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[bookmark: _Toc235931362]Section 1
[bookmark: _Toc235931363]1. Introduction
Toyota Motor Corp is one of the biggest car makers with reliable qualities, careful planning and steady growth globally. The current report will analyse the strategy of entering the international market and marketing mix for Toyota in two countries – USA & India. Two markets were selected due to the complete difference in economic and cultural context between Toyota Motor North America and Toyota Kirloskar Motor – with both demonstrating different approaches to local requirements. International companies frequently have to adapt their strategies to local regulations, market behaviour and competitors (Watson et al., 2018). A mature, high-income market with formidable established competitors and a fast growing and price-sensitive market in India where first car ownership is still ramping up rapidly. The study of both countries will demonstrate not only the Toyota's global brand uniformity but also its ability to respond flexibly to the vastly different expectations of its customers.
The report starts with the macro-environment of both countries using PESTEL framework and subsequently examines the differences in culture using Hofstede model. It then examines the segmentation, targeting and positioning of the brand by Toyota, along with the examination of the international marketing mix (7Ps) in both countries. Market entry strategy adopted by Toyota in the India is examined and an evaluation of ethical concerns pertaining to Toyota's marketing mix in USA is done. The report concludes by providing recommendations for Toyota’s marketing strategy in the global market, as they will need to be careful about their future plans in other countries if they want to be successful (Lindner and Puck, 2025). A reflective account of the report will be provided with the Gibbs reflective cycle.


[bookmark: _Toc235931364]2. Background of Toyota Motor Corporation
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Figure 1 Background of Toyota Motor Corporation (Self-made)

Established in Japan in 1937, Toyota Motor Corp. has become one of the world's largest automobile manufacturers, with its vehicles sold in over 170 countries under the Toyota and Lexus nameplates. Toyota's philosophy of continuous improvement, quality and waste reduction permeates the company's factories but also its marketing strategy on the rest of the world (Hibino, Noguchi and Plenert, 2017). Toyota Motor North America has been in business since 1957, and produces vehicles at multiple locations in the United States, including the popular Camry, RAV4 and Corolla models. Toyota, too, competes with top domestic and international brands including Ford, Honda and General Motors, and currently is the leading brand for passenger cars in the United States.
In India, Toyota first came in 1997 as a joint venture called Toyota Kirloskar Motor and started production in 1999. Being a price sensitive market, the Indian market is characterized predominantly by small and compact cars and hence Toyota has been compelled to introduce affordable models like Glanza and Urban Cruiser Hyryder jointly with its alliance partner Suzuki. This illustrates that the identity of the brand is perceived differently in different countries, as the global-local trend of brand perception influences the brand perception of customers (Han, 2016). From a small assembly shop, Toyota Kirloskar Motor has developed into one of the leading passenger vehicle manufacturers in India, bolstered by consistent investments in the manufacturing capabilities in the country as well as expansion of its portfolio of products tailored to the Indian roads and pockets. It's easy to see from the comparison of Toyota's marketing strategy in these two markets, one a mature, developed economy and one a rapidly growing developing economy, how local conditions can influence international marketing decisions.
Mission:
Netflix's work is to provide a compelling story in a variety of languages and cultures, served through a seamless and easily accessible streaming platform, to entertain the world.
Vision:
Netflix's mission is to be the world's preeminent entertainment service, steadily expanding their footprint around the world while delivering personalised and high-quality entertainment that brings people together through the magic of storytelling.



