strategy of Toyota in India.  It is critical evaluation of ethical issues related to marketing activities of Toyota. Finally, it provides evidence-based strategic recommendations for enhancing Toyota’s global competitiveness in the future. This report is more than a basic overview and gives critical insights into Toyota’s foreign marketing success, with contemporary academic literature, recent industry evidence and comparative numerical analysis.

[bookmark: _Toc235708533]2. Comparative Market Analysis
[bookmark: _Toc235708534]2.1 Comparative PESTEL Analysis 
[bookmark: _Toc235708535]Political and Economic Environment
Toyota is in politically safe but strategically varied car environments. Japan has a sound industrial policy, well-developed infrastructure and robust protection of intellectual property. But its mature market inhibits volume growth. India is a more complex, but faster growing policy environment, with taxation, registration and incentives for autos varying between the national and state governments. The Indian government’s 2024 Scheme to Incentivise Manufacturing of Electric Passenger Cars will stimulate international investment and localisation, giving potential for Toyota to expand manufacturing and increasing the pressure to ramp up domestic sourcing (Government of India, 2024).  

The income gap is significant.  IMF projects India’s real GDP growth at 6.4% in 2026 compared to Japan’s 0.7% But Japan's per capita GDP is roughly US$35,700, which is more than 12 times India's US$2,810. Here are marketing messages in collision. “Japan is more about high value hybrids, premium vehicles and tech led differentiation while India offers more unit growth potential but needs price sensitive models, finance options and lower ownership costs. Thus, India has more opportunity for market expansion while Japan has more opportunity for margin protection and innovation testing.

[bookmark: _Toc235708536]Social and Technological Environment
Japan’s declining and aging population is constraining long-term demand for vehicles, but is also increasing the strategic importance of tiny vehicles, safety technologies and mobility services. India’s population exceeds 1.47 billion with a younger urbanising customer base fuelling demand for first-time autos. But with lower disposable income, Toyota can't just copy the product architecture and pricing points it has in Japan, for India. Financing must exist, it must be reliable, fuel efficient, localised and affordable.

“Japan has a well-developed charging infrastructure, hybrid technology and a mature manufacturing. The Japanese government has said it wants 100% of new passenger cars sold to be “electrified” by 2035, although that broad category includes hybrids, plug-in hybrids, battery EVs and fuel-cell vehicles. This broad definition allows for Toyota’s multi-pathway approach, but may also hinder the battery-electric transition. India aims for 30% EV penetration by 2030 with a focus on indigenous battery and component manufacture.  So Toyota needs to accelerate the rollout of hybrids and EVs relevant to the region, rather than rely too heavily on technologies developed for Japan.

[bookmark: _Toc235708537]Environmental and Legal Environment
Both markets are toughening up their position on emissions but they are doing it in different ways. Japan’s regulatory policy is focused on technological compliance and lifecycle efficiency, whereas India’s approach is a mix of decarbonization, affordability, energy security and urban air-quality objectives. Toyota’s hybrid portfolio is more strategically sound in Japan but in India it has to prove that hybrid pricing premiums translate into actual fuel cost reductions.

Japan’s national standards are the same by law, but India has more splintered taxation, government incentives and infrastructure restrictions. This adds expense to compliance and distribution but also provides the opportunity of regional targeting. Overall, Toyota should pursue advanced electrified differentiation in Japan and highly localised, cost-efficient mobility in India. This means that the environmental strategy must be customized to the institutional and income conditions of each market and cannot be universally standardized.



Table 1. Comparative Macroeconomic Indicators: Japan vs India (2025)

	Indicator
	Japan
	India
	Strategic Implication for Toyota

	Population
	123.6 million
	1.43 billion
	India offers significantly larger long-term demand potential, while Japan provides a mature replacement market.

	GDP Growth
	0.8%
	6.5%
	India's faster economic growth supports future vehicle demand and dealership expansion.

	GDP per Capita (US$)
	35,700
	2,810
	Japan supports premium and technologically advanced models; India requires affordability and localisation.

	Inflation
	2.3%
	4.5%
	Higher inflation in India increases pricing pressure and cost management importance.

	Urban Population
	92%
	37%
	Japan supports premium urban mobility; India's urbanisation creates expanding automotive demand.

	Passenger Vehicle Market Growth
	2%
	8–9%
	India's automotive industry provides greater growth opportunities than Japan's mature market.




The comparison demonstrates that Toyota's marketing strategy cannot be standardised because macroeconomic conditions differ substantially. India offers volume-driven growth, whereas Japan provides profitability through premium innovation.

