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[bookmark: _Toc235559637]1.1 Background of Toyota
Founded in 1937 and headquartered in Toyota City, Japan, Toyota Motor Corporation is one of the world's leading automobile manufacturers. It sells its vehicles in over 170 countries and regions, and has a range of passenger vehicles, commercial vehicles, hybrid electric vehicles (HEVs), battery electric vehicles (BEVs) and hydrogen fuel cell cars. With the internationally recognised Toyota Production System (TPS) (Liker, 2021), Toyota has built a solid reputation worldwide for its innovation, quality, operational efficiency and sustainable mobility. Despite the growing competition in the automotive market and the rapid shift to vehicle electrification, Toyota topped the world's vehicle sales in the financial year 2025, with sales of more than 10.8 million vehicles worldwide and consolidated revenue of more than ¥48 trillion (Toyota Motor Corporation, 2025).
[image: ]
Figure 1. Toyota's global operations and strategic presence in Japan and the United States.
Source: Author's illustration based on Toyota Motor Corporation (2025a; 2025b).

The United States is Toyota's biggest export market and the primary source of the company's global sales, manufacturing and profitability, with Japan being its home market, where innovation takes place. Toyota needs to make some adjustments to its international marketing strategies, but they have to make sure that the image of the brand remains the same across all countries due to the significant differences in economic conditions, consumer preferences, regulatory frameworks and cultural values between these two countries (Kotler et al., 2024; Hollensen, 2022).
[bookmark: _Toc235559638]1.2 Purpose of the Report
This report is to critically compare the international marketing strategies adopted by Toyota in the countries of Japan and United States by analysing the macro-environmental and cultural differences of the countries, critically discuss about the STP and 7Ps strategies adopted by Toyota, critical discussion about the market entry strategy adopted by Toyota in United States, critical discussion about the ethical issues faced by Toyota and suggests recommendations for strengthening the future international marketing performance of Toyota.
[bookmark: _Toc235559639]1.3 Report Objectives
The objectives of this report are to:
1. Critically compare the macro-environmental factors of Japan and the United States using the PESTEL framework. 
2. Analyse cultural differences using Hofstede's cultural dimensions. 
3. Compare Toyota's segmentation, targeting and positioning (STP) strategies in both markets. 
4. Evaluate Toyota's international marketing mix (7Ps). 
5. Analyse Toyota's market entry strategy in the United States. 
6. Critically evaluate ethical issues associated with Toyota's marketing activities. 
7. Provide evidence-based recommendations to enhance Toyota's international marketing strategy. 


[bookmark: _Toc235559640]2. Section 1: International Marketing Report 
[bookmark: _Toc235559641]2.1 Comparative Analysis of the Japanese and United States Markets
Toyota's two most important markets are Japan and the United States, and each offers different types of business environment that necessitates different marketing strategies when doing business internationally. While the United States is Japan's biggest overseas market, accounting for a high share of Toyota's global sales and profits, Japan serves as its home market, where innovation, research and development, and manufacturing excellence take place (Toyota Motor Corporation, 2025a). These markets have different regulations, preferences, technology and culture, and as a result, offer opportunities and challenges for Toyota. Toyota has opted for a "glocalisation" strategy instead of a standardised global strategy, which means to have a global brand, but adapt the product and marketing activities to the local market conditions. This allows the company to better meet customer demands and regulatory and competitive pressures (Hollensen, 2022). Hence, it is important to make a critical comparison between the macro environment and cultural features of Japan and the United States to gain insights into Toyota's sustainable competitive advantage in international markets. The PESTEL and the Hofstede's cultural dimensions are used in the following sections to assess the factors that affect Toyota's marketing strategies in both countries.
[bookmark: _Toc235559642]2.2 Overview of Toyota in Japan and the United States
Japan and the United States are Toyota's two most important markets, and each plays a unique role in Toyota's international success. Japan is the home of Toyota's headquarters and innovation, where the company invests in research and development and cutting-edge manufacturing and the commercialisation of hybrid and hydrogen technologies (Dzienis and McCaleb, 2025). In contrast, the U.S. is Toyota's biggest overseas market, providing many reasons to invest in manufacturing and dealerships there, given the high demand for SUVs, pickup trucks and electrified vehicles. During 2025, Toyota reported its sales in the United States at around 2.3 million and worldwide at over 10.8 million vehicles making it the world's top carmaker (Toyota Motor Corporation, 2025a). Toyota would not be able to use the same marketing strategies in both countries as they are under the same brand. The firm has to consider global standardisation and local adaptation because of variations in consumer preference, competitive pressures, government policies and cultural values. This flexibility allows Toyota to maintain its competitive edge and align with the customer expectations in each market segment (Hollensen, 2022; Kotler et al., 2024).
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Figure 2. Toyota's strategic importance of Japan and the United States.
Source: Adapted by the author from Toyota Motor Corporation (2025a).