[bookmark: _Toc235931365]3. Macro-Environmental Analysis (PESTEL)
The following critical evaluation of the macro-environmental forces that impact Toyota in both the USA and India highlights some differences and similarities. The PESTEL model helps to systematically evaluate these differences with a structured lens.
Political:
The political climate in the USA is fairly pro-Toyota. Its democratic system is stable and the trade policy is transparent, however, import tariff for auto parts slightly hikes production costs. Besides, the political setting is also conducive, in India, with the government's pro-India manufacturing policy, which is actively promoting local manufacturing and welcoming foreign automotive companies that invest in India. But high duty prices on fully built vehicles mean that manufacturing in Greece is an almost requirement and not an option, as they would have to be imported from other countries, thereby putting pressure on the regulatory framework. 
Economic:
The USA is a very conducive country to do business. It boasts a large and affluent customer base, with a preference for more luxurious SUVs, trucks and hybrid vehicles, for which Toyota has a strong brand presence and high profit margins. The economic scenario is more complex in India. However, it is moderately favourable. 
Social:
Social factors are promising in the USA, fueled by lifestyle-related purchasing habits, rising awareness of the environment and a desire for hybrid options, which boosts sales of Toyota's electrified products. Social factors are also becoming more positive in India, being the first-time car ownership among urban households, due to the fast-paced urbanisation coupled with the urban household’s increased per capita income. This is reflected in the popularity of Toyota's ride shared by Innova and Urban Cruiser Hyryder.


[bookmark: _Toc235931366]Cultural Analysis (Hofstede Framework) 
Cultural differences can make a lot of difference in how customers in various countries react to marketing messages, so it's important that Toyota make their strategy aware of cultural differences. The Hofstede cultural dimensions model is one of the most popular models used to compare the impact of the national culture on the consumers' behaviour and business decision in strategic marketing (Chernev, 2019). The distribution of scores for all the six dimensions is shown in figure 2 for both India and the USA.
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Figure 2 Hofstede Cultural Dimensions Comparison, India vs USA (Chouaten et al., 2024). 

Power distance:
In comparison, Indian society has an acceptance of a hierarchy and higher status of authority figures, such as elders, employers and institutions, than the USA where the score is much lower. Indian advertising relies more on family endorsement or convincing trusted people, on the other hand, American advertising has the freedom to sell more on personal decision, self-assurance building (Chouaten et al., 2024). 

Individualism:
The USA has scores much higher regarding individualism, consumer values being highly individualistic, driven by personal achievement and dependence on personal independence for decisions, while India is more collectivist, where family and group opinion has a paramount effect on purchase decisions. 
Masculinity, uncertainty avoidance and long-term orientation:
India is higher on long-term orientation, which is associated with the values of saving, calmness and planning for the future, leading to the popularity of using durable, low-maintenance vehicles like the Toyota Innova that are used for longer periods. The USA is rather short-term, with greater willingness to change/upgrade cars at a younger age (Simão and Lisboa, 2017).
Indulgence:
The USA is much higher on indulgence, shows a culture that's comfortable with enjoying life and buying with an eye to comfort, whereas the lower score in India shows a more reserved culture, where people are more likely to think about practical value in their purchases (Han, 2016).
Pros and cons of the Hofstede model:
Many countries can be compared rather rapidly using simple numerical scores and the Hofstede model provides Toyota with a starting point to grasp the general cultural differences and adapt their marketing mix and communication approach. The model has its limitations, however. Takes a national score for each country, assuming all the people in a country have the same culture when it is as large and diverse as India, with many regional languages, religions and traditions. 
Technological:
In the USA, the forces of technology are positive but challenging. Consumer expectations in terms of hybrid technology, innovative safety systems and digital retailing are extremely high and the company must continue to invest significantly in innovation in order to stay in competition (Singh and Wagner, 2019). The technology environment is moderately favourable in India. Though most buyers are tuning into digital adoption, they look at top features and fuel efficiency/low running costs first. Toyota's reply has laid focus on economic engine choices and easy driving characteristics that are well in line with the Indian consumers.
Environmental:
In both countries, environmental forces are increasingly difficult, with varying degrees of intensity (Simão and Lisboa, 2017). Some states in the USA have strict emission requirements which strongly support hybrid or electric cars and pose both a challenge and an opportunity for Toyota's hybrid range. However, in India, higher urban pollution is forcing government pressure on polluters to make them cut greenhouse gas emissions and this is somewhat becoming favourable for this direction of product development by Toyota with its cleaner engine products. 
Legal:
The legal environment is moderately tough in the USA (Tanrıverdi, Kundakcı and Ertuğrul, 2026). There are adequate consumer protection laws and strict regulations regarding safety that must be adhered to and investment in ongoing. In India, changing regulation, such as the expected introduction of six airbags in cars is becoming ever more stringent but is nonetheless positive for companies that have long adhered to high safety standards, such as Toyota, but increasingly difficult for poorer quality rivals.
Similarities and Differences:
Both markets are headed towards tougher environmental and safety laws, a factor that always successfully supports Toyota's quality and hybrid attributes. Besides, Toyota is aiming for volume increase in both markets but in different ways through Toyota product strategies.
The major difference between them is in their strategic location. According to AL-Nsour, Bin Zaid and Al-Sbini (2026), companies in developed markets such as the USA adopt premium market positioning, while the emerging markets such as India require companies to balance premium positioning with price. 

