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[bookmark: _Toc236845400]Section 1:
[bookmark: _Toc236845401]Introduction 
The main objective of the study is to discuss international marketing, denoting principles and practices of Toyota in Japan and the United Kingdom. The study will concentrate on examining the external business environment of the chosen organisation in its home country and host country by using suitable primary research, along with depicting cultural analysis through using Hofstede. STP model will be used to highlight its segmentation and positioning in the UK and Japan, along with utilising the7P marketing mix. The context will examine ethical issues from the inferences obtained by using the 7P marketing mix in Toyota UK and will conclude with recommendations.

[bookmark: _Toc236845402]Comparative analysis of the market
PESTLE analysis 
PESTLE analysis: Japan and United Kingdom 
Political: It is noted that the Ministry of Economy, Trade and Industry has a huge role in Japan to set automotive policy. It plays an important role in using a multi-pathway decarbonisation strategy where importance is laid on different factors that include plug-in hybrid, battery-powered electric vehicles, hybrid and fuel cell EVs, which has strong resonance with the ongoing business plan of Toyota. The chosen organisation has its headquarters in Japan, whose stable political conditions guide the company in tackling business operations smoothly. From the context of the United Kingdom, which is a host country, there are certain changes that have been dealt with by Toyota after Brexit, due to which it tackles its activities under authorisation of UK-EU trade operations and agreements. The TCA associated with the host country set strict regulations on origin requirements, as a result of which the chosen company is bound to purchase its inputs from the domestic market, which helps it avoid facing 10% punitive tariffs (ukandeu.ac.uk, 2026). 
Economic: 
The following figure indicates the GDP growth rate of Japan and the United Kingdom over the past 5 years, where it is noticed that in 2021 the GDP growth rate in the home country of Toyota was 1.1% in Q1 and in the UK the GDP growth rate was -1.1%. From the figure, it is clear that both nations have witnessed fluctuations in GDP growth rate and in the first quarter of 2026 Japan has seen a 0.5% GDP growth rate, whereas the UK has experienced 0.6% GDP growth. Hence, by evaluating the graphical analysis, it can be inferred that the chosen company has a huge possibility of improving its profit in the UK in comparison to Japan due to the rapid recovery of GDP growth that has stabilised its financial conditions. On the other hand, Japan is dealing with a rise in price level by 1.7% year over year. This hike has made its customers a bit price-sensitive, as an outcome of which people are less likely to spend money on discretionary items. However, the UK has been successful in controlling its inflation, which has benefited multiple companies running business in the nation, followed by reaching the top level of growth. Hence, it is clear from the discussion that Toyota is highly profitable by running operations in the UK in comparison to Japan due to stability within its economic conditions. 
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Figure 1: Comparative analysis of GDP growth rate in Japan and the UK 
(Source: tradingeconomics, 2026)
Social: It is noticed that the number of the aged population in Japan is 29% in the current period. These old people give deep importance to safety during the time of travelling and hence take interest in those automobile companies that align themselves with aged people’s preferences. This is the reason Toyota has focused on using comprehensive driver assistance suites, that is, Toyota Safety Sense, followed by making its mobility vehicles highly accessible. Apart from this, the company abide by fair labour practices within Japan that help it in making positive contributions to society. In the case of the UK, people emphasise using those vehicles that are efficacious in reducing emissions of harmful gases. Toyota sincerely considers these national sentiments that have allowed it to grow to a greater extent in the UK.  However, due to Brexit, the flow of skilled labour has reduced, and thus the company has been forced to spend money on establishing STEM training partnerships and localised apprenticeships. The company has incurred a pre-tax profit of £ 462,000 in the UK, which was £11.5 million in the previous year (business-live.co.uk, 2026). Its compliance with Zero Emission Vehicle is to some extent responsible for the reduction in profit. However, in Japan, the company has successfully improved its sales by 10% year on year, which amounted to 13.5 trillion yen, equivalent to $85 billion (apnews.com, 2026). Hence, the organisation has witnessed an enhancement in its business growth in Japan while simultaneously refining social welfare in the particular nation.
