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[bookmark: _Toc236847997]Section 1: International Marketing Report 
[bookmark: _Toc236847998]1. Introduction
International marketing plays a significant role in helping global companies to achieve sustainable development by entering diverse global markets. The differences in the political, economic, social, technological, environmental, legal, and cultural conditions require that businesses consider their marketing strategies to meet their local market needs. This study critically analyses the international marketing strategy of Toyota through comparing its operations in Japan (home country) and India (host country) (Toyota, 2025). This study evaluates the macro environment using the PESTEL framework and Hofstede’s cultural dimensions and considers Toyota’s STP strategy and the international marketing mix (7Ps). This report analyses Toyota’s market entry strategy in India and considers ethical issues aligned with its marketing strategies and offers recommendations to develop Toyota’s future international marketing performance. 
[bookmark: _Toc236847999]2. Company Overview
Toyota Motor Corporation was established in 1937 in Japan, and this organization has developed into one of the largest global automobile manufacturers (Toyota, 2025). This company designs, manufactures, and sells commercial vehicles and mobility solutions under brands such as Toyota and Lexus (Toyota Industries, 2025). Toyota is recognized for its higher-quality vehicles, continuous innovation, and its production system. 
[image: ]
Figure 1: Toyota Profit Structure
(Source: Toyota, 2025a)
Toyota has robust global performance. In 2025, this company generated sales growth of approximately ¥48.0 trillion. Consolidated vehicle sales of this company were 9.36 million units. After the pandemic situation, the operating income of Toyota increased by 10% in 2024-2025 compared to the previous year (Toyota 2025a). 
The headquarters of this company is in Japan, and it is strategically vital as the home country of Toyota because there are research and development facilities, and India is considered a host market because there is a rapidly growing middle-class population. In India, automobile exports have increased by 19% in FY25 to over 5.3 million units through enhanced demand for passenger vehicles, two-wheelers, and commercial vehicles and an increased automotive industry (Ibef.org, 2026). Toyota has developed its presence through local manufacturing collaboration, which makes the country a vital market for its long-term international growth strategy. 