Source
IMF (2025); World Bank (2025); SIAM (2025).




[bookmark: _Toc235708538]2.2 Comparative Hofstede Cultural Analysis 

Hofstede’s cultural dimensions provide a useful framework for evaluating the influence of national culture on consumer behaviour, marketing decisions and strategy adaption in foreign markets. Toyota's worldwide trademarks include quality, reliability and technical innovation. But the cultural differences between Japan and India call for a huge shift in the way products are developed, customers are engaged and promotions are executed.  Toyota does not view culture as a constraint, but as a strategic instrument to capitalize on cultural variety to enhance responsiveness to markets and competitive strength (Hofstede Insights, 2025). 

Power Distance 77 and 54, quite a big difference between India and Japan. India has a higher power distance which means it is more accepting of hierarchy and social status hence the customers tend to link car ownership with prestige and upward social mobility. Thus, Toyota has smartly placed premium vehicles such as Fortuner and Camry as a status symbol of professional accomplishment and family achievement in the Indian market. On the contrary, Japan has a low score of power distance, which suggests that the quality, safety, reliability and technological performance of the product are more essential in purchase decisions than social status alone (Hofstede Insights, 2025). The findings show that the same branding practices would be interpreted differently by consumers in the two markets.

Also countries differ a lot on Individualism. Japan has a score of 62 The society is semi independent. The key drivers of purchase decisions are personal convenience, innovation and product performance.  India is ranked 48th lower and has more collectivist attitudes, where family influence and long-term relationships are factors in the buying habit (Hofstede Insights, 2025).  So in India, Toyota’s marketing communications are very focused on big family vehicles, durability and benefits of shared ownership. Japanese advertising, on the other hand, emphasizes technological innovation, environmental performance and the driving experience. This cultural adaptation allows Toyota to cater their value proposition to different consumer motivations and not a one-size fits all international communications plan. 

Both countries are masculine, Japan 95 and India 56 but the intensity is very different. Japan’s hyper-masculinity is a consequence of a highly competitive society in which consumers prize technical perfection, exact production and rapid technological improvement. So, in its home market, Toyota advertises hybrid innovation, advanced safety systems and improved production quality. While achievement also is important to Indian consumers, the key purchase drivers are affordability and long-term cost of ownership. In this way Toyota balances quality signals versus value for money positioning. Cultural values and economic reality must be brought into harmony.

Uncertainty avoidance also affects customer decision. Japan has a score of 92 which indicates a strong demand for certainty, quality assurance and risk minimization whereas India’s lower score of 40 denotes a higher flexibility towards uncertainty and innovation (Hofstede Insights, 2025). Toyota plays on this difference by emphasizing reliability of the product, stringent quality checks and advanced safety features in Japan while in India it focuses on after sales service, warranty plans, fuel efficiency and the convenience of dealership locations to address concerns about the risk of purchase.

Japan is also much higher than India on Long-Term Orientation (100 vs 51) showing a greater emphasis on long-term planning, sustainability and continuous improvement. This cultural fit is consistent with Toyota’s Kaizen philosophy, which encourages investment in hybrid technology and long-term environmental innovation. India is aware of sustainability but lower average buying power makes costs and short term economic value even more important. According to Hofstede’s generic framework, Toyota’s competitive advantage is not in standardising global marketing but in strategically adjusting marketing decisions to distinct cultural values, which enhances customer relevance, brand loyalty and long-term international performance (de Mooij, 2021; Hollensen, 2024).









Table 2. Cultural Comparison Using Hofstede Dimensions


	Dimension
	Japan
	India
	Marketing Implication

	Power Distance
	54
	77
	India requires stronger hierarchical branding and dealership trust.

	Individualism
	62
	48
	Japanese marketing focuses more on individual benefits, while Indian campaigns emphasise family values.

	Masculinity
	95
	56
	Japan responds strongly to technological superiority and performance.

	Uncertainty Avoidance
	92
	40
	Japanese consumers require greater product reliability and detailed technical information.

	Long-Term Orientation
	100
	51
	Toyota's reliability positioning resonates strongly in Japan while India balances long-term value with affordability.




Toyota's promotional strategy reflects cultural adaptation rather than global standardisation, demonstrating the strategic value of culturally responsive marketing.

Source Hofstede Insights (2025).