Technology: In Japan, the organisation has deeply focused on creating an innovative strategy by investing in a research and development department. The company has a total technical centre that has guided it in creating a hydrogen combustion engine, solid-state batteries, as well as autonomous driving software. It is noted that the Ministry of Economy, Trade and Industry has indicated the provision of JPY 117.8 billion to Toyota by the Japanese Government for the development of a battery supply security plan (globaltradedealt.org, 2026). Therefore, the home country of the organisation is quite efficacious in neutralising advanced technology and infrastructure that has supported the growth and development of Toyota in the particular nation. In the United Kingdom, the organisation is working on a high-profile research project for which it has received a £1.5 million grant from the Department for Business and Trade, that are being coordinated with the help of APC’s Collaborate funding competition (apcuk.co.uk, 2026). This is one of the key factors that the chosen organisation has been flawlessly running its business in the United Kingdom to reach the top level of growth. It has benefited from concentrating on digital twins, smart factory automation, as well as local propulsion research integration while operating its business in the aforementioned nation.
Legal: The company has to maintain compliance with legal rules and regulations in both Japan and the UK for operating businesses smoothly without any penalties. It adheres to strict domestic vehicle inspection law as well as the revised corporate governance code in Japan. In the United Kingdom, the organisation follows the UK ZEV mandate, VCA compliance, along with complying with stringent employment norms.
Environmental: The company has set a target to achieve net-zero emissions by 2050 in Japan (toyota.com, 2026). In the UK, it has planned for factory decarbonisation by using strict UK scope 1 to 3 emissions disclosure rules. 

Cultural analysis 
Hofstede framework: Japan and the United Kingdom
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Figure 2: Comparison of work culture in the UK and Japan 
(Source: theculturefactor, 2026)
The figure uses Hofstede's cultural model to conduct a comparison between Japan and the UK with respect to Toyota. Japan is the home country of the given organisation, whereas the UK is the host country, which is extremely valuable for refining the production process as well as optimising corporate operations.  From the context of Power distance, Japan has scored 54, which indicates that in the particular nation, people in hierarchical positions are highly respected despite being tempered by social obligations and collective group consciousness. However, on the other side, the UK has achieved 35 as a power distance score that is comparatively lower than Japan. Therefore, while operating a business in the UK, a company like Toyota deals with decentralised management, accessible leadership and a flatter organisational structure. The organisation put efforts to become well versed in communication, having a less formal hierarchy and open dialogue while operating a manufacturing plant in the United Kingdom (Aoki, 2026). 
In the case of Individualism vs collectivism, it is observed that Japan has scored 62, which denotes that people working in Japan prefer to function collectively rather than managing operations individually. It means group harmony, achievements, and maintaining loyalty while working in a team often outweigh radical individualism. In contrast, the UK's work culture gives high weightage to individualism, as per its score in the particular area that indicates fondness of employees in emphasising on personal success, self-reliance, and individual autonomy. Toyota is habituated to depend on collaborative team dynamics for running business in Japan, and thus it has to adapt itself to the work culture of the UK  by focusing on personal growth, becoming self-reliant during expanding business in the host country. (Nohara, 2025). 
On the grounds of motivation towards success and achievement or masculinity, it is observed that Japan has achieved 95 in this particular area, which indicates that the work culture in the country is considered status-oriented and achievement oriented culture where functioning for a long period, tangible success and performance are deeply prioritised. On the other side UK takes success-oriented culture and masculinity into account, as it has scored 66 in this matter. In this particular nation, maintaining a balance between personal and professional life is highly valued, unlike Japan. Therefore, when extending its business idea to the UK, Toyota has been bound to align itself with British expectations regarding work-life balance (Sakai, 2025). 
