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[bookmark: _Toc234580722]Introduction
Established in 1937 in Japan, Toyota Motor Corporation is one of the world's largest and most reputable auto brands. Toyota's worldwide reach is built on its reputation as the maker of the legendary production system (TPS), quality, reliability, and innovation, as well as hybrid and electric vehicles (EBSCO, 2020). In 2025, global sales were strong, and the company continues to be the leader in several market segments. Its ability to commercialise hybrid technologies brings that benefit (Pereira, 2024). Toyota achieved global sales of millions of vehicles, with substantial sales in developed and developing markets.
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Figure: Toyota (Pereira, 2024)
This report brings together international marketing strategies experienced by Toyota in their home country of Japan and an important host country, the UK. The heart of Toyota's engineering talent, corporate culture and dominance of the domestic market is Japan. In the UK, which is one of the other main markets in Europe and probably one that has been host to a high level of Japanese investment, several aspects of consumer preference, regulatory regime and competitive structure are interesting to contrast with the UK. The chosen countries enable a meaningful comparison between a home market in Japan that is technologically highly developed and marked by brand loyalty on the one hand, and a host market in Europe, which is impacted by environmental regulations, Brexit, and the change in consumer attitudes on sustainability and mobility-driven elements. This contrast is an important sign of the need to accommodate contrast with standardisation in the automotive industry.
The report is laid out in a logical sequence. A comparative PESTEL and Hofstede's cultural analysis are presented in Section 2. In Section 3, SWP strategies are discussed, and the 7Ps marketing mix is analysed in Section 4. Section 5 analyses Toyota's entry into the UK by identifying barriers to entry as well as challenges of the market, covering all of the above. All of the above will be covered in Section 5, in which Toyota's entry strategy into the UK will be analysed whilst barriers to entry and challenges of the market will be identified. Ethical issues will be covered in Section 6 and strategic recommendations in Section 7. The report ends with a personal reflection based on Gibbs' Reflective Cycle.


[bookmark: _Toc234580723]Comparative Market Analysis
[bookmark: _Toc234580724]PESTLE
A comparative PESTEL analysis of the environment of the automotive industry in Toyota's home market, Japan and the host market, the UK, has been provided.
Political Factors
Japan boasts a robust and supportive government to promote innovation and has entered into lucrative trade deals with the auto industry, creating a dependable, business-savvy political climate. Adoption of energy-efficient vehicles such as hybrid and EVs is encouraged by the government (Hoshimi, 2025). Political considerations in the UK include Brexit trade complexity, changing EV incentives and increasing emissions regulations (UK Trade Policy Observatory, 2026). Toyota has been lucky to have both policies, but is more at risk in the UK.
Economic Factors
Japan is an economy that is becoming more and more mature, and it boasts high-level living standards and also demand for reliable vehicles. The Japanese market is dominated by Toyota, which has a high level of local manufacturing (Fujita and Hill, 2009). Premium vehicle offerings with a strong emphasis on efficiency are highly competitive and consumer-preferred in the UK, an important European market (Mandys and Taneja, 2024). Different economic factors have different impacts on demand. As a result of Toyota's hybrid approach, it provides resilience across both sectors in the face of international supply chain issues.
Social Factors
The Japanese want high reliability, high fuel economy, and new technology, which are the strengths of Toyota. Demand for safe and accessible vehicles is affected by an ageing population (Milana, 2024). Social trends in the UK are reflected in the fact that environmental awareness is increasing, sustainable mobility is preferred, and attitudes towards car ownership rather than mobility-as-a-service have already shifted (Nogueira, Dias and Santos, 2023). Toyota has found a way to adapt by encouraging a switch to hybrid as a realistic stepping stone to full electrification for both countries.
Technological Factors
Japan is a leader in the field of automotive technology, especially in developing hybrid and hydrogen fuel cell technology (Yarime, Shiroyama and Kuroki, 2008). Toyota is privileged with its domestic market's R&D ecosystem. The UK has an excellent engineering base and is progressing with EV infrastructure and autonomous vehicle technology (Jolly, 2026). Toyota's global R&D network provides opportunities for knowledge transfer, but the regulatory push towards zero-emission vehicles presents challenges in the UK.