[bookmark: _byg52yt3ed1l][bookmark: _Toc236848000]3. Comparative Market Analysis of Japan and India
[bookmark: _xy1oy2poibre][bookmark: _Toc236848001]3.1 PESTEL Analysis 
The macro-environmental conditions of a country influence multinational enterprises’ global marketing decisions by altering customer behaviour, investment decisions, and operational risks. Toyota's marketing strategies in Japan and India are influenced by differences in various factors identified by the PESTLE analysis. 
Political Factors
· Home country:  Japan 
Japan provides Toyota with a highly stable political environment supported by effective governance, strong institutions, and long-term industrial policies. The Japanese government has supported the automotive sector through investment in advanced mobility technologies, trade agreements, and innovation policies. For instance, the Green Growth Strategy of Japan promotes carbon neutrality by 2050 (Energy environment, 2026). It influences manufacturers such as Toyota to increase hydrogen and hybrid vehicle development. The political environment supports positioning of Toyota as an environmentally and technology-driven automotive brand. 
· Host country: India 
India presents a more complex but opportunity-driven political environment. The Indian government has stimulated automobile manufacturing with schemes such as the Production Linked Incentive (PLI) Scheme and Make in India, intended to attract foreign investment and boost domestic manufacturing capabilities (Pib.gov, 2026). Also, tax policies and infrastructure challenges add to operational complexities. Toyota has responded through localisation strategies, especially through Toyota Kirloskar Motor (Toyotabharat, 2022).   
Economic Factors
· Home country:  Japan 
[image: ]
Figure 2: GDP of Japan 
(Source: Statista Research Department, 2026)
Japan has a high-income economy with advanced infrastructure and strong buying power. In 2026, Japan's GDP is 4.38 trillion U.S. dollars, and the estimated GDP is expected to be higher than India's in 2030, supported by customer demand for premium vehicles, hybrid technology, and technologically advanced products (Statista Research Department, 2026). Japan faces problems such as an aging population, a decreasing domestic vehicle market, and decreased economic development (Heller, 2016). Toyota emphasises premiumisation, innovation, and sustainable mobility for maintaining competitiveness. 
Host country: India 
[image: ]
Figure 3: India’s GDP 
(Source: Harald Finger and Nujin Suphaphiphat, 2025)
India is one of the fastest-growing major economies in the world and provides significant market expansion opportunities. In 2021-2024, India's GDP share was around 7.8%, and it is estimated that in 2025-2030, the global GDP growth will be 19.2% (Harald Finger and Nujin Suphaphiphat, 2025). The International Monetary Fund estimated robust economic growth for India, supported by enhanced disposable income, increasing urbanization, and enhanced middle-class consumption (International Monetary Fund, 2025). Toyota's Indian strategy differs from Japan by focusing on fuel efficiency, affordability, and value-based offerings. Toyota Innova and Urban Cruiser Hyryder reflect adaptation to Indian economic conditions. 
Social Factors
· Home country:  Japan 
[image: ]
Figure 4: Hybrid vehicle industry in Japan 
(Source: Imarcgroup 2026)
In 2024, the market for hybrid vehicles in Japan reached around  USD 33.57 billion, and it will reach USD 372.20 billion in 2033  (Imarcgroup 2026). Japan has a technologically sophisticated consumer base that values quality, reliability, safety, and environmental responsibility. Japanese customers exhibit strong brand loyalty and demand high levels of product performance, which support Toyota's reputation for innovation and quality. 
· Host country: India 
India has a more youthful and more diverse demographic with changing mobility needs due to urbanisation and increasing household incomes. India has around 371 million young people aged 15 to 29, creating opportunities for automotive growth (Pib.gov, 2025). Indian consumers focus on spacious vehicles, affordability, and low maintenance costs. Toyota adapts its product positioning by encouraging practical benefits rather than only technological superiority. 
Technological Factors
· Home country:  Japan 
Technology is a major competitive advantage for Toyota in both markets. Japan offers a highly developed innovation ecosystem with robust research capabilities and supporting leadership of Toyota in hybrid vehicles, autonomous mobility solutions, and hydrogen fuel-cell technology. 
· Host country: India 
[image: ]
Figure 5: Connected Vehicles Market Trends of India 
(Source: Imarcgroup, 2026a)