[bookmark: _Toc235559643]2.3 Comparative PESTEL Analysis
[bookmark: _Toc235559644]Political
Toyota is investing in hybrid and hydrogen fuel cells because of the strong government support for technological innovation and carbon neutrality in Japan. On the other hand, the U.S. market is large and stable, though it is affected by fluctuating trade policies, tariffs and electric vehicle (EV) incentives that impact Toyota's production and pricing decisions (Kouam, 2024). Local production is hence key to mitigating risks associated with geopolitics and trade (OECD, 2025; Toyota Motor Corporation, 2025a). 
[bookmark: _Toc235559645]Economic
Both countries are already advanced economies with high purchasing power but there are important differences between consumer demand in the two countries (Rietmann and Lieven, 2019). Japan's mature and aging market is a constraint on car sales growth, while in the U.S. strong demand for larger vehicles and high-quality models persists in the face of inflation. This makes the United States a more important source of Toyota's global income and profits (Statista, 2025; World Bank, 2025).
[bookmark: _Toc235559646]Social
Urbanisation and environmental concerns are influencing the Japanese consumer's preference for fuel efficiency and reliability and compact vehicles. American consumers, on the other hand, tend to favor larger SUVs and pickup trucks and the demand for electric and hybrid vehicles is growing. These variations necessitate the need for Toyota to adjust its product line as well as promotions to the local customer behavior (Kotler et al., 2024).
[bookmark: _Toc235559647]Technological
The Japanese are still world leaders in automotive innovation, robotics and lean manufacturing, as well as in giving Toyota the edge in product development. In contrast the United States is defined by fast development of digital mobility, artificial intelligence, connected-vehicle and autonomous driving technologies (Rehan, 2024).In order to stay competitive, Toyota puts a significant number of resources into R&D and strategic alliances in both markets (Liker, 2021; Toyota Motor Corporation, 2025a). 
[bookmark: _Toc235559648]Environmental
Both countries' environmental regulation is becoming more stringent and priorities vary. As the United States is active in developing battery electric vehicles with federal and state incentives, Japan strongly advances hydrogen fuel technology alongside carbon neutrality efforts. Toyota thus needs to invest in a mix of low carbon technologies and not on a single electrification approach (IEA, 2025).
[bookmark: _Toc235559649]Legal
Japan has strict car safety and environmental requirements, as do the U.S. in its comprehensive vehicle laws for its emission, product liability, and consumer protection regulations. Toyota's reputation is on the line, and consumer trust in the company is at stake, as seen in its past vehicle recalls worldwide, which underscore the critical role of legal compliance and quality assurance in modern business operations (NHTSA, 2025). The comparison shows that Japan and the U.S. are mature markets, but that they have different political priorities, consumer preferences and regulatory environments. Japanese innovation and manufacturing prowess complement Toyota's competitive edge, while the United States brings larger market opportunities and consumer demand (Gibrilla, 2023). This means that Toyota's success is not to be achieved through one-size-fits-all marketing, but rather through glocalisation, which involves marketing in an international way while maintaining market adaptation, with the firm able to react to differing environmental conditions while still maintaining its international competitiveness (Hollensen, 2022). 
[bookmark: _Toc235559650]2.4 Comparative Hofstede Cultural Analysis
Hofstede's Cultural Dimensions are a valuable tool for understanding how cultural differences impact consumer behaviour and international marketing strategies. While both nations are highly developed, Japan has unique cultural traits that necessitate regionalization of Toyota's marketing tactics and message delivery, as well as the treatment of customers, as opposed to a one-size-fits-all global strategy (Hofstede Insights, 2025; Hollensen, 2022). Power Distance. Both countries score low on power distance, but Japan is more hierarchical and has more formal decision making in organisations than the USA. Therefore, Toyota's marketing in Japan emphasizes on corporate reputation and long-term trust in their products, while in the United States, it takes a customer-focused approach with an emphasis on accessibility, innovation and individual choice (Hofstede Insights, 2025).
Table 1. Comparison of Hofstede's Cultural Dimensions: Japan vs United States
	Cultural Dimension
	Japan
	United States
	Implication for Toyota's Marketing Strategy

	Power Distance
	54
	40
	Japan values hierarchy and organisational trust, while U.S. consumers prefer more customer-centric and accessible brand communication.