[bookmark: _Toc235708539]3. STP and International Marketing Mix

[bookmark: _Toc235708540]3.1 Segmentation, Targeting and Positioning (STP) Analysis 
Toyota’s international marketing success is due to its ability to apply the Segmentation, Targeting and Positioning (STP) strategies to the varied market situations, rather than applying a conventional global approach. Japan is a developed auto market with considerable purchasing power and demanding consumers. It is driven by innovation. India is a fast-developing economy and affordability; fuel efficiency and long-term ownership costs are significant aspects that impact purchase decisions. Thus, Toyota’s competitive advantage is achieved by a strategic balance between global brand consistency and local market responsiveness, allowing the corporation to maximize customer value and maintain competitive performance in both nations (Kotler et al., 2022; Hollensen, 2024).

[bookmark: _Toc235708541]Market Segmentation
Toyota adopts a multidimensional segmentation approach that considers demographic, geographic, psychographic and behavioural characteristics. In Japan, where the GDP per capita is above US$35,000, consumer demand is concentrated on segments of the population that are technologically innovative, environmentally sensitive and elderly, and desire premium quality, safety and innovation (IMF, 2025). Toyota is displaying hybrid cars such as the Prius and luxury models such as the Crown and Alphard that appeal to consumers who want technological intricacy and long-lasting reliability.

In contrast, India’s GDP per capita is around US$2,800 with a population of over 1.4 billion people, so the market structure is very different (IMF, 2025). Middle income households, first time vehicle buyers and fast rising urban consumers are the major demand drivers. So Toyota is focusing on compact SUVs, MPVs and fuel efficient hybrids like Urban Cruiser Hyryder, Innova Hycross and Fortuner. This way of segmentation is based on economic reality rather than cultural differences and it proves that purchasing power is still one of the best indicators of product-market fit.



[bookmark: _Toc235708542]Targeting Strategy

Toyota’s concentrated differentiation allows the company to optimize profitability in both markets by responding to the unique needs of consumers. In Japan, the Corporation is focusing on high value client segments that demand greater safety systems, electric mobility and higher driving performance. The annual passenger car market in Japan has been relatively constant with Toyota having a market share of over 50% in the domestic market and progressively consolidating its position via technological advancement and strong brand loyalty (Toyota Motor Corporation, 2025).

On the other hand, Toyota is adopting a selective targeting strategy in India, targeting the fast-growing SUV and premium utility vehicle segments and not engaging in a head-on competition with Maruti Suzuki and Hyundai in the highly price sensitive entry-level hatchback segment. The corporation could have a smaller share of the market and still have a higher profit margin. It's a smart use of resources, where the profit on each vehicle is more significant than the sheer volume of sales. This depicts the significance of focusing on the profitable client groups instead of attempting to achieve the largest market penetration for them to succeed in international targeting (Porter, 1985).

[bookmark: _Toc235708543]Positioning Strategy

Toyota’s global position is stable, based on quality, reliability, durability and technical innovation, but it strategically varies its value proposition for each market. The brand remains at the forefront with innovations in its hybrid technology, leading safety systems, and continuous process improvement (Kaizen) further consolidating its position in one of the world’s most advanced automobile markets.

In India, Toyota takes the same core values and combines it with messaging around fuel economy, durability, resale value & low total cost of ownership. This approach is in line with the consumer’s increasing awareness of operating costs and long term financial worth. Toyota has earned customers' trust through superb reliability and after-sales service, not just premium branding, giving it an edge over rivals such as Hyundai, Tata Motors and Mahindra.

In conclusion, as demonstrated by Toyota’s STP approach, international marketing success depends on strategic adaptability, not standardisation. The alignment of segmentation, targeting and positioning with the economic conditions, competitive intensity and consumer expectations of Japan and India by Toyota enhances customer relevance, resource efficiency and long-term competitive advantage across two very different automotive markets (de Mooij, 2021; Kotler et al., 2022).

Table 3. Toyota STP Strategy Comparison

	STP Element
	Japan
	India
	Strategic Evaluation

	Primary Segment
	Premium hybrid buyers
	Middle-income SUV buyers
	Reflects different purchasing power and market maturity.

	Target Customers
	Professionals, ageing population, environmentally conscious consumers
	Families, professionals, first-time SUV buyers
	Toyota selectively targets profitable customer groups rather than mass-market volume.

	Positioning
	Technology leader
	Reliable, fuel-efficient and durable brand
	Consistent global brand with locally adapted value propositions.

	Competitive Advantage
	Innovation and hybrid leadership
	Reliability, resale value and low ownership cost
	Local adaptation strengthens competitive positioning.