In India, the connected vehicles market size will reach 27.8 billion by 2034 (Imarcgroup, 2026a). This market share is enhanced by boosting the adoption of connected vehicle technology that provides realistic monitoring of battery health. EV adoption remains slower due to charging infrastructure limitations and high battery costs. Toyota has gradually adopted an electrification approach in India, emphasizing hybrid technology.  
Environmental Factors
· Home country:  Japan 
Japan's strong environmental regulations and commitment to carbon neutrality encourage Toyota to invest in low-carbon technologies. Toyota's hybrid vehicle strategy, especially its hybrid and Prius models, supports the environmental positioning (Toyota, 2025c). 
· Host country: India 
India faces high environmental challenges such as increasing pressure to decrease vehicle emissions and air pollution. Government policies such as stricter Bharat Stage VI emission standards have promoted cleaner automotive technologies (International Council on Clean Transportation, 2016). Toyota has responded by introducing sustainable mobility solutions and hybrid vehicles.  
Legal Factors
· Home country:  Japan 
Japan has a strong regulatory framework regarding vehicle safety, emissions, and consumer protection. Toyota operates under regulations including Japan’s fuel efficiency standards and the Road Transport Vehicle Act that motivate manufacturers to maintain high safety and environmental performance (Noriko Higashizawa, 2026). These regulations support Toyota's reputation for reliability and innovation. 
· Host country: India 
In India, Toyota needs to comply with regulations such as the Motor Vehicles Act (1988) and Bharat Stage VI emission standards that influence vehicle safety and environmental needs. Therefore, foreign investment regulations affect Toyota's operations through its joint venture with Toyota Kirloskar Motor (International Council On Clean Transportation, 2016). Compared with Japan, India’s regulatory environment is more dynamic, and Toyota needs to adopt flexible strategies. 
[bookmark: _Toc236848002]3.2 Hofstede's Cultural Dimensions 
Hofstede's Cultural Dimensions offer a useful framework for comparison of the cultural differences affecting customer behaviour, management practices, and marketing strategies (Jan et al. 2024). Toyota has adopted its international marketing activities to meet the cultural expectations of customers in both countries. 
[image: ]
Figure 6: Comparison of cultural factors between Japan and India
(Source: Theculturefactor, 2025)
Japan scores 54 on power distance, while India scores 77. It highlights that Japan has a moderate level of hierarchy, where decisions are made through discussions. In contrast, it has been seen that India has a higher acceptance of unequal power and authority, and employees expect clear guidance from managers (Theculturefactor, 2025). As a result, Toyota boosts teamwork and employee involvement in Japan, but in India, Toyota considers a more structured management approach and focuses on robust leadership in its operations (Ghasemibojd et al., 2025). 
The two countries also differ in individualism. The individualism score for Japan is 62, and it shows that people value personal responsibilities and individual achievement. In addition, India scored 24, representing a more collectivist culture, where relationships, family, and group loyalty are highly valued. These differences also affect Toyota’s marketing communication (Choudhary et al. 2026). In the Japanese market, the advertisement of the product mainly focuses on innovation and product quality, and in the Indian market, Toyota focuses on more family-oriented values, spacious vehicles, and reliability.  
Japan also records a high score of 95 for masculinity compared to 56 in India. This result indicates that Japanese consumers value achievements and technological performance. In India, clients focus on success, and they are more concerned with fuel efficiency and affordability, leading Toyota to emphasize value for money (Kar et al. 2023).
Uncertainty avoidance also helps in assessing the cultural changes between the two countries. Japan scores 92, while India ranks 40. This result indicates Japanese consumers generally seek detailed data, low risk, and product consistency before making purchasing choices. In addition, Toyota highlights safety, quality, and dependable performance in Japan (Toyotalebanon, 2025). Indian consumers are generally more flexible, which helps Toyota to implement a huge range of products that meet the diverse customer needs. 
For long-term orientation, Japan scores 100 compared with 51 for India. It outlines that Japanese society powerfully focuses on long-term planning, invention, and continuous growth, aligning with Toyota's continuous development (Kaizen) (Ghaleb, 2025). India has a stable outlook, were short-term chances and long-term goals influence purchase choices. Japan's indulgence score of 42 is higher than 26, which highlights that Indian consumers are controlled in spending.