	Individualism
	62
	91
	U.S. marketing emphasises personal freedom and lifestyle, whereas Japanese marketing focuses more on reliability, family and collective value.

	Masculinity
	95
	62
	Japan strongly values quality, achievement and engineering excellence. U.S. consumers also value performance but place greater emphasis on comfort and innovation.

	Uncertainty Avoidance
	92
	46
	Japanese consumers prefer dependable, low-risk products, requiring Toyota to highlight quality and safety. U.S. consumers are more willing to adopt new technologies.

	Long-Term Orientation
	100
	50
	Japan's long-term orientation supports Toyota's continuous investment in hybrid, hydrogen and sustainable mobility, while U.S. consumers respond more to immediate value and product benefits.

	Indulgence
	42
	68
	U.S. consumers are more motivated by lifestyle and emotional appeal, whereas Japanese consumers prioritise practicality, efficiency and durability.


Source: Adapted by the author from Hofstede Insights (2025).
[bookmark: _Toc235559651]Individualism.
 The United States is one of the most individualistic societies in the world where consumers place a high priority on personal achievement, freedom and self-expression. As opposed to Japan, which has a more collectivist approach emphasizing harmony and social responsibility. This means that Toyota's campaigns in the USA tend to be more personal lifestyle, performance and individuality driven, while the Japanese campaigns are more family and society focused in terms of reliability and safety (Kotler et al., 2024).
[bookmark: _Toc235559652]Masculinity.
 Both countries are high-scoring in masculinity and have high levels of achievement and performance orientations. But Japan has one of the highest masculinity scores in the world, which reflects consumer expectations of engineering excellence, quality and technological superiority (Ikkatai et al., 2021). Consequently, Toyota has more forcefully marketed precision engineering and continuous innovation in Japan, whereas in the United States, they market their vehicles in a manner that emphasizes comfort, design and driving experience (Hofstede Insights, 2025).
[bookmark: _Toc235559653]Uncertainty Avoidance.
 Japanese customers have a higher tendency to exhibit uncertainty avoidance and would like to buy a reliable product that has been tested for quality and lower perceived risk. As a result, safety and durability, and after-sales service are key factors in Toyota's domestic marketing. On the other hand, U.S. consumers are more willing to try new technologies and products, allowing Toyota to launch new digital services and mobility technologies with more vigor (Hollensen, 2022). 
[bookmark: _Toc235559654]Long-Term Orientation. 
Compared with the United States, Japan has a much longer-term horizon, which means that it has a lot of investment in sustainable innovation and continuous improvement. This cultural trait is very similar to Kaizen and the long-term vision of hybrid, hydrogen and future mobility technologies that Toyota has in mind. In contrast, U.S. market is more sensitive for product benefits in terms of short-term results, price attractiveness and current customer value (Liker, 2021).
[bookmark: _Toc235559655]Indulgence.
 Americans exhibit more indulgence, meaning that sometimes their buying choices are driven by the pleasure they receive, convenience and lifestyle goals. In contrast, Japan is quite conservative which makes consumers focus on utility, efficiency and function (Kim et al., 2019). In the United States, Toyota many of its models therefore focus on lifestyle and emotion while in Japan, Toyota's models focus on reliability, fuel efficiency and quality. The Hofstede analysis shows that the cultural differences have a major impact on the international marketing strategy of Toyota. The United States needs more style and differentiation with lifestyle branding and customer experience and product customisation, whereas Japan accentuates Toyota's attributes of quality, continuous improvement and long-term customer relationships. Thus, Toyota's competitive edge comes not just from the strength of its engineering, but also from the company's capacity to meet the diverse expectations of customers across various cultures while maintaining a unified global brand identity (Kotler et al., 2024; Hollensen, 2022).
[bookmark: _Toc235559656]2.5 Comparative Analysis of Toyota's STP Strategy
Toyota uses the same brand identity worldwide but has a different segmentation, targeting and positioning (STP) strategy to target the different needs of consumers in Japan and America. This allows the company to maintain consistency worldwide while also being responsive to the local markets, improving its competitiveness in both markets (Kotler et al., 2024). 
[bookmark: _Toc235559657]2.5.1Segmentation
Toyota divides both markets according to geographic, demographic, psychographic and behavioural factors (Rahman and Afwa, 2025). The company's main customer base in Japan is urban consumers looking for small, green and efficient vehicles. By contrast, the U.S. market is split, and is being pushed by consumers of all lifestyle types, especially families and professionals who want SUVs, pickup trucks and larger hybrid vehicles. To meet these opposing segments, Toyota will need to create different product lines for different markets than it does for a global product (Hollensen, 2022). 
[bookmark: _Toc235559658]2.5.2 Targeting