Japan's work culture does not prefer to carry on functions with risk, and thus companies running business in the nation develop advanced planning, focus on reducing confusion, and create rigid protocols. This is evident from its score in the Uncertainty Avoidance Index, which is 92 as pr the above figure. While the scores achieved by the UK in the specific areas are comparatively lower than Japan's, that denotes its high tolerance for ambiguous situations, reluctance in abiding by protocols and the urge to go through trial-and-error innovation. Toyota has focused on becoming more tolerant of ambiguity and nonchalant about maintaining unwritten rules while working in the UK. It is inferred that Toyota extended operating procedures, continuous incremental improvement and writing standardisation into account while tackling its business in Japan, and British employees are quite family-oriented or in an unstructured environment. The chosen company has a tribe to understand the culture of the host country from the context of the uncertainty avoidance index, properly based on which it has concentrated on complying with its working pattern.
Japan has achieved 100 in long-term orientation, which demonstrates how companies in the aforementioned nation ponder on sustaining for the long term in the market by choosing perseverance, shifting towards the latest method of running business, followed by integrating business plan with multi-ticket strategic planning associated with sustainability. UK has scored 60 in this area, which indicates the work culture of the nation gives high weightage to immediate financial return short term outcome and quarterly performance indicators. This is the reason Toyota has concentrated on understanding stakeholder expectations in the United Kingdom, which aligns with a short-term horizon, unlike Japan, where the company has a long-term plan for reducing carbon emissions through using environmentally friendly technology, implementing hybrid engineering, as well as enhancing supply chain relationships. 
As per the above-mentioned graphical analysis, the home country of Toyota has achieved 42 in Indulgence vs restraint that outlines that companies in Japan are highly restraint who are focused on their work through self-regulation and are cautious about maintaining discipline. However, the work culture of the UK is completely different from Japan, as it has achieved a high score in indulgence. Employees working in organisations based in the United Kingdom are highly optimistic and have the right to express their personal impulses along with accessing leisure time gratification. Therefore, during expanding business in the UK, Toyota has tried to value the preferences of British employees, which include leisure valuing, following leadership that resonates with local lifestyle values and give scooe to working professionals in working with a positive mindset.

[bookmark: _Toc236845403]Comparative analysis of STP (Segmentation, Targeting, and Positioning) and International Marketing Mix (7Ps) 
STP: Japan and United Kingdom 
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Figure 3: STP Model
(Source: kelvinindia, 2025)
Segmentation, targeting and positioning are strategic planning tools utilised by businesses in order to meet the current market conditions and the diversified customer needs (Hossain et al. 2024). In this section, the STP of Toyota is analysed to identify its strategies to strengthen its position in its home country, Japan and host country, the UK.
●      Segmentation
In the home country of Toyota, which is Japan, the company specifically targets young professionals who actively seek fuel-efficient vehicles and the compactness of spacious SUVs and MPVs The urban areas across Japan have high demand for compact hybrid cars that drive the growth and demand for the Toyota range (abcnews.com, 2026). Also, Toyota aims to engage environmentally conscious Customers and technology enthusiasts who value the smart and advanced connectivity with the driver assistance system innovation of Toyota.
On the other hand, in the host country, the UK, Toyota aims to engage middle-income families who purchase household EV cars and business professionals by selling premium hybrid vehicles. In the rural areas of the UK, the demand for SUVs and in the urban areas the rising demands of electronic Vehicle are being followed by Toyota. The company also targets sustainability-focused buyers who seek low-emissions EV-based vehicles in the UK (Nieto et al. 2024).
●      Targeting
Toyota generally applies the differentiation targeting method to provide a diversified category of vehicles to varied customer groups. In its home country, Toyota specifically targets young professionals who want compact models, and eco-conscious people who strive to purchase electric mobility-based transportation solutions for lesser environmental harm (Piao et al. 2025). Through diversification strategies, Toyota eventually strengthened its brand position in the markets of Japan maintain strong market leadership across the domestic markets.