Thus, these differences affect Toyota's product positioning, communication, and management practices. By considering an international marketing strategy for each country’s cultural aspect, Toyota can satisfy the local customer needs. 
[bookmark: _Toc236848003]4. Comparative Analysis of STP Strategy 
Toyota applies the Segmentation, Targeting, and Positioning (STP) strategy to meet the diverse needs of the customers in India and Japan (Santoso et al. 2024). Although Toyota has maintained its robust global brand image based on safety, quality, and reliability, its STP strategy differs between the two countries due to the variations in income levels, customer preferences, and market conditions. 
Segmentation
Toyota segments the Japanese and Indian markets by using demographic, geographic, psychographic, and behavioural factors. In Japan, this company mainly targets the middle-high-income consumers, business professionals, and environmentally conscious customers in urban cities (Tokyo, Osaka, and Yokohama) who demand advanced technology, premium quality, and high vehicle performance. The figure below shows that 44.5% and 38.0% of Japanese customers focused on fuel efficiency and safety for green vehicle technologies (Engelmann, 2018). Japanese customers also value innovation, safety, and sustainable mobility, which helps Toyota to offer a huge range of electric and hybrid vehicle options. 
[image: ]
Figure 7: Japanese consumers root for green vehicle technologies
(Source: Engelmann, 2018)
In contrast, the Indian market is more price-sensitive and diverse. Toyota segmented customers based on income, occupation, and vehicle usage (Ka et al. 2026). This business mainly focuses on middle-income families, business owners, and customers who are looking for fuel-efficient and low-maintenance vehicles, and those who also live in metropolitan cities and Tier-2 cities. Commercial users and large families are also a significant market segment in India because they require reliable and practical transportation.
Targeting 
Toyota adopted diverse targeting practices in Japan and India to enhance customer satisfaction and boost its market position. In Japan, this company mainly targets customers who are willing to pay for high-quality vehicles with advanced digital technology and environmentally friendly outcomes (Biswas et al. 2025). Hybrid vehicles such as the Prius attract customers who value sustainability and innovation. 
In the Indian market, Toyota mainly considers a selective targeting strategy by focusing on customers who are seeking value for money and fuel efficiency. Popular models such as Innova Hycross, Fortuner, and Urban Cruiser Hyryder mainly target diverse customer groups such as families, SUV buyers, and business users (Carwale, 2025). Toyota also targets customers who prefer reliable vehicles with low maintenance costs. This practice aids the business in competing effectively in India’s highly competitive automobile market. 
Positioning
Toyota’s positioning strategy also represents long-term customer value, quality, and reliability in both countries. In the Japanese market, Toyota considers itself an innovative automotive company that provides advanced technology and environmentally sustainable mobility approaches. Marketing campaigns also represent the hybrid technology, innovation, and continuous development that meet the expectations of Japanese consumers. 
In the Indian market, Toyota is considered a dependable and trusted automobile brand that provides fuel-efficient and family-friendly vehicles. Promotional activities also focus on comfort, reliability, and robust resale value, which are vital factors that also impact the purchasing decisions of Indian customers (Harnaningrum et al. 2026). Toyota has also progressed its position by improving its sales service network to build customers’ confidence. 
Thus, Toyota’s STP strategy represents a balance between global standardization and local adoption. It improves its target customers, market segmentation, and brand positioning to meet diverse cultural and customer preferences of Japan and India. 
[bookmark: _g2i4wp4tiojl][bookmark: _Toc236848004]5. Comparative Analysis of the International Marketing Mix (7Ps) 
Toyota applies the global marketing mix (7ps) to adapt its global strategy as per various market conditions. The comparison below analyzes how Toyota modifies its product, price, place, promotion, people, process, and physical evidence strategies in both countries (Eze et al. 2024). 
	7Ps
	Japan
	India
	Cultural & Economic Factors