[bookmark: _Toc235931367]5. Segmentation, Targeting and Positioning (STP)
The STP process helps a business define the target market it wants to cater to and establish a good market targeting strategy (Albrecht, Green and Hoffman, 2023). 
Segmentation:
Toyota segments its markets in both countries involving different factors. For the USA, the most important segmentation variables are:
1. Demographic – Income level and family size – middle to high income people looking to premium and family cars.
2. Psychographic - Lifestyle and values (setting apart eco-conscious consumers and/or performance-oriented or luxury-oriented consumers)
3. Behavioural - How people use the products and their brand loyalty, distinguishing between daily commuters and truck users and Lexus premium segment customers.

There are significant variations in segmentation variables in India:
1. Demographic:  Income and size of household especially price conscious first-time car buyers
2. Geographic: Urban versus rural location, use is suitable to compact vehicles over large SUVs based on city roads properties
3. Behavioural: Value orientation and fuel efficiency expectations; value placed on the running costs and resale value of the vehicle is more important to buyers than advanced features.
As mentioned by Chouaten et al. (2024), segmentation today is becoming more data-driven, and leveraging machine learning models allows companies to segment customers with even greater accuracy, taking into account their actual behaviour instead of general characteristics.

Targeting:
Toyota in the USA is using the differentiated targeting approach to cater for more than one segment at a time. It appeals to "green" consumers by its hybrid Prius offerings, family shoppers with its SUV lineup including the RAV4 and Highlander, truck owners with the Tundra and high-end buyers with the Lexus brand. A product and communication strategy is tailored for each segment.
Toyota also uses a differential targeting instead of in India but it's limited to a smaller price segment. It focuses on the emerging “urban middle class,” and value-conscious families, often with the help of Suzuki's association creating “badge-engineered” versions like the Glanza and Taisor at lower cost. This will enable Toyota to target budget-conscious market without hurting its brand premium.
Positioning:
In the USA, Toyota markets itself as a brand that offers consumers long-term value and quality – and growing environmental responsibility – without the focus being on price. This is further solidified by its hybrid technology, which appeals to consumers concerned about sustainability.
Toyota brands itself as a “relial” foreign brand with better resale value and a high level of quality to their Indian competitors. But it also has to prove value for money – if it is not, then it is seen as a costly import. As quoted by Han (2016), the image that a global brand creates in each culture, good or bad, determines positioning in each of the markets. In addition, the influence of advertising images and the portrayal of local communities in advertising brand messages has been recognized as playing an important role in shaping local consumers' receptivity to a brand message (Harrison et al., 2017).