Toyota has different targeting strategies for the two markets. The company's target market in Japan is more of an eco-friendly buyer who cares about reliability, efficiency and durability. On the other hand, Toyota operates several market segments in the USA by offering a diverse range of vehicles, such as SUVs, trucks, hybrid models and high-end Lexus vehicles, which enables them to compete in multiple areas at once (Toyota Motor Corporation, 2025a). 
[bookmark: _Toc235559659]2.5.3 Positioning
In terms of the markets, Toyota is seen as a manufacturer of reliable, high-quality and technologically advanced vehicles. The emphasis on the positioning is, however, different. It is quality, safety and continuous innovation that are reinforced by marketing communications in Japan, a reflection of the values of the country's consumers. Toyota has to answer to the new challenges posed by both greater competition and consumer expectations in the United States by pairing reliability with lifestyle and performance and sustainability. With the case of Toyota, it can be seen that international competitiveness is achieved through strategic adaptation instead of total standardisation (Tarmohamed, 2022). The basic brand proposition of quality and reliability is the same, but the specific market segmentation, targeting and positioning helps Toyota to cater to different cultural values and buying habits of the Japanese and American markets. 
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Figure 3. Comparison of Toyota's STP strategy in Japan and the United States.
Source: Adapted by the author from Kotler et al. (2024) and Toyota Motor Corporation (2025a).
[bookmark: _Toc235559660]2.6 Comparative Analysis of Toyota's International Marketing Mix (7Ps)
Toyota makes some adjustments to the marketing mix to respect the institutional, cultural and competitive differences among the Japanese and American markets, but keeps the brand image the same globally. The balanced approach increases the worth of the customer and helps to sustain the company's competitive advantages (Hollensen, 2022). 
[bookmark: _Toc235559661]2.6.1 Product
Toyota markets a variety of product lines in the two markets (Hyun, 2025). To meet urban mobility and environmental requirements, compact hybrid cars are more popular in Japan than in the United States, while SUVs, pickup trucks and larger hybrid models are more important in the United States, reflecting consumers' tastes there. 
[bookmark: _Toc235559662]2.6.2 Price
While Toyota uses value-based pricing in both markets, strategies differ depending on the purchasing power, the level of taxation and the intensity of competition. There are more financing possibilities and promotional reductions / leasing programmes than in Japan. 
[bookmark: _Toc235559663]2.6.3 Place
The well-built dealer network and its connection with in-country manufacturing plants are critical for Japan's operations (Abe, Lin and Takase, 2019). By contrast, Toyota has large manufacturing facilities, distribution centres and dealership networks in the United States, thus cutting down on logistics costs and getting a better response to local demand.
[bookmark: _Toc235559664]2.6.4 Promotion
There are many different types of promotion. Emotional branding, lifestyle appeal, digital marketing and sponsorship activities are key components of U.S. campaigns, while quality, safety, and technological innovation are key elements of Japanese campaigns.
[bookmark: _Toc235559665]2.6.5 People
Toyota spends considerable amount of money in employee training and customer service, both in the two countries. But the Japanese customer interactions are about
nurturing customer relationships and service quality, whereas the U.S. dealership interactions are about providing the personalized customer experience and sales responsiveness.
[bookmark: _Toc235559666]2.6.6 Process
The Toyota Production System is standardised for operational efficiency in all of Toyota's operations, with purchasing and after-sales modified to meet expectations in the local market. Online retail, services and flexible financing are more important in the United States than they are in the Japanese market. 
[bookmark: _Toc235559667]2.6.7 Physical Evidence
Toyota's clear brand identity across all its dealerships and vehicles, as well as corporate presentation, helps to reinforce Toyota's brand. However, U.S. showrooms typically offer more customer experience and digital customer interactions, while Japanese dealerships focus on better operations and customer service. Toyota's international marketing mix highlights that it is not prudent to completely standardise marketing products in global markets; hence, one can state that the marketing mix has to be selectively adapted, which is what Toyota has done. While the Company has a uniform global brand that emphasizes the quality, innovation and reliability of its products, it adjusts product attributes, pricing, distribution and promotion methods to meet the different institutional and consumer needs of Japan and the U.S. Through this adaptive approach, Toyota can enhance the value for customers and maintain competitiveness in both markets (Kotler et al., 2024; Hollensen, 2022).
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Figure 4. Comparative analysis of Toyota's 7Ps marketing mix in Japan and the United States.
Source: Adapted by the author from Kotler et al. (2024), Hollensen (2022) and Toyota Motor Corporation (2025a).