Environmental Factors
There is double the pressure on both countries to decarbonise. Japan has high carbon neutrality goals and supports the Toyota Multi-Pathway approach (Ozawa, Tsani and Kudoh, 2022). The UK has some of the most stringent emissions limits and net-zero targets in Europe (Nieto et al., 2021). Toyota's strategy on hybrid cars has enabled it to gain a competitive edge in dealing with environmental constraints and consumer willingness to buy these vehicles.
Legal Factors
Toyota has played a large role in developing its stringent safety and quality measures. The UK has post-Brexit regulations, but they are still in a state of flux, especially with tight type-approval and emissions requirements. These are important aspects to comply with for market access.
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Whilst not a comprehensive account of national culture, Hofstede’s cultural dimensions give indications of how the national culture affects consumer behaviour and Toyota's marketing plans in their own country, Japan, and in the UK.
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Figure: Hofstede Factors Between the UK and Japan (The Culture Factor Group, 2025)
Power Distance: 54 for Japan and 35 for the UK. In Japan, hierarchy is moderately accepted, as indicated by respecting established brands and authority (Gobel and Miyamoto, 2023). Consumers in the UK are questioning brands and prioritising transparency, making them more likely to act on the name of change than the UK is in terms of being more egalitarian (Marketing Communication News, 2019).
Individualism: The UK scores at a high level, which is 89, with a focus on personal choice and self-expression. Japan has a more collectivist score of 46, which entails a preference for group harmony and social consensus to guide purchases.
Male Leadership: Japan tops at 95 with an achievement-oriented competitive society. The UK scores 66 (The Culture Factor Group, 2025). This reinforces Toyota's important qualities, status, reliability and performance to Japanese consumers, whereas UK consumers focus on achievement and quality of life.
Uncertainty: Japan is high, with a score of 92, which focuses on enjoying life and taking chances. In the UK, the score is lower, at 35, with greater comfort levels with ambiguity and openness to new technologies (The Culture Factor Group, 2025). Toyota's quality and long-term reliability are in step with the Japanese market.
Long-Term Orientation: Japan comes in at a very high level of 88, whilst the UK is at 51. Perseverance, tradition and making choices for the future are significant features of the Japanese customer, which suits the quality perception of Toyota, with its durability and steady development.
Indulgence: The UK is more indulgent than Japan. UK consumers will view cars as statements of lifestyle whilst Japanese consumers will consider them to be practical and restrained (UKA Motors, 2026).
[bookmark: _Toc234580726]STP Analysis
Toyota's Segmentation, Targeting and Positioning (STP) enables the company to continuously innovate and retain its status as a world-class player in reliable, efficient mobility and, more recently, in sustainable mobility.
Segmentation Strategies
Toyota's segmentations in Japan are mainly based on demographic and psychographic variables. It specifically aims at families, young consumers and older people who are looking for a trusted, efficient, fuel-efficient vehicle (Takeuchi, 2023). Daily commuters and safety- and tech-seeking consumers are among the behavioural segments. Japanese values of efficiency and durability are ideal for the domestic market, where practicality and quality are key (Synodinos, 2001).
Consequently, the segmentation in the UK is further divided because people have different needs in the UK. Toyota breaks it down by demographics such as families and urban professionals, psychographics, environmentally conscious and value-driven buyers and behaviour, fleet buyers and hybrid enthusiasts. In the UK, a surge of environmental updates has initiated a positive trend in the automobile market, with SUV buyers proliferating along with those with hybrid and safety upgrades (Khadka, 2025). As attention on sustainability increases, SUV buyers are on the rise, and so are those featuring advanced safety features, making a positive dynamic in the UK market.
Japan's segmentation is more homogeneous and more oriented towards quality, characteristic of a more technological and homogeneous market. The UK's is wider, and more geared towards life, which demands more flexibility in catering to various tastes and regulatory pressures.