Perceptual map for Toyota in the USA market
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Figure 3 Perceptual Map (Simão and Lisboa, 2017)


Toyota's positioning in the USA market is shown in Figure X. Toyota is positioned in the middle of the middle, where it's perceived as good quality at a middle price, easily recognized as higher than the budget vehicles (Chevrolet and Ford) but lower than its own luxury segment Toyota. Toyota sits on the middle of the middle is a good quality at a middle price, allowing it to clearly distinguish itself from the budget ownership brands (Chevrolet and Ford) while also being lower than its own luxury sub-brand, Lexus.
Similarities and Differences in STP:
They are both markets that allude to the Toyota's steadfast brand global identity of reliability and quality. The USA strategy, however, focusses on premium positioning and environmental values for the higher income segment and the India strategy focuses on affordability and practicality for the growing middle class. While the core promise is the same, the way it's done, the cost, and the product offering are different for each market due to its economic and cultural landscape.

[bookmark: _Toc235931368]6. International Marketing Mix (7Ps)
The marketing mix is a tool that a firm can use to reach its marketing goals and meet the needs of targeted customers in a specific market, a collection of controllable factors and variables that a firm uses to accomplish its marketing objectives (Kotler and Keller, 2016). The four P's usually considered as part of this concept are Product, Price, Place, and Promotion, but has been expanded to seven Ps in service industries, including People, Process, and Physical Evidence (Booms and Bitner, 1981). 
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Figure 4 Marketing Mix (Chowdhury, 2023)


To succeed in international markets, Toyota tailors its overall marketing mix to address local needs and requirements, as managing the marketing mix well among different customer segments and different competitors is essential (Mergner, Brüggemann and Olbrich 2026). 


Product: 
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Figure 5 Toyota Car Lines (Toyota, 2025)
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Figure 6 India Toyota Car Line (Toyota, 2025)


In terms of product width, Toyota's U.S. model turns out to be more varied with sedans (Camry, Corolla), SUVs (RAV4, Highlander), trucks (Tacoma, Tundra), hybrids (Prius) and its luxury Lexus brand. There's also depth in terms of the range, with variants available that run on petrol, hybrid or plug-in power. Whereas the range is narrower in India with focus on Innova Crysta, Urban Cruiser Hyryder, Fortuner as well as Suzuki-allied Glanza and Taisor which are hitched to price consciousness. The Hyryder, available in both petrol and hybrid models, still manages to maintain the balance between affordability and greenness. Hybrid and green technology are aspects of the Toyota brand identity in both markets, and have a positive impact on the overall brand image in the environment sector (Simão and Lisboa, 2017).
Price: 
Toyota attempts to use a premium/competitive price in the USA, falling above budget brands, such as Hyundai and Nissan, but higher than the true luxury competitors, because the upper income segment is willing to pay for quality and reliability of the cars. Toyota practices value- and tier-based pricing in India, ensuring that lower-cost models like the Glanza won't be priced out of the market while higher-cost ones such as the Innova are priced accordingly to the level of trust customers place in the brand and the resale value. Bedsyb Abedian et al. (2022) explain that there are multiple pricing strategy factors to consider in each market context.


Place:
[image: We Buy Used Cars | Towne Toyota]Figure 7 Toyota Showroom (Toyota, 2025)