	Product
	Advanced hybrids
	Affordable SUVs
	Innovation vs affordability

	Price
	Premium
	Competitive
	Higher vs lower purchasing power

	Place
	Mature network
	Expanding network
	Developed vs growing market

	Promotion
	Technology
	Family values
	Individualism vs collectivism

	People
	Kaizen service
	Relationship focus
	Service expectations

	Process
	Digital efficiency
	Finance support
	Market maturity

	Physical Evidence
	Premium showrooms
	Accessible dealerships
	Customer accessibility


Table 1: Comparison of Toyota's International Marketing Mix in Japan and India
(Source: Self-made by using MS-Word)
Product Strategy
The product strategy of Toyota in Japan emphasizes innovation, advanced technology, and sustainable mobility (Lima et al. 2026). As a developed automotive market, Japanese customers have high expectations about vehicle quality, safety, and environmental performance. Toyota provides a huge range of technologically advanced vehicles such as plug-in hybrids, advanced vehicles, and hydrogen fuel-cell vehicles (Hassan et al. 2023). Models such as Crown, Mirai and Toyota Prius reflect Toyota’s emphasis on innovation and eco-friendly transportation. 
On the other hand, the product strategy of Toyota in India is influenced by road conditions,  customer affordability, and practical transportation requirements. In addition, Indian customers focus on durability, fuel efficiency, and low-maintenance costs (Mittal et al. 2024). Toyota adapts its product portfolio by providing vehicles including Innova Hycross, Urban Cruiser Hyryder, and Fortuner that achieve the requirements of families, SUV customers, and business users. Toyota enhances localisation by making vehicles through Toyota Kirloskar Motor, which helps the organization to better understand local needs. Hence, the key difference is that Japan reflects a technology-focused market where India needs a value-oriented approach. 
Price Strategy
The pricing strategy of Toyota differed significantly between India and Japan due to differences in buying power and market competition. In Japan, Toyota follows a premium pricing and value-based approach (Takami et al. 2023). Japanese customers have higher buying power and want to pay for advanced technology, eco-friendly, sustainable vehicles, and safety features. The pricing of Toyota reflects its strong brand reputation and technological leadership (Markova, 2026). Premium and hybrid models are positioned at higher price levels as customers identify their long-term benefits. 
In India, Toyota adopts a competitive pricing strategy as the automobile market is highly price-sensitive. When buying, many Indian customers check the prices of the vehicles and their maintenance costs (Kumar et al. 2023). Consequently, Toyota is more focused on value for money than premium features. Domestic manufacturing and localisation are used by the company to keep costs low and be competitive. However, Toyota faces problems in India as rivals, Hyundai, Maruti Suzuki and Tata Motors provide more affordable vehicles. For this reason, Toyota should maintain its premium brand image that meets Indian customers' financial expectations.  
Place 
Toyota’s distribution strategy in Japan benefits from a mature automotive market and developed infrastructure (Hu et al. 2022). The organization operates through an extensive dealership network supported by digital platforms and efficient logistics. Japanese customers expect comfortable purchasing experiences such as reputable dealerships, online information, and genuine after-sales services (Braidy et al. 2025). Toyota has a strong distribution system that supports brand trust and customer loyalty. 
In India, Toyota has been focusing on improving its dealership and service network to reach customers in different regions (Mohan et al. 2025)
 (Mohan et al. 2025). Due to the increasing automotive market and large geographical size, accessibility is a vital aspect. Toyota Kirloskar Motor has invested in enhancing dealership service centers (Gund et al. 2026). It helps Toyota gain client trust and influence purchases. Japan has convenience and efficiency; India needs to have more market coverage and accessibility.
Promotion Strategy 