Target Markets
Unlimited attention is being spent on the vast local market in Japan, and the Toyota Motor Corp. is especially targeting families and older buyers (Margolis, 2026). Toyota is the leader of the home market as well, and it has received a great deal of loyalty because of its reputation for reliability and innovations with hybrids. The company plays a two-sided role in the mass market and the luxury market.
Toyota caters to middle- to upper–middle–class people and families in the UK who care for the environment (Hoque et al., 2013). For example, hybrid vehicles such as the Prius have done very well, and so has the RAV4. As a brand, it also caters to fleet and business customers. Selling to those who want to reduce their emissions sensibly, Toyota's emphasis is now on those who have felt the impact of Brexit.
The difference is Japan aims to be deep and diffuse, and has no lack of cultural congruence. In a competitive European market, the UK segment is more polarised based on sustainability and family functionality.
Positioning Strategies
Toyota is a nationally recognised brand for reliability, innovation and quality in Japan. The brand is a part of Japanese culture and conveys trust and long-term value (Technocares, 2017). Its engineering greatness is reinforced by “Kaizen”.
With eco-friendlier options on the horizon, Toyota promises to be an increasingly practical, reliable and sustainable option in the UK. Emphasis is laid on hybrid technology, safety attributes, and value for money (Thomas, 2025). The brand has a good association value with respect to reliability but faces competition from German top-tier brands in terms of image.
Japanese pride and local culture are used as bases for positioning. The UK goes more on the rational benefits side with an emotional appeal through sustainability. This glocal thinking has kept both brands relevant on both sides, meeting customers where they are and still delivering the Toyota name for quality.
In total, STP strategies used by Toyota can be considered as successful adaptation responses. It leverages deep cultural resonance in Japan and regulatory & environmental needs in the UK. This has helped its stance as the frontrunner in hybrid technology and long-term market success.
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Toyota adjusts its marketing mix to ensure consistency across the globe whilst also catering to the local market in Japan and the UK.
Product Strategy
Toyota's model lineup in Japan is extensive, comprising vehicles designed for the local market such as compact cars, hybrid or advanced technology vehicles (Shigeta and Hosseini, 2020). Reliability, fuel efficiency and innovation are the focus.
In the UK, the focus on hybrid and electrified models is driven by the strict emissions standards, among their many other factors (Mehlig, ApSimon and Staffell, 2022). Product adaptation includes right-hand drive vehicles and features adapted for European driving conditions.
Japan's high uncertainty avoidance and long-term orientation provide Toyota with the context it needs to produce long-lasting and technologically advanced products. Electrification is faster in the UK, due to its regulatory framework and environmental consciousness (Reuters, 2026). Once the markets reach economic maturity, R&D can be invested in both.
Price Strategy
Toyota’s vehicle pricing is value-based pricing with competitive positioning. In Japan, cost is linked to the perception of high quality and countrywide allegiance (YAMADA and ACKERMAN, 1984). The price will match European manufacturers and will be designed to reflect the total cost of ownership in the UK (Rout et al., 2022). Hybrid models can provide a great value proposition.
Collectivist culture and economics allow influence, whereby premium pricing is more affordable. Clear value communication is needed for price-sensitive consumers in a competitive market in the UK.
Place Strategy
Toyota has a deep dealer network and close dealer-manufacturer relations in Japan. Distribution takes place within the UK through a network of authorised dealers, online configurators and some partnerships with fleet operators (Van Biesebroeck and Verboven, 2025).
Japan's business culture, which emphasises relationships, makes for strong distribution partnerships. The UK is what is known as a mature market and, as such, may require effective omnichannel strategies.
Promotion Strategy
To promote reliability, innovation, and national pride, Japan turns to TV, digital and experiential marketing through its promotions (Daliot-Bul, 2009). In the UK, the campaigns are done on digital and traditional media and are centred on hybrid technology, safety, and the advantages for the environment (Zlatanov and Đuričanin, 2023).