On the other hand, it is evident that to lead in the host country, the UK, Toyota aims to engage in hybrid vehicle sales across environmentally conscious people and emerging families rurally who seek SUV solutions. The company targets fuel efficiency to initially lower the operational costs. In Great Britain, the adoption of electric vehicles drives the sustainability demands, and thus Toyota aims to increase brand awareness through offering electric vehicle solutions (Edwards et al. 2024).
●      Positioning
Japan is the home country of Toyota, in which the company positions itself as the symbol of reliability and quality. The company eventually led in the domestic markets using strategic leadership and focusing on the Innovation of hybrid as well as hydrogen technology (Takeuchi et al. 2023). The strong innovation of Toyota in offering safety and eco-friendly mobility to customers has strengthened the position of the company significantly. Toyota interacts with people to sustain long-term durability and maintain customer trust in the brand by offering unique advanced technologies within the vehicles, which strengthen its competitive advantage.
On the other hand, in the host country, the UK, Toyota positions itself as a sustainability-driven mobility brand aiming to offer reliable, low-emissions-based and fuel-efficient vehicles. The company aims to create a significant competitive position in the UK markets by ensuring the value for money transpiration products to the middle income customers with the assurance of advanced safety and unique technologies (media.toyota.co.uk, 2026). The unique marketing messaging of Toyota portrays the affordability, environmental responsibility and innovation that help the brand to lead in the UK markets efficiently.

Marketing mix (7Ps): Japan and United Kingdom 
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Figure 4: Marketing Mix 7Ps
(Source: smartinsights, 2025)
The marketing mix 7ps defines the capability of the company to meet the needs of the current market and customers by implementing favourable marketing efforts (researchgate.net, 2025). In this, Toyota’s marketing mix is being assessed to identify its marketing methods for operating across Japan and to enter the host country, the UK.
Product: In Japan, Toyota provides diversified product ranges that include hybrid models, compact cars, hydrogen-powered cars and commercial vehicles that suit the urban customer preferences (media.toyota.co.uk, 2023). The company continuously makes efforts to launch new safety features and offer intelligent parking facilities to Japanese customers through connected transportation services.
On the other hand, in the UK, Toyota aims to focus on the innovation of more eco-friendly vehicles using hybrid electric models and provides eco-friendly electric vehicle ranges in order to sustain rising eco-friendly transportation demands of the UK people. The products of Toyota in the UK are developed using environmental guidelines and local customer preferences for fuel-efficient vehicles (theguardian.com, 2025).
Price: In Japan, Toyota maintain a strong market leadership across the domestic markets. Customers in Japan also get optimum benefits by Purchasing environment friendly hybrid vehicles from Toyota, and the offerings of financing, leasing, and beneficial maintenance packages increase customer satisfaction due to affordability.
On the other hand, to strengthen its position in the UK market, Toyota focuses on a value-based pricing strategy considering the import costs, Competition in the market, and fluctuations in taxes (newswirejet.com, 2026). Toyota strongly competes with brands in the UK market by developing and offering innovative financing support to customers during the purchase of vehicles.
Place: Toyota operates with strong distribution networks within both Japan and the UK. In the domestic market, Toyota has a strong, extensive distribution network with showrooms, e-commerce sales platforms, digital selling, authorised dealers and retailers across Japan. The availability of Toyota vehicles helps Customers to purchase by seeing them through physical retailers or online retailing channels. Toyota provides after-sales support to customers in Japan that drive it's position effectiveness.
However, in the UK, the products of Toyota are being distributed through Toyota GB Plc, which has developed a strong distribution network with multiple authorised retailers and dealers in the UK (crunchbase.com, 2025). The manufacturing facilities in the UK eventually reduce transportation costs and support local employment by engaging skilled people in its innovation. Through digital platforms, Toyota customers can also optimise products to make a purchase.
Promotion: In the domestic markets of