Toyota has adopted its promotional strategies to evaluate its diverse cultural values and the economic conditions of Japan and India. In Japan, promotional advertisements mainly focus on innovation, safety, advanced technology, and environmental sustainability because the customers prioritize detailed product information and long-term outcomes (Ortiz-Ospino et al. 2025). The promotional campaign also indicates hybrid technologies, quality, and Toyota’s contribution.
On the other hand, Toyota’s promotion in India focuses on greater family value, affordability, and long-term ownership opportunities. Many Indian customers are price-conscious and often purchase vehicles based on advertisements that emphasize fuel efficiency and resale value (Huang et al. 2025). 
Toyota uses social media, digital marketing, and customer involvement activities in the Japanese and Indian markets. The communication style differs because Japanese customers respond better to technical data, whereas Indian customers are more affected by practical opportunities.
People Strategy 
People strategy holds a vital role in the marketing mix of Toyota because customer service and employee behaviour strongly affect the brand image and customer satisfaction. In Japan, most of the employees are trained under the Toyota Way and the philosophy of Kaizen, which continuously focuses on teamwork, respect, and continuous learning (Ansho, 2024). It aligns with Japanese cultural values that focus on efficiency and quality. 
In India, Toyota emphasizes employee training and career improvement that offer consistent customer experiences (Alkhatib et al. 2026). As Indian customers need more product guidance, employees need to be trained to explain vehicle features and the financing options. 
Thus, Toyota’s people strategy indicates the cultural expectations in Japan, while India has a diverse and increasing customer base.
Process strategy
Toyota designs its purchasing process according to the economic and customer requirements of both markets. In Japan, this business offers efficient purchasing procedures through digital technology and reliable maintenance service. These processes meet the Japanese customers' expectations for accuracy and speed. 
In India, Toyota has also adopted its process by providing flexible financing options and an affordable maintenance program (Toyotafinance, 2026). Indian customers are more price-sensitive and emphasize only long-term ownership costs. Toyota places significant importance in customer support and cost-effective service packages. 
Consequently, the process strategy in Japan emphasizes operational efficiency, whereas the Indian strategy emphasizes affordability and long-term customer relationships. 
Physical Evidence Strategy
Physical evidence also develops Toyota’s brand image in Japan and India. In Japan, advanced showrooms and service centres indicate innovation and high quality. In India, Toyota emphasizes the wide service network to boost trust (Braidy et al. 2025).
In India, Toyota also focuses on a huge service network and accessible dealerships to boost trust. Comfortable facilities and reliable services also impact the purchase decision, which aids in maintaining the global quality standards (Ibef.org, 2026).
The comparison between the two countries shows that Toyota uses an international strategy that aids in balancing global consistency with local implementation. It maintains safety, quality, and reliability during the adjustment of the marketing mix to economic and cultural conditions in Japan and India. It leads to customer satisfaction and competitive advantages in both markets. 
[bookmark: _9ffobov2a6r1][bookmark: _Toc236848005]6. Market Entry Strategy in India  
Toyota entered the Indian market through a joint venture with the Kirloskar Group, establishing Toyota Kirloskar Motor (TKM) (Toyota, 2026). A joint venture is an appropriate market entry strategy as it supports the foreign company to share investment costs, risks, local knowledge, and business expertise with domestic partners. This strategy helps Toyota to comprehend consumer choices in India, regulatory requirements and distribution networks more effectively. The partnership has helped Toyota to localise manufacturing, focus on its supply chain, and enhance its dealership and after-sales service network across India (Mittal et al. 2024). Local production has minimised import costs and developed price competitiveness in a market where customers are highly price-sensitive. Therefore, Toyota has implemented its product portfolio by adapting models including Innova HyCross, Fortuner and Urban Cruiser Hyryder that achieve the requirements of Indian families and business users. 