The message will be impacted by culture, such as status and harmony in Japan, practicality and sustainability in the UK. Media spend and channel choice are driven by economic conditions.
People Strategy
Toyota provides thorough training for employees and dealers. Toyota has a wide-ranging training program for staff and dealers. In Japan, the focus is more on the long term and when it comes to customers. Training in the UK on product knowledge and in a competitive customer service environment (TMI, 2024).
Process Strategy
The two markets have streamlined sales and follow-up services. The UK's level of service is notable for its excellent use of digital convenience and transparency, while Japan is notable for its meticulous service rituals.
Physical Evidence Strategy
Modern designs with technology and quality are displayed in the showrooms in the countries. Many Japanese dealers integrate local design elements; UK dealers are more interested in ‘experiential' and ‘sustainable' elements.
In high masculinity countries such as Japan, and high uncertainty avoidance countries such as the UK, people are expecting more reliability and innovative messaging, whereas in low confidence and uncertainty avoidance countries, such as the Philippines and Singapore, they want them to promote personal benefit. Product and pricing decisions are determined by economic considerations, such as Japan's product maturity and the UK's regulatory push for EVs Toyota's performance in the two markets has been supported by its glocal strategy.
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Toyota came to the UK in 1965 mainly by exporting cars from Japan. Initial imports, especially the Corollas, became popular for their guarantee of reliability, fueling effectiveness and budget-friendly pricing. As demand ramped up, Toyota responded by making a further commitment to its plans by becoming a wholly owned subsidiary, with Toyota (GB) PLC established to deal with sales and distribution (Ogden, 2021). In 1992, Toyota Manufacturing UK (TMUK) opened its first major factory in Europe, in Derby. Such a move from a completely imported business to a production operation was a major long-term commitment to the UK market and afforded Toyota increased flexibility in terms of understanding their customers' needs and regulatory requirements (Pardi, 2005).
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Figure: Toyota Manufacturing UK in Derby (Johnson, 2020)
Toyota's mode of entry changed to foreign direct investment, via a wholly owned subsidiary structure. The company opted for a technology standard that involved direct control over production, quality and brand, rather than the joint ventures and licensing agreements prevalent in the industry at that time. This allowed Toyota to do the same as it introduced its famous Toyota Production System (TPS) on the local scene and developed sound ties with UK suppliers and the government.
The strategy has been very successful in the decades since. Local manufacture enabled Toyota to balance the effect of import duty taxes, currency risk, and logistics challenges, and also reinforced its authenticity in contributing to the UK economy (Cecil and Oluwamayowa, 2024). The Derby factory has delivered millions of cars to the brand’s portfolio and led to thousands of jobs at the local level, creating a strong reputation and driving relationships for the brand within the UK.
This has yielded several benefits. Toyota's complete ownership gave it more influence over product quality and adaptation of its products to European standards, something that proved to be critical as environmental standards tightened. The approach also enabled knowledge sharing and the creation of a local skilled workforce. Moreover, the fact that they had a Japanese-manufactured presence helped to overcome some initial suspicions that Japanese cars were “foreign” and resulted in a stronger long-term consumer relationship.
There were, however, significant drawbacks to this strategy. It took a great deal of money to establish and keep going manufacturing operations, and posed risks to Toyota's local economy and politics. For instance, Brexit brought a host of new trade barriers, supply chain issues and complex regulatory changes that impacted operations (Rasyiqah, 2025). However, the transition from exporting production activities to local production slowed down the initial scaling rate, which could have been achieved faster by competitors who could opt for faster entry modes. In addition, hybrid and electric car technology needs investment as the UK and EU emissions legislation changed continually.
As a whole, the strategic approach of Toyota to the UK market with foreign direct investment and local production has been a success. It also shows a long-term commitment which has allowed the company to carve out a niche for itself in the British car market without losing touch with its quality and innovativeness. Whilst some issues have emerged like Brexit, it all helps to keep Toyota properly competitive in an ever-changing European market.
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This section discusses the ethical matters that have been discussed regarding Toyota's marketing and operations in the UK, especially sustainability and advertising.