[bookmark: _Toc235559668]2.7 Analysis of Toyota's Market Entry Strategy in the United States
[bookmark: _Toc235559669]2.7.1 Overview of the Entry Strategy
Toyota's entry into the United States is one of the most successful and is an example of an international market entry strategy in the automotive industry. Toyota gradually reduced its dependence on Japanese exports, opening manufacturing plants and research and development centres, and establishing a network of dealerships. This approach helped the company become more responsive to customers, decrease operating expenses, and position the company to sustain its competitive positioning in the U.S. market (Toyota Motor Corporation, 2025a).
[bookmark: _Toc235559670]2.7.2 Entry Mode
Toyota's first exposure to the United States was in the form of exports in the late 1950s before shifting to foreign direct investment (FDI) and strategic joint ventures. One of the major achievements was the NUMMI joint venture with General Motors in California, which offered an invaluable opportunity to see what consumers in California want and how manufacturing is done there. Toyota then progressively started building manufacturing plants in the United States, which were all owned by Toyota, and it was taking the first step towards market commitment instead of market access (Hill, 2022). This stepped-in approach lowered investment risk and strengthened Toyota's competitiveness in the local market.
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Figure 5. Toyota's market entry strategy in the United States
Source: Adapted by the author from Hill (2022) and Toyota Motor Corporation (2025a).
[bookmark: _Toc235559671]2.7.3 Reasons for the Chosen Strategy
The size and profitability of the U.S. car market, rising trade barriers and the need for a quick response to consumer demand, were key factors in Toyota's decision on how to enter the market. U.S. manufacturing reduced transportation costs and minimised tariff exposure and increased supply chain efficiency. Additionally, the local production boosted Toyota's corporate image and provided job opportunities and local economic development, fostering an environment of trust and acceptance among the customers and stakeholders (Toyota Motor Corporation, 2025a; Hollensen, 2022).
[bookmark: _Toc235559672]2.7.4 Critical Evaluation of Success and Challenges
Toyota's approach of localisation has greatly bolstered its market presence, with the United States emerging as its biggest market abroad with around 2.3 million vehicle sales in 2025 (Toyota Motor Corporation, 2025a). By producing locally, operational flexibility and customer responsiveness have been increased while at the same time political and supply chain risks have been minimized. But as a result, Toyota has faced fierce competition from other domestic automakers, and from electric vehicle (EV) makers like Tesla and the electronics sector, and stricter emissions and vehicle electrification rules. As a result, while Toyota's market entry strategy has been very successful, achieving competitive advantage will require increased investments into battery electric vehicles and in digital mobility solutions. 
[bookmark: _Toc235559673]2.8 Evaluation of Ethical Issues in Toyota's Marketing Activities
[bookmark: _Toc235559674]2.8.1 Overview of the Ethical Issue
The one of the most important ethical concerns for Toyota's international marketing is the dilemma of how to reconcile environmentally friendly business practices with worldwide progress towards ZEV mobility. While Toyota has been a leader in hybrid technology with the Prius, its investment in hydrogen fuel cell technology has been significant, but the company has been criticised for its slower pace than some of its global rivals in transitioning to battery electric vehicles (IEA, 2025). 
[bookmark: _Toc235559675]2.8.2 Critical Evaluation
Toyota believes that with hybrid, battery electric and hydrogen, a multi-pathway approach to electrification can help deliver a greener solution in various markets globally. This takes account of the different infrastructure, consumer affordability and national energy policies. But the company's conservative stance on battery electric vehicles could hamper it in places where governments are increasingly pushing for 100% electrification. This presents Toyota with a strategic dilemma in terms of diversifying its technology while managing the expectations of various stakeholders in relation to climate responsibility and sustainable mobility (Kotler et al., 2024; IEA, 2025).
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Figure 6. Toyota's sustainable mobility strategy
Source: Adapted by the author from Toyota Motor Corporation (2025a) and IEA (2025).