Toyota's STP strategy illustrates successful glocalisation by combining global brand consistency with country-specific customer value propositions.
Source
Toyota Motor Corporation (2025); Kotler et al. (2022).




[bookmark: _Toc235708544]3.2 International Marketing Mix (7Ps) Analysis 
  
A multi-national marketing mix of Toyota indicates that competitive advantage is gained from strategic flexibility, not total worldwide homogeneity. The firm has a strong global brand based on quality, reliability and continuous development but all elements of the marketing mix are changed to reflect differences in consumer buying power, competitive intensity, regulatory regimes and cultural expectations. The comparison between Japan and India highlights Toyota’s ability to maintain global consistency in its brand and adapt to local market conditions to optimize profitability and long-term market growth (Kotler et al., 2022; Hollensen, 2024).

[bookmark: _Toc235708545]Product

Toyota’s product strategy in India and Japan is considerably different in terms of market maturity and consumer expectation. Japan is a highly advanced automobile market with the need for hybrid innovation, autonomous safety technology and luxury comfort. That means Toyota has a broad range of vehicles including the Prius, Crown, Alphard, Mirai and bZ4X and continues to develop hybrid, hydrogen fuel-cell and battery-electric powertrains. The large percentage of hybrid autos in Toyota’s domestic market sales is indicative of Japan’s dedication to environmental sustainability and technological progress (Toyota Motor Corporation, 2025).

India’s product portfolio is about pricing, durability and fuel efficiency. The Innova Hycross, Urban Cruiser Hyryder, Fortuner and Glanza related models will cater to the rising demand of compact SUVs and multi-purpose cars. Toyota is not only shifting the Japanese portfolio but also enhancing localisation to lower the production cost while keeping the product reliability. This adaptation indicates that the success of a product is not dependent on the sophistication of the technology but on the suitability of its qualities to the local income levels and the consumers’ perception of value.

[bookmark: _Toc235708546]Price
There is a great difference between the two markets in terms of economy and this is shown in the different price strategies used by Toyota. The per capita GDP of Japan is over $35,000. Great products, high end technology - Toyota can compete on value pricing. (IMF 2025) Innovation, safety systems and electrified mobility are what consumers are willing to spend more for.

In comparison a per capita GDP of around US$2,800 in India indicates that individuals are far more price sensitive. The cost of car ownership can be reduced, while yet maintaining acceptable profit margins, through local manufacturing, the localization of suppliers and flexible financing options. But Toyota’s pricing flexibility is restricted by severe price competition from rivals such Maruti Suzuki, Hyundai, Tata Motors and Mahindra. Toyota is competing on overall cost of ownership -- fuel economy, dependability, resale value -- not just the initial price tag. Average selling price is lower but compensated by protection of long-term profitability.

[bookmark: _Toc235708547]Place
Variations in retail infrastructure and consumer access affect the way Toyota distributes its cars. Japan’s robust dealer network is linked to new digital purchasing platforms and efficient logistics systems, allowing for quicker vehicle delivery and an improved customer experience.

The demand is coming from metros, Tier-2 and Tier-3 cities, so India needs a wider regional distribution strategy. Toyota, for example, uses a mix of licensed dealerships, regional distributors and other online sales channels to increase its market penetration. The in-house production facilities reduce the cost and delivery time of the supply chain. This localization strategy increases operating efficiency and better meets regional demand variations.

[bookmark: _Toc235708548]Promotion

The important market adaption is the form of Toyota’s promotional campaign, too. A lot of the advertising in Japan is based on tech innovation, hybrid leadership, environmental sustainability and better safety systems. This helps strengthen Toyota's image as a leader in engineering. The commercials you see to promote services will often talk about carbon neutrality, smart transportation and digital transformation.

In India advertising messaging is about family safety, durability, fuel efficiency and long-term reliability – mirroring customer beliefs around value for money and ownership costs.  Toyota is also boosting its traditional advertising with increased digital marketing, social media interaction and experiential initiatives targeted at younger urban buyers. Instead of broadcasting the same brand message globally, Toyota has made its marketing more effective by tailoring its communication to consumer motives that are more culturally and economically relevant. 


[bookmark: _Toc235708549]People, Process and Physical Evidence

Another illustration of the value of local adaptation is Toyota’s service approach.  In Japan, customer service is founded on technological know-how, accuracy and personal attention. This reflects the high expectations that consumers have of service quality. Integrated customer relationship management systems and digital service booking and predictive maintenance add to the ownership experience.