Toyota's distribution model is omnichannel, with the company selling cars in the USA via around 1,500 dealerships and through digital retail sites that have the car-browsing, car-configuring, and online car-buying options. Toyota Kirloskar Motor follows the strategy of steadily growing dealership network of the company, which has helped it gain ground in the smaller towns and cities of India. Both markets integrate traditional dealership showrooms with increased digital interaction, albeit that India's distribution approach is still more reliant on dealers growing in physical assets to meet the demand for new semi-urban customers.
Promotion:
Integrated Marketing Communications (IMC) is a strategic communication that integrates all marketing tools and channels in a cohesive message to the customers.
Toyota heavily markets in the USA by using digital advertising, social media and television advertising, with particular emphasis on safety ratings and hybrid technology. Social media has become a key part of companies' plans for promoting their businesses internationally and the process in which companies develop their social media strategy can vary between countries due to differences in social media platforms' usage patterns and culture (Li, Silva and Larimo, 2024). In India, promotion strategies focus more on family values, reliability and affordability, with more attention paid to data-led digital marketing tools that appeal to younger, tech-savvy consumers, as modern and cutting-edge technology like AI is now influencing the way brands are managed and marketed online (Jin, Zhong and Zhao, 2024).
People: 
Toyota trains its sales and service personnel in both countries in keeping with expectations of customers, but a company's marketing excellence relies on how well it organises its people and processes internally to support its brand promise (Moorman and Day, 2016). Staff roles are more advisory due to the trust in personal recommendations within India, whereas, within the USA, customers are becoming less reliant on sales staff for information due to digital self-service.
Toyota's USA operations, including manufacturing, sales and corporate, directly employ about 9,000-10,000 people in the USA, and Toyota Kirloskar Motor's operations employ about 7,000-8,000 employees across manufacturing facilities and support operations in India.
Process: 
Toyota's international manufacturing system is implemented on its local created service arrangements; for example, the ordering process, financing options and after-sales services are adjusted locally, with flexible financing packages for middle class buyers in India, and quick digital checkout procedures for its customers in the United States. 
Customer complaints process:
The escalation procedure for complaints, which is followed by Toyota in both countries, is more or less structured and includes initial logging of complaints by dealership staff and/or customers via electronic systems, investigation at the service centre level and participation of regional or corporate customer relations (CR) teams for complaints that cannot be resolved in the service centre. Dealership staff take a more active part in resolving customer complaints in India, whereas electronic self-service portals and toll-free helplines have been effective in smoothly handling initial complaints in the USA.
Physical evidence: 
Toyota's physical evidence in the USA is modern showrooms, official certifications and robust warranty programmes that create customer confidence. Visible service centres in the expanding towns, coupled to brand cues from the ongoing partnership between Toyota and Kirloskar, helps put consumers at ease who might not be fully aware of Toyota's global brands line-up. These seven elements demonstrate Toyota's uniform global brand identity and demonstrate how each element of the marketing mix has been adapted to meet local buyers' requirements. 


USA: Website Picture[image: ]
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Similarities and Differences in Physical Evidence:
Both nations boast branding that's consistent with Toyota, official certification displays, and recognised structured warranty programmes that underscore the quality expectations on a global stage and improve customer confidence. As for the execution, the showrooms in the USA apply a more modern and tech-enabled approach with a strong focus on digital self-service, whereas the Toyota-Kirloskar partnership put up branding in India is more accommodating and owns physical dealerships in smaller towns, thereby gaining credibility and confidence among customers who are not yet well acquainted with the wide range of Toyota cars. 


[bookmark: _Toc235931369]7. Market Entry Strategy Analysis: India
One vital decision a company has to make in international marketing is how they are going to enter the foreign market, and the various choices available for a company include exporting, licensing, a joint venture, or a wholly owned subsidiary, each with a different level of risk, cost and control (Watson et al., 2018).
[image: ]
Figure 8 Market Entry Strategy Analysis (Self-made)

Benefits: 
The benefits of the Toyota-Kirloskar alliance were immediate: ready local networks of suppliers, existing infrastructure and greater government connections, which helped to save time on manufacturing approvals. Due to the involvement of Kirloskar, who already knew the local market with its preferences, distribution systems and its regulators, this partnership had reduced the financial risk of entering into an unknown market. Toyota did not have to learn to do it all, or get into the trouble that some companies did by starting from scratch, able to benefit from Kirloskar years of local expertise to avoid making the same expensive blunder. The alliance also helped build trust between Indian customers, dealers and regulators much faster than an independent market entry, putting Toyota in a good position to slowly build up its product mix as its reputation grew.
Drawbacks
The major drawbacks of a joint venture are that there may be strategic differences or conflict between the partners and there is a slower decision-making process than in a wholly owned subsidiary. Covering proprietary technology is more challenging when having to work closely with another company, since sensitive IP assets need to be shared to a certain degree of extent. The difficulties faced are not restricted to the Indian context; they are shared by emerging markets as they are also affected by local culture, regulatory landscape, and partner dynamics in their attempts toward international entry (Chowdhury, 2023). Joint ventures are an imperfect way of entering China's market, but many bidders are circumventing the potential risks with careful partner selection and a clear governance structure in place.
Overall Assessment
The joint venture model has been extremely successful for Toyota in India and will be turned into a significant business segment that sells more than 300,000 cars per year by 2024. This shows the power of marrying world-class manufacturing techniques and local partner knowledge, and now the introduction of more sophisticated data-based planning tools, to unlock large and complex emerging markets with a strong approach. This gradual scaling approach was also planned to give Toyota the confidence and market understanding before sending more models onto the market and could also be utilized as a means to avoid the risks involved with entering an unfamiliar market and competition too quickly.