[bookmark: _Toc235559676]2.8.3 Impact on International Marketing Strategy
The role of ethical performance on the international markets is growing in terms of the trust of consumers, corporate reputation and brand loyalty. While Toyota's carbon neutrality and the sustainable production of its goods and responsible innovation policies enhance its global brand, stakeholder expectations are still constantly changing and environmental regulations are becoming more stringent. Thus, not only is the incorporation of sustainability into product development, marketing communications and corporate strategy an ethical obligation, but it also becomes an important competitive advantage in the international automotive industry (Hollensen, 2022; Toyota Motor Corporation, 2025a).
[bookmark: _Toc235559677]2.9 Recommendations
[bookmark: _Toc235559678]2.9.1 Recommendation 1: Accelerate Battery Electric Vehicle (BEV) Expansion
Toyota needs to move quicker on investing in battery electric vehicles, especially in the USA, where it will increasingly find regulatory pressures and a growing demand for ZEVs. A more robust BEV offering would make Toyota more competitive against Tesla and other new EV brands and more competitive in the future mobility markets (IEA, 2025).
[bookmark: _Toc235559679]2.9.2 Recommendation 2: Strengthen Localised Marketing Strategies
Toyota should adjust their marketing communication strategies to the Japanese and American cultural and consumer differences. Japanese marketing strategy should still highlight the emphasis on quality and long-term reliability, while U.S. marketing strategies are increasingly shifting towards a more innovative, sustainable and customer-centric approach to boost brand relevance and responsiveness to the market requirements (Kotler et al., 2024). 
[bookmark: _Toc235559680]2.9.3 Recommendation 3: Expand Digital Customer Engagement
Toyota needs to put more money into digital retail infrastructure, AI and individual customer CRM. To improve the customer satisfaction and customer loyalty in the long run on international markets, it would be beneficial to enhance the online purchasing, after-sales services, and data-driven marketing service (Hollensen, 2022). 
[bookmark: _Toc235559681]2.9.4 Recommendation 4: Enhance Sustainability Transparency
Toyota needs to improve the communication about its carbon reduction targets, sustainable manufacturing programs and electrification strategy. It is hoped that more transparency will help build stakeholder trust and strengthen Toyota's reputation and position in a rapidly changing automotive world in which sustainability is an integral part of the business (Toyota Motor Corporation, 2025a). 
[bookmark: _Toc235559682]Conclusion
This report critically compared the international marketing strategies adopted by Toyota in Japan and the United States through the lenses of PESTEL framework, Hofstede's Cultural Dimensions, STP strategy, the 7Ps marketing mix, market entry strategy and the ethical consideration. The analysis shows that there are significant differences in political, economic, cultural and regulatory environments that impact Toyota's marketing decisions in both countries. While the U.S. market is bigger and consumer demand is higher, Japan is still Toyota's innovation and manufacturing center. As a result, Toyota has taken on a glocalisation strategy, which involves a uniform brand throughout the world, but adapting the product and marketing communication and customer engagement to the local market. In sum, Toyota's global success is achieved by its capacity to be efficient all over the world, while still being responsive locally. But as consumer demands and environmental regulations evolve, this competitive edge will need to be achieved with faster electrification, more digital transformation and enhanced sustainability leadership.