In India, customers are more concerned about long term maintenance cost and endurance of the car and thus after sales service is an even bigger competitive distinction. Toyota has spent millions of dollars training technicians, creating service sites all over the country, offering extended warranty programs and providing clear maintenance methods to win their customers’ trust and keep them coming back. Both markets’ modern showrooms, authorized service facilities and consistent brand presentation reinforce Toyota’s premium but reliable reputation. Physical and intangible service characteristics are important for customer satisfaction and repeat purchase and lowered perceived purchasing risk.

To summarize, Toyota's global marketing mix indicates that durable competitive advantage is not won by total homogeneity, but by clever calibrated adaptation. The brand Identity of the organization is same across the globe but the 7Ps are customized to suit the economic situations, competitive pressure and consumer expectations in Japan and India. This tension between global integration and local reaction helps Toyota to increase customer value, operational efficiency and sustain long-term international competitiveness (de Mooij, 2021; Kotler et al., 2022; Hollensen, 2024).

Table 4. Comparative International Marketing Mix (7Ps)


	Marketing Mix
	Japan
	India
	Competitive Impact

	Product
	Premium hybrids, BEVs, hydrogen
	SUVs, MPVs, affordable hybrids
	Maximises market relevance.

	Price
	Premium value pricing
	Competitive value pricing
	Reflects income differences.

	Place
	Digital dealerships and dense distribution
	Extensive dealer expansion in Tier-2 & Tier-3 cities
	Improves accessibility.

	Promotion
	Innovation and sustainability
	Durability, family safety and fuel economy
	Increases local consumer engagement.

	People
	Technology-focused customer service
	After-sales relationship building
	Strengthens loyalty.

	Process
	Fully digital customer journey
	Hybrid digital-physical purchasing
	Supports emerging digital adoption.

	Physical Evidence
	Premium showrooms
	Modern dealerships with service focus
	Reinforces brand credibility.



Toyota adapts all seven marketing mix elements according to market conditions while maintaining a globally consistent brand identity.
Source
Kotler et al. (2022); Toyota (2025).




[bookmark: _Toc235708550]4. Market Entry Strategy

Toyota’s India business is a case study of how to enter a foreign market with a joint venture (JV). This points to the need to match market entry decisions with the institutional frameworks, resource requirements and long-term competitive imperatives of the host nation. Toyota had no subsidiaries. No cars to export. A joint venture with the Kirloskar Group, Toyota Kirloskar Motor (TKM), was formed in 1997. This was selected due to the constraints on foreign investment in India at the time, the requirement for local market knowledge and building up domestic supplier networks. Hence, this joint venture helped Toyota to increase its manufacturing capacity in one of the fastest growing automobile markets in the world and reduce market risk (Toyota Kirloskar Motor, 2025).

Dunning’s (1988) eclectic OLI paradigm offers some insight into Toyota’s market entry strategy and the effective mix of ownership, location and internalisation advantages. Toyota’s core competencies are its global brand equity, leading hybrid technology, Toyota Production System (TPS) and superior manufacturing skills. But the resources would have been too few to ensure success in India, without the site specific advantages of India. India has cheaper workforce, a population of over 1.4 billion, increased demand for cars, and more Government support for local manufacturing through initiatives like, “Make in India” and Production Linked Incentive (PLI) Scheme. Toyota also gains quality control, exclusive knowledge of production and less dependence on imports. Local production improves operational efficiencies and long-term competitiveness.

Local production has also brought great economic benefits. The company has invested more than $1.9 billion (~ ₹16,000 crore) in India and its manufacturing activities in Karnataka manufacture more than 3,00,000 automobiles annually for the domestic market and for export (Toyota Kirloskar Motor, 2025). These cars are made in India to save import fees, shipping costs and currency changes. And we’re priced right for our automobiles, no compromise on quality. “The more local the sourcing of the components, the more resilient the supply chain and the lower the procurement costs. The way of entry determines not just market access, but also operational success.

Toyota has had its challenges since launching on the market. India was the 3rd biggest vehicle market in the world in 2023. However, Toyota's share in the passenger vehicle segment is around 6-7% vis-a-vis Maruti Suzuki (around 40%) and Hyundai (around 13-14%) (SIAM, 2025). The corporation has created a huge demand in the market, but has not created capacity. We have had extremely excellent profitability but volumes have been disappointing in the price sensitive passenger car segment as Toyota has focused premium SUVs and utility vehicles in India,” he said.  So at the entry level, still the top end of the competitive spectrum rules the roost.