[bookmark: _Toc235931370]8. Ethical Evaluation of the Marketing Mix: USA
Ethical marketing is more about being honest, fair and responsible towards customers, and not just about selling as much as you can (Matějková and Dohnal, 2025). Ethical issues may arise anywhere in the marketing mix in product design, in delivering marketing communications, in marketing, or in company communications to customers in challenging situations. Toyota's marketing mix in the USA demonstrates both ethical and unethical practices; by examining both sides there's a balanced view of the brand's actual behaviour, not just their marketing image.
Ethical example 1: product safety and recalls: In the late 2000s, Toyota was hit with a great deal of concern regarding unintended acceleration in their vehicles; only after a great deal of pressure from the public and regulators did Toyota agree to make large scale recalls and safety announcements across the USA.
Ethical example 2: environmental promotion: Toyota's promotion of hybrid technology, as the Prius and hybrid RAV4 demonstrates, goes beyond mere marketing, pointing at a broader promotion image that fosters environmental improvement and genuine investments in low-emission vehicles (Simão and Lisboa, 2017).
Unethical example 1: delayed response to safety: The critics found Toyota's public disclosure to be late and reactive, and that the company failed to communicate openly and honestly during this crisis, so that transparency on both its process and promotional work is more effective throughout the crisis than a late response.
Unethical example 2: pricing and dealer add-ons: There was a criticism levelled against some Toyota dealers in the USA that they are adding optional extras onto the prices advertised, which is making the hidden price for customers less clear from the car owner and may be viewed as not being fair and clear in the pricing aspect of the marketing mix. Sustained brand trust can be built by meaningful cause-related and/or socially responsible marketing that is built beyond short-term persuasion tactics (Singh and Dhir, 2019).


[bookmark: _Toc235931371]9. Recommendations
Given the analysis provided above, a number of recommendations can be made to enhance Toyota's international marketing strategy in the future.
Recommendation 1: For further push in the hybrid & affordable green technology segment in India, as urbanisation & environmental awareness is expected to grow in the coming years.
Recommendation 2: Toyota needs to enhance their pricing transparency throughout the U.S. dealership network, establish guidelines on optional and dealer add-on pricing to preserve their ethical image and customer trust.
Recommendation 3: Toyota should continue to apply data-driven segmentation and digital marketing techniques in both markets to better understand customer needs in a changing environment as companies that make strategic marketing decisions based on better data are able to respond more flexibly to competition (Kumar, 2026).
Recommendation 4: Toyota should maintain good partnerships with local players in emerging countries, as leadership and strategic orientation in managing partnerships have been seen to contribute to the success of an international expansion (Goncalves, Sartipi and Asadi Damavandi, 2025).
Recommendation 5: Toyota should constantly evaluate cultural and regulatory differences between markets in its planning process as it must constantly adapt to new challenges when operating internationally, as opposed to developing a strategy in advance that is completed once and for all (Lindner and Puck, 2025). The recommendations, combined, would enable Toyota to maintain its reputation for reliability and remain aligned to the various economic, cultural and regulatory pressures at play in both established and developing car markets.