Toyota is emerging as a pioneering company in the field of hybrid technology and sustainability in transportation. The company does, however, continue to be troubled by its ethical dilemma over its pace of EV conversion. Critics condemn Toyota for sticking with hybrid vehicles and internal combustion engines in the U.K., where the move to zero-emission transport is seen as largely a goal yet to be achieved, and ahead of schedule, green mandates are being imposed (Jolly, 2020). In fact, some environmental groups argue that the aggressive sales of hybrids could lead to a longer-lasting transition to battery electric vehicles, thereby leaving consumers to continue relying on fossil fuels (Nguyen-Tien et al., 2025). While Toyota's ongoing marketing efforts championing the efficiency of hybrids have paid off, such campaigns have also been accused of greenwashing, with the perception that their timeline of full electrification is slower than that of some European competitors.
Another moral issue is that of supply chain transparency and working conditions. While Toyota's corporate governance is sturdy, the whole global supply chain, from batteries to rare earth materials, has caused eyebrows to rise at the impact on the environment and working practices in the supplier countries (Business and Human Rights Centre, 2026). Customers in the UK market value and place trust in full traceability. This is growing in importance as customers are becoming more environmentally conscious and increasingly aware of ESG issues.
Toyota's leading initiatives and investments in environmental challenges and hydrogen and battery technology. The company report sustainability in great detail and has set a roadmap for becoming carbon neutral. But the change has been called into question by a few stakeholders in a very regulated and ecologically conscious UK market. While this reputation is in place for reliability and safety, improved transparency around the brand and increased EV development can further bolster this ethical position.
Some of these issues affirm the dilemmas of luxury and volume manufacturers in the balance between business and societal expectations. To build and keep a positive Association with consumers and secure regulatory approval for transitioning to ‘Net Zero Mobility', Toyota's marketing in the UK needs to play a greater role in embedding real sustainability credentials.
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First, speed up the shift to zero-emission technology, while staying on dual-track leadership. As battery electric vehicles are targeted at Europe and specifically the UK market, where the demand for zero-emission vehicles is going to be strong, Toyota must invest more in optimising these EVs for European tastes. It can be an intermediate technology in Japan. That is consistent with the adaptation strategy, enabling the company to tackle varying levels in the market for its product while maintaining a strong position in trustworthy powertrains.
Secondly, improve communication and transparency of the supply chain on sustainability. Toyota has to be more transparent and present proof of battery sourcing, recycling programs, and strides for carbon reductions. This needs to be incorporated into marketing strategies across the UK, for example, to reduce the impact of greenwashing! The suggestion is based on current ethical principles of global market concern, which help to establish the confidence of consumers in both markets in the long term.
Thirdly, improve digital and omnichannel customer experiences. Toyota needs to go . . . further with personalised digital platforms, virtual configurators and connected services. Utilise advanced technology acceptance in Japan and seamless integration with dealerships in the UK. This facilitates phenomena of market participation and coordination that enhance market actors' ability to engage customers from other cultures.
Finally, plan to position yourself more precisely to younger audiences. Toyota's efforts have to include new sub-brands and campaigns for the young, focusing on lifestyle, sustainability and technology, whilst keeping its reputation alive and well. This is based on a STP theory to future-proof the company's customer base in the ageing Japan & competitive UK.
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This paper has discussed Toyota's international marketing processes in its domestic market of Japan and its target market that is the UK. In comparison, companies will focus on different aspects, depending on cultural and economic differences through PESTEL and Hofstede analysis. The Japanese market is ideal for Toyota's proven ability to produce reliable cars with a leading focus on continuous innovation and improvement, whereas the British market not only requires having to adapt to a changing landscape of consumers with a healthy appetite for green and eco-friendly products and services but also seriously scratches the development of more sustainable vehicles to comply with increasingly stricter environmental regulations and laws. Toyota's STP and 7Ps strategies are good examples of glocalisation and its elements—global excellence in quality and innovation and local adaptation to needs. As it streamlined solutions to the market through FDI in the UK, its long-term contribution to the market cannot be denied despite troubles like Brexit. But there are still areas that need improvement with regard to ethical issues related to the rate of electrification and transparency of the supply chain. At the heart of Toyota's success is its ability to balance between standardisation and adaptation, with emphasis on its renowned production philosophy. The company should make a faster shift to full EVs; communicate sustainability efforts more; and find ways to further individualise experiences in both markets to continue to drive a leadership position in an age of high-speed technological and environmental developments. To sum up, Toyota is poised to keep a competitive edge in the automotive industry by building on its strengths and facing new challenges.