In terms of the Uppsala Internationalisation Model (Johanson and Vahlne, 2009), Toyota’s expansion is not aggressive upfront resource commitment but a gradual commitment based on experiential learning. "It first built production capacity through the joint venture, then ramped up localisation, built dealer networks, introduced hybrid technology and connected up with local suppliers," said a senior executive at the company. Toyota’s tiered manufacturing system also reduced the risk of investment, provided it with insight into markets and allowed it to respond to changing customer demands and regulations.

If it enters the Indian market, it could be a strategic decision for Toyota given its focus on sustainability of its competitiveness in the long run. Toyota will get access to worldwide technologies in the joint venture besides local institutional experience for the efficiency of operations and quality of production processes. However, to be successful, Toyota needs to rush into high-volume and price-sensitive segments in India to accelerate its successful local push, and to invest faster in low-cost electric transportation. The case of Toyota demonstrates that market entry strategy is not a one-time decision, but rather a dynamic process that needs to be updated from time to time, taking into account the level of competition, legislative changes and changes in customer demand (Hollensen, 2024; Kotler et al., 2022).








Table 5. Toyota's Market Entry Strategy Evaluation


	Entry Mode
	Advantages
	Limitations
	Strategic Assessment

	Joint Venture (Toyota Kirloskar Motor)
	Local knowledge, lower investment risk, government support, supplier development
	Shared control, slower decision-making
	Most appropriate for emerging markets during market entry.

	Wholly Owned Subsidiary
	Full managerial control
	High capital investment and greater risk
	Less suitable during India's regulatory environment in the late 1990s.

	Exporting
	Low investment
	Import duties, weak local responsiveness
	Limited long-term competitiveness.

	Licensing
	Low financial commitment
	Loss of technology control
	Unsuitable for Toyota's proprietary manufacturing capabilities.



The joint venture created sustainable competitive advantage by combining Toyota's technological expertise with Kirloskar's local market capabilities.
Source
Dunning (1988); Johanson and Vahlne (2009); Toyota Kirloskar Motor (2025).







[bookmark: _Toc235708551]5. Ethical Issues 
        
Ethics is an increasingly essential part of Toyota’s international marketing strategy as governments, investors and customers take an increasing interest in responsible supply chains, corporate transparency and environmental sustainability. Toyota is known for quality and durability. But its experience in Japan and India shows that the company needs to balance economic goals with ethics to stay competitive. Without solutions to these issues stakeholders lose trust and this ultimately results in loss of the long-term brand value (Crane and Matten, 2023).

The problem is the ethical perspective of electricity and environmental sustainability. Toyota has created hybrid technology with the Prius and has been able to lower the fuel consumption and greenhouse gas emissions compared to traditional petrol vehicles with more than 30 million electrified vehicles sold globally (Toyota Motor Corporation, 2025).  But the firm has been criticized for the speed of its move to only battery electric cars (BEVs), with environmental groups worried that further investment in hybrid and hydrogen technology will delay efforts to decarbonize the planet. The multi-pathway approach is ideal for markets like India, where the infrastructure and the consumer readiness are different, Toyota said. The notion has been attacked for holding back the transition to zero emission transport.  This is an ethical challenge in the real world of business and leadership on environmental issues.

Another ethical issue is the supplier chain and its sourcing and oversight.  The demand for electric cars is growing, and with it the demand for lithium, cobalt and nickel – commodities often linked to environmental destruction and labour rights abuses at mines abroad. Toyota has stepped its scrutiny of suppliers and its human rights due diligence, but ethical sourcing is tricky in a large global supply chain. Companies that fail to adopt responsible procurement procedures face regulatory scrutiny and reputational damage, especially in industries where sustainability is increasingly demanded (OECD, 2023). 

Toyota’s ethics are to advertise fairly for the benefit of the consumer. In Japan the message being marketed is technical innovation and carbon reduction and in India the marketing is on fuel efficiency, durability and low ownership cost.  Toyota has to be sure it is right and can back up its claims of environmental and fuel efficiency gains, or be accused of greenwashing. Ethical marketing means talking about the car’s emissions, fuel consumption and environmental impact over its lifetime, not vague promises of sustainability (Kotler et al., 2022).

Many of its rivals globally in the car industry are less ethical than Toyota due to its hybrid technology, its corporate governance and its responsible manufacturing.  “But to build trust with our stakeholders we also need to accelerate our low-carbon mobility initiatives, increase transparency in global supply chains and live up to our promise of honest, evidence-based marketing for the long term.” In order to overcome these ethical problems, businesses must follow rules, develop long-term consumer loyalty, a positive business image and a sustainable competitive advantage (Crane and Matten, 2023; Hollensen, 2024).