[bookmark: _Toc235931372]Section 2: Reflective Account
This section reflects on the research process I went through, analysing and developing my comparative marketing analysis for Toyota's strategy in the USA and India. I have been working with the Gibbs (1988) reflective cycle that is made up of six components: description, feelings, evaluation, analysis, conclusion, action plan.
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Figure 9 Gibbs Reflective Cycle (Simão and Lisboa, 2017)



Description
I had to study and analyse the macro environment and the marketing mix for both countries, the USA and the India and then compare and contrast Toyota's strategy in both countries. This involved the use of several models and models such as PESTEL, Segmentation-Targeting-Positioning and extended seven Ps of marketing mix. I first did some research based on Toyota's operations in the two countries, gathering data from company reports, industry publications and academic journal articles. I then organized my results in a meaningful way, making sure that each framework was applied and evaluated consistently and critically to both markets. All the while I had to identify and obtain data that were relevant to the problem, including such data as vehicle sales and market share statistics, then graphically report this material in charts and perceptual maps to reinforce my analysis.
Feelings
Initially I was feeling confident that I had the theory I had learnt in lectures as it is what would be utilized in the actual task. As I started to use them across two opposing marketplaces at once however, I soon realized that it was going to be much harder than I anticipated. I had an expectation to make comparisons, and make them fairly constructed so that you wouldn't compare the two markets, one one way and one another, just because there was more information about one market than the other. I felt a sense of satisfaction upon being able to juxtapose satisfactorily between the USA and India when I linked contrasting aspects of article, like segmentation variables and pricing strategy, which didn't have superficial juxtaposing but rather I had to think critically for it.
Evaluation
There were several aspects that went well in this process. Framing my research around the already available frameworks enabled me to take a lot of information and organize it into a logical and coherent format. Citing authentic company data and numbers of deals, coupled to trends and numbers of vehicles sold, increased confidence in my analysis and took it away from the theoretical bubble. In addition, making visual aids, such as bar charts and a perceptual map, made comparisons difficult to make in words alone but made this clearer with pictures.
But some difficulties arose. At the outset, I found myself becoming descriptive in my analysis, especially when defining the elements of the marketing mix, which required me to reformulate a couple of sections of my analysis to ensure that I was analysing not just what Toyota is doing in each of the countries, but why and why not. Access to reliable, up-to-date data unique to the Indian market was also more challenging than for the USA, necessitating extra time in the process of checking the data sources.
Analysis
Looking back at what went more successfully than others, I can say the theories I used most directly and picked up from the course, for example, Bartlett and Ghoshal's theories on global integration and local responsiveness, were the most successful for me as considering the application of these to Toyota's differentiated regional strategies. The lecture about Segmentation and positioning provided a clear overview of how to compare the targeting of customers across different markets and the examples of internationally operating companies, through which they adapted their marketing mix to meet the needs of the different markets, confirmed to me that a global marketing mix strategy does not necessarily transfer across markets between developed and developing economies.
It was a challenge to keep a critical tone (not descriptive) as I went through, because I was dealing with an unfamiliar market. The roles of Toyota were easier to explain than the strategic sense of the choices in the context of the particular circumstances of each country's economy and culture. The awareness of this lacuna led me to rework my drafts more specifically with the inclusion of reasons and justifications, to deepen my work analytically.


Conclusion
This assignment has helped me to understand the need to be flexible in using theoretical models, and not to use them as formulas. I have found that when analyzing two markets, it's important to be very aware of the context there: what you're observing needs to be specific to each of the two markets, not the assumption of a third market. Of course, I also have a better understanding of the importance of using qualitative and quantitative data together – numbers and visual comparisons greatly support credibility of an argument.
Action Plan
Moving forward, I will start my future assignments with a better research plan that will have data that I can find for each market prior to writing, saving time from finding data in the middle of the writing. From the first draft I will make a conscious effort to write analytically, rather than descriptively, and to pose and answer the following questions in my writing: “why is this a particularly important point here?” Lastly, I intend to keep on building upon the use of the visual instruments used, namely charts and perceptual maps; they were very effective, and are to be used in future work in order to clearly and persuasively present the findings of the comparative study.
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