The joint venture strategy has also led to challenges. Toyota faces high competition from global and domestic manufacturers such as Hyundai, Tata Motors, and Suzuki that provide a huge range of affordable vehicles (Khan and Suhail, 2024). However, Toyota's joint venture with Kirloskar is an effective market entry strategy as it combines global technological expertise of Toyota with local market knowledge. This approach helps the organisation to establish a significant presence in India. 
[bookmark: _wkzwgwh1boc7][bookmark: _Toc236848006]7. Ethical Issues in Toyota's Marketing Mix in India 
Toyota's marketing mix in India has faced ethical concerns, especially its environmental strategy. Although the firm promotes hybrid vehicles as a sustainable mobility solution, it has been criticised for introducing fully electric vehicles more slowly than some rivals (Koskinen, 2025). This has led to debate over whether promotional messages from Toyota reflect the urgent requirements to decrease carbon emissions. When hybrid vehicles produce lower emissions than traditional petrol vehicles, they still depend on fossil fuels and cannot gain the same environmental benefits. Product pricing is another ethical issue. Toyota is reputed for making reliable and high-quality vehicles, but many of its models are priced above those of rivals in India (Aadithya et al. 2023). It limits access for lower-income consumers and raises questions regarding whether eco-friendly vehicles are affordable for a broad population. Although Toyota has enhanced its local manufacturing to control costs, hybrid models are still expensive. 
However, Toyota has portrayed ethical responsibility through corporate social responsibility (CSR) approaches such as environmental conservation projects, road safety programmes and skill development initiatives in local communities (Haque, 2023). These activities contribute to society and focus on the company's reputation. Hence, as Toyota progresses towards responsible business practices and sustainable mobility in India, the slower adoption of fully electric vehicles and high prices of hybrid models lead to ethical challenges. 
[bookmark: _Toc236848007]8. Recommendations
Based on the above analysis, Toyota should strengthen its global marketing strategy by balancing global brand consistency with local market adoption. Firstly, the organization should enhance its investment in EVs, particularly in the Indian market, where the demand for eco-friendly transformation and green vehicles has gradually increased (Mittal et al. 2024). Implementing a more affordable EV model would help Toyota attract price-sensitive customers who support the global sustainability goal.
Secondly, Toyota should increase its digital marketing strategies in both countries. Toyota should use social media, digital campaigns, and online advertising to increase customer involvement and reach younger customers. For instance, the campaign in Japan can highlight innovation and advanced technology, while the advertisement in India should focus on innovation and advanced technology (Widyaningrum et al. 2025). Thirdly, Toyota should develop its after-sales services in smaller cities in India. High-quality customer service and quick service maintenance support can develop its customer satisfaction and boost long-term loyalty. Lastly, Toyota should invest in sustainable manufacturing and environmental initiatives (Kulova et al. 2024). By considering these strategies, Toyota can develop its competitiveness and lead to sustainable development in Japan and India. 
[bookmark: _43tcdm20hat4][bookmark: _Toc236848008]9. Conclusion 
The analysis demonstrates that Toyota successfully adapts its global marketing strategy to various economic and cultural conditions of India and Japan. When the organization maintains its consistent international reputation for safety, quality, and reliability, it modifies its STP strategy, marketing mix, and market approach to meet the requirements of local customer needs. Therefore, ongoing investment in sustainability, innovation and customer-focused strategies will focus on the competitive position of Toyota and support long-term growth in both markets. 
[bookmark: _efa99isxv6jw]