Table 6. Ethical Issues Risk Assessment

	Ethical Issue
	Business Risk
	Current Toyota Response
	Future Improvement

	Carbon emissions
	High
	Hybrid technology leadership
	Accelerate affordable BEVs.

	Battery mineral sourcing
	High
	Supplier due diligence
	Full traceability using digital technologies.

	Greenwashing
	Medium
	Sustainability reporting
	Third-party environmental verification.

	Labour rights
	Medium
	Supplier audits
	Stronger ESG monitoring.

	Circular economy
	Medium
	Battery recycling initiatives
	Expand closed-loop manufacturing.



Toyota's ethical competitiveness increasingly depends on supply-chain transparency rather than product quality alone.
Source
OECD (2023); Toyota Sustainability Report (2025).


[bookmark: _Toc235708552]6. Strategic Recommendations 

Toyota needs to improve its competitive position in India by expanding its offering of inexpensive hybrids and battery electric cars (BEVs). The company is a technology leader in hybrid mobility, but the fast growing electric car industry in India offers significant long-term growth opportunities. Better localisation of components will contribute to lower production costs and better price competitiveness and would also enable higher market penetration of competitively priced electrified cars, in line with India’s carbon reduction objectives and government incentive schemes (IEA, 2025). 

Second, Toyota should accelerate its digital transformation approach by embedding artificial intelligence (AI), big data analytics and connected mobility services throughout the customer experience. AI-powered demand forecasting, predictive maintenance and personalized digital marketing will enhance customer satisfaction, optimize inventory management and improve operational efficiencies. With the expansion of digital auto buying and after-sales service, investments in omnichannel retail platforms and data-driven customer relationship management will boost customer retention and lifetime customer value (Kotler et al., 2022). 

Third, Toyota must improve sustainability and supply chain governance by increasing openness across its global sourcing network. Broader supplier audits, improved traceability of critical battery materials and the disclosure of quantifiable environmental performance indicators will increase stakeholder confidence and decrease reputational risks around ethical sourcing. Further investment in renewable energy, circular economy projects and battery recycling could help to reaffirm Toyota’s commitment to achieve carbon neutrality while enabling long-term regulatory compliance (OECD, 2023).

 Finally, Toyota needs to implement a dual-market growth strategy to leverage its technology edge in Japan and establish a strong footing in India for high-volume SUV and electric vehicles.  

Toyota can increase its market share, profitability and long-term competitiveness in international markets through continuous innovation and market specific adaptation. This balance enables the organization to respond effectively to changing consumer tastes, technological disruption and increasing environmental requirements and thereby strengthen its worldwide competitive edge (Hollensen, 2024). 

Table 7. Toyota Competitive Position in Japan and India

	KPI
	Japan
	India
	Strategic Interpretation

	Market Position
	Market Leader
	Mid-sized Competitor
	India offers significant expansion opportunities.

	Estimated Market Share
	>50%
	~6–7%
	Growth depends on broader product portfolio.

	Primary Revenue Driver
	Premium vehicles
	SUVs and MPVs
	Different profitability models.

	Competitive Threat
	Electrification competition
	Price competition
	Requires different strategic priorities.

	Future Growth Potential
	Moderate
	Very High
	India expected to drive long-term international growth.



Toyota's long-term global growth is increasingly dependent on emerging markets despite maintaining strong profitability in Japan.
Source
Toyota (2025); SIAM (2025).










Table 8. Strategic Recommendations and Expected Business Impact

	Recommendation
	Strategic Benefit
	Estimated Business Impact

	Expand affordable hybrid and EV portfolio
	Higher market penetration
	Increased sales in India's growing EV segment.

	Increase AI-driven digital marketing
	Better customer engagement
	Improved customer retention and conversion rates.

	Strengthen ESG and ethical sourcing
	Higher stakeholder trust
	Reduced reputational and regulatory risks.

	Expand localisation of manufacturing
	Lower production costs
	Improved price competitiveness and profitability.

	Develop omnichannel customer experience
	Better customer satisfaction
	Stronger long-term customer loyalty.



The recommendations integrate market growth, technological innovation and sustainability to strengthen Toyota's competitive advantage across mature and emerging markets.
Source
Toyota Motor Corporation (2025); IEA (2025); OECD (2023); Kotler et al. (2022).