[bookmark: _Toc235559683]3. Section 2: Reflective Account 
This reflective account refers to Gibbs' Reflective Cycle (Gibbs, 1988) which was used to analyse the learning experience during the preparation of the international marketing report on Toyota's operations in Japan and the United States. The reflection critically analyses the knowledge and skill acquired by analysing the marketing strategies Toyota uses internationally and areas that need to be improved. 
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Figure 7. Gibbs' Reflective Cycle
Source: Adapted by the author from Gibbs (1988).
[bookmark: _Toc235559684]3.1 Description
For the purpose of this report, a critical comparison between Toyota's marketing strategies internationally, in Japan and the United States, was made using analytical tools such as PESTEL, Hofstede's Cultural Dimensions, STP and the marketing mix (the 7Ps). The job also included an assessment of Toyota's market entry strategy and ethical marketing practices based on latest academic literature, industry reports and company data. At first, the task seemed to be mainly the description of the international marketing theories. As the research continued, however, it became clear that for international marketing to be effective, the researcher needs to be aware of the implications of external environments, cultural differences and consumer behavior on strategic decision making, and not solely on the theoretical models of Kotler et al., (2024). 
[bookmark: _Toc235559685]3.2 Feelings
Initially I was confident in researching Toyota as it is a world recognised organisation and there is a lot of information which has been published. But I also wondered about comparing two developed markets, which both, Japan and the U.S., have advanced economies, but very different cultures, regulatory and consumer preferences. The research became more and more self-assuring as it went on, as I gained an understanding of the way that the company would not market in exactly the same way around the world, depending on the market. This experience not only sharpened my skill and confidence in doing independent research but also my appreciation of evidence-based decision making. 
[bookmark: _Toc235559686]3.3 Evaluation
The most beneficial part of this assignment was combining several international marketing frameworks to one case study. The use of PESTEL and Hofstede's Cultural Dimensions helped to gain a better understanding how macro environment and culture can affect international marketing decisions. This enhanced my capacity to critically assess, rather than descriptively analyze strategic issues (Hollensen, 2022). But there were also difficulties with this assignment. Careful assessment was needed to evaluate the credibility of the sources of information from academic journals, industry reports and Toyota's corporate publications. Also, separating descriptive discussion from critical analysis involved constant fine-tuning while drafting the paper.
[bookmark: _Toc235559687]3.4 Analysis
Through this learning experience, the students confirmed that global standardisation and local adaptation are important in marketing a product internationally. Prior to this assignment, I thought of marketing as basically a promotion of products. As I analysed the strategies, Toyota, I realised that international marketing is not just about environmental analysis, cultural awareness and strategic decisions, but also about achieving sustainable competitive advantage (Kotler et al., 2024). Another aspect of Japan versus the United States that was emphasized was cultural intelligence in the global business arena. While Toyota does have a steady uniform global brand image, its positioning of products, promotion and customer engagement vary based on the local customer behaviors. It is a reflection of the glocalisation concept mentioned in the international marketing literature (Hollensen, 2022). Structured reflection also reaffirmed Gibbs' (1988) suggestion that reflection makes experience learning. An evaluation of the strengths and weakness of my research process helped to identify areas of further professional development. 
Table 2. Key Learning Outcomes from the Reflective Process
	Learning Area
	Development

	International Marketing
	Greater understanding of global adaptation

	Critical Analysis
	Improved evaluation of evidence

	Research Skills
	Stronger use of academic and industry sources

	Cultural Awareness
	Better appreciation of cross-cultural marketing

	Professional Development
	Increased confidence in strategic decision making


Source: Author's illustration based on Gibbs (1988).
[bookmark: _Toc235559688]3.5 Conclusion
This overall assignment was a great way to understanding international marketing theory and its application in multinational organisations. This experience proved the need to adapt to the international political, economic, cultural and technological environment continuously, besides the standardisation of marketing on the global level for its success. I also gained the ability to critically evaluate evidence, draw on several theoretical perspectives and provide academically informed strategic recommendations as a result of the reflective process. These skills will have a positive impact on my future educational pursuits and career. 
[bookmark: _Toc235559689]3.6 Action Plan
There are four things I plan to do in order to improve my academic and career success. I will first continue to build my critical analysis and thinking skills more by reading more from new literature from academics instead of descriptive information. Secondly, I will be able to analyse international business information by applying company reports and industry databases. Third, I will extend the range of my understanding of cross-cultural management by examining other international marketing case studies, besides the automotive industry. Lastly, I will further enhance my academic writing skills by working on the synthesis of evidence, argument development and the effective application of theoretical frameworks.
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Figure 2. Toyota’s Strategic Presence in
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Figure 5. Comparison of Toyota's STP Strategy in Japan and the United States
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Figure 6. Comparative analysis of Toyota's 7Ps Marketing Mix in Japan and the United States
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