[bookmark: _Toc236848009]Section 2: Reflective Account Using Gibbs' Reflective Cycle  
[bookmark: _Toc236848010]1. Description 
For this report, I have completed an international marketing strategy on Toyota by comparing its marketing approaches in Japan and India. I selected Toyota because it is a well-known international automobile brand with a strong presence in both countries. I have collected a lot of knowledge through the research process from academic journal articles, Toyota's annual reports, the company's website, and other reliable sources. I have used various marketing models such as PESTEL, Hofstede's Cultural Measures, STP, and the 7Ps marketing mix to compare both markets (Rani and Thomas, 2025). I have also interpreted Toyota's market entry strategy in India and evaluated the ethical challenges regarding the marketing mix and provided recommendations for developing international marketing practices. While I have been preparing this report, I have compared the data from diverse sources to ensure accuracy. Throughout the process, I have maintained the academic referencing guidelines and clearly presented my findings in a logical way.
[bookmark: _2txa37vkdoey][bookmark: _Toc236848011]2. Feelings 
I felt a little hesitant at the beginning of this assessment as global marketing is about assessing multifaceted distinctions between countries. I was particularly concerned about choosing suitable information and ensuring that my analysis was not only descriptive but also critical. It was very challenging to comprehend how Toyota balances international standardization with local adaptation, as various factors such as cultural, economic, and regulatory influences influence market decisions (Lin et al. 2023). As I improved my research, I became more confident, as the framework offers a clear structure to analyse Toyota's strategy. The Hofstede and PESTLE models aided me in organising information and comprehending why Toyota utilizes various approaches in India and Japan (Mehra, 2025). Besides, I also felt more comfortable connecting theoretical concepts with real business practices. However, I faced the challenge of handling a huge amount of information because I had to select only reliable and relevant sources. Hence, completing this assessment enhanced my confidence to conduct independent research and apply academic theories to realistic business situations.  
[bookmark: _pjyvfgqcxqhu][bookmark: _Toc236848012]3. Evaluation 
The research and preparation process for these assessments had several strengths. Firstly, implementing global marketing frameworks such as Hofstede’s cultural dimensions,  PESTEL analysis, the 7Ps marketing mix and STP strategy offers a transparent structure to evaluate Toyota’s strategies in India and Japan (Melo et al. 2024). These frameworks aided me in comprehending how cultural and external differences influence global business decisions. Another strength was utilizing a high range of credible sources such as Toyota reports, industry publications, and academic journals that developed the reliability of my arguments and supported evidence-based analysis. 
I also faced some challenges during the assessment procedures. One major problem was moving beyond description and improving a critical analysis of Toyota's strategies. Initially, I prioritized gathering data about Toyota's activities, but I later identified the significance of analyzing how the organization adopted particular strategies in various markets (Handoyo et al. 2023). For instance, connecting India's price-sensitive market conditions with Toyota's product and pricing decisions helped me improve my analysis. Another problem was handling the huge amount of available information and choosing only relevant data within the word limit. It required effective and careful planning. However, overall, the assessment developed my capability to conduct independent research, apply theoretical concepts and critically analyse realistic business strategies. This also focused on areas of further development, especially in improving deeper analytical argument and making a stronger connection between practice and theory. 
[bookmark: _Toc236848013]4. Analysis 
This assessment helped me understand how global marketing theories can be applied in real situations. During the data gathering for both countries, I realized that interpreting an international company requires more than describing its activities. I need to compare Japan and India by applying various marketing frameworks such as PESTEL, Hofstede's Cultural Dimensions, STP, and the 7Ps marketing mix (Rani, and Thomas, 2025). These frameworks aided me in understanding how political, economic, and cultural differences affect Toyota’s global marketing decisions. I have also learned the most vital lesson, which was the importance of reliable data sources. At first, I focused on a large amount of data from diverse websites and therefore focused on academic journal articles. This developed my credibility and the quality of my interpretation.
I have also realized that a comparison between the two countries also required critical thinking rather than simple description. Instead of separately comparing Japan and India, I have associated how cultural standards, economic situation, and customer behaviours have impacted Toyota's marketing performance. This method helped me create a more balanced report (Hasan and Ojala, 2024). On the other hand, I have also advanced my academic writing and referencing skills by structuring reports into clear segments. Overall, this involvement has advanced my research and problem-solving skills. It improved my confidence through applying varied international marketing theories and preparing for professional commercial studies in the future.
[bookmark: _o936icar591z][bookmark: _Toc236848014]5. Conclusion 
Overall, completing this assessment was an important learning experience that developed my understanding of global marketing strategy and global business operations. By using Gibbs' reflective cycle, I addressed both strengths and challenges of my research and analysis process. This assessment helped me to comprehend the significance of cultural awareness, evidence-based decision-making, and market adaptation. However, I faced problems handling information and improving critical arguments. I developed my capability to apply academic frameworks to real-world scenarios. This experience has increased my analytical thinking, research skills, and confidence to complete future postgraduate business assignments. 
[bookmark: _Toc236848015]6. Action Plan 
	Areas for Improvement 
	Action
	Expected Outcome

	Critical analysis 
	I will spend more time evaluating the information instead of describing facts and supporting arguments with academic evidence.
	It leads to an in-depth understanding and a more analytical report.

	Time Management
	I will create a study schedule and start research earlier for each stage of the assignment. 
	Complete the work on time with less pressure (Ammirato et al. 2024). 

	Research skill 
	Use a huge range of academic journals, websites, industry reports, and company reports.
	It will develop the quality and credibility of the study. 

	Application of Theory 
	Practice marketing theory and frameworks with real business context.
	Progress in robust practical and analytical skills for future academic work.


Table 2: Action Plan
(Source: Self-Made using MS Word)
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