[bookmark: _Toc235708553]Section 2 Reflection (Gibbs' Reflective Cycle) 
[bookmark: _Toc235708554]Description

 The international marketing analysis provided a chance to critically analyze Toyota’s marketing approach in Japan and India. The paper examined the effect of external environmental factors, cultural differences, segmentation, targeting and positioning (STP), foreign marketing mix, market entry strategy and ethical issues on the international competitiveness of Toyota. Frameworks such as PESTEL, Hofstede’s Cultural Dimensions, 7Ps Marketing Mix and Dunning’s Eclectic (OLI) Paradigm provide formal understanding of how firms adapt marketing tactics to varied economic, cultural and legal environments. The study has demonstrated that international marketing is not simply about selling things globally, but also about adapting business strategies to local market circumstances while keeping a consistent global brand. 

[bookmark: _Toc235708555]Feelings

I felt that since Toyota has such a strong image around the world, the firm will have very comparable marketing methods in other countries. However, the examination of Japan and India showed that the success of international marketing is a trade-off between global uniformity and local adaptability. I found it quite fascinating that two large automotive markets need radically different product, pricing and promotion tactics because of purchasing power, consumer behavior and market maturity. At first it was difficult to use the different strategic frameworks, but this process has made me more confident in linking marketing theory to real-world business decisions. 

[bookmark: _Toc235708556]Evaluation

I enjoyed this book for the way it combined academic theory with practical evidence. I was not looking at Toyota's global operations, but rather at the impact of outside-the-environment aspects on marketing decisions. PESTEL analysis helped us to understand the impact of political, economic and technological conditions on pricing and product localization, and Hofstede’s framework explained the difference in promotional strategies between Japan and India. The study was backed up by quantitative evidence based on objective facts like GDP per capita, market share, population size and growth of the vehicle market. 

These are not just qualitative observations but facts that show the impact of economic conditions on strategic marketing decisions. Another problem was the absence of comparable data as company reports and industry sources did not consistently report for the same periods and utilized different performance standards. This demanded a thorough selection of reliable evidence and demonstrated the need for a rigorous assessment of data sources in international business research. 

[bookmark: _Toc235708557]Analysis

This study was very useful for me to comprehend the worldwide marketing as a strategic function. Before, I mainly thought about foreign expansion to boost revenues. But, the analysis revealed that the flexibility to adjust organisational capabilities to changing market situations and to maintain brand integrity is a prerequisite for continued international performance. The PESTEL framework showed the effect of government policies, economic progress and environmental regulations on the strategy formulation. Development potential of government subsidies for electric vehicles. 

Stricter emission laws leads to more investment in technologies. This made us aware of the significance of monitoring the external business environment on a regular basis. The application of the Hofstede’s Cultural Dimensions have proven that cultural differences have major impacts on customer expectations. Japanese consumers tend to be more focused on technology, innovation and quality, whereas Indian consumers are more worried about affordability, durability and long-term cost of ownership. 

The comparison has shown the reasons for which the international marketing tactics cannot be directly copied from one country to another. The STP research also showed that Toyota was more competitive by concentrating on the profitable customer segments instead of trying to serve every market equally. I also revised my perception of market entry strategies while studying Toyota’s joint venture with Kirloskar in the light of Dunning’s Eclectic (OLI) Paradigm. 

I had always believed that 100 percent subsidiaries were the way to go. However, this assignment has shown that joint ventures can decrease the risk of investment, expand the knowledge of the local market and strengthen the long-term competitiveness of emerging markets. The ethical analysis further broadened my concept that corporate success is not only about the profits, but also about sustainability, responsible sourcing and transparent marketing. I found that confidence in stakeholders is a critical source of sustainable competitive advantage in the global automobile industry. 

[bookmark: _Toc235708558]Conclusion

 I have learned through this exercise the importance of theories of international marketing in making strategic decisions. Toyota’s experience revealed that successful international expansion is a fine balance of standardisation and adaptation, considering the differences in culture, regulation and consumer behaviour. The activity has also developed my analytical thinking and my ability to apply concepts quantitatively in a critical rather than descriptive manner. 




[bookmark: _Toc235708559]Action Plan

 In this task I have identified some of my development priorities for the future. I would like to enhance my skills in evaluating international market information by improving my interpretation of corporate reports, industry statistics and global economic data. Furthermore, I want to deepen my skills in digital marketing, artificial intelligence and customer relationship management as I see their increasing importance for the success of international marketing. Finally I will continue to strengthen my talent of using theoretical frameworks critically, so that future academic work is based on evidence-based strategic judgement rather than description. These skills will be useful for my postgraduate study and my future career as an international business manager. 
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