[bookmark: _Toc234580732]Reflective Account
I have explained my experience of researching and writing this report on Toyota's international marketing strategies in Japan and the UK by following Gibbs' Reflective Cycle (1988).
[image: Gibbs Reflective Cycle]
Figure: Gibbs’ Reflective Cycle (McLeod, 2025)
Description
The task comprised writing a 5000-word report which was to compare the marketing of Toyota in its home market, Japan, and in a key host market, the UK. I chose Toyota because of its renowned quality and innovation around the world. This process included a considerable amount of secondary research, relying on reports and studies of the companies, industry research, academic research papers, as well as cultural frameworks and theories. This report was written in an organised manner and was structured in such a way that a clear comparative approach was taken for PESTEL, Hofstede, STP, 7Ps, entry into the market, ethical issues, and recommendations.
Feelings
At the start, I was enthused about the idea of looking at a familiar brand but with a bit of trepidation because it was such a complicated exercise to make comparisons with the two major car markets. As I researched, I grew in assurance, especially connecting theory with what Toyota was doing in practice. It was frustrating to get some of the data right, some wrong, but I can say I gained a sense of achievement on finishing the recommendations section.
Evaluation
The overall research process was very fruitful. Collected appropriate data quantitative and used appropriate models effectively. They did quite well with a clear comparison and incorporation of cultural insights. Blank areas where the most current proprietary information was available were limited, and balancing the depth of the answer with the word count limit was considerable. Overall, the report has fulfilled all the requirements of the assignment and demonstrated critical understanding of international marketing.
Analysis
A great project in extending my understanding in the field of international marketing. PESTEL and Hofstede exercises revealed the impact of culture on product strategy and consumer behaviour; for example, high uncertainty avoidance in Japan, as compared to the UK, has an impact on the product strategy adopted, and high long-term orientation in Japan, as opposed to having high short-term orientation in the UK, has an impact on consumer behaviour. The 7Ps analysis identified Toyota's policy of ‘glocal' while keeping the core strengths of quality products, but as per the rules and preferences of the local market, the company can do so. An important lesson was the rise in ethics, such as sustainability and the speed at which electrification is happening in the UK. The issues faced were: dealing with a huge amount of information, and critically reviewing the case made by Toyota about its environmental performance compared to competition. These challenges helped me to become a better source synthesiser and to make well-balanced arguments.
It was also a schoolwork that helped develop my academic skills. I learned to be more proficient in searching out new information, putting theory into practice, and writing technically. I became aware of the importance of adapting a marketing strategy successfully for-or internationally, but also of being ethically responsible.
Conclusion
The well-constructed sequence of ideas and a good use of examples from both markets went well. Whereas certain aspects could have been improved, such as better foresight for data collection and a better understanding of the newer academic concerns with automotive sustainability. The experience proved this is a dynamic market of international marketing, and it is necessary to have cultural sensitivity and adaptability to this market.
Action Plan
For future projects, I intend to develop a research schedule from start to finish, and set weekly goals. I will look at a broader body of academic material and will develop a greater analytical approach to the selection of material. I will also be keeping a close eye on the automotive sector to keep abreast of developments. The ability to engage in research, critical research and reflection will be extremely useful in the academic journey and career in international business and/or marketing in the future.
This module and assignment have been very rewarding as a whole. They've enhanced my understanding of how multinational corporations such as Toyota do business in challenging cultural and economic environments and deal with ethical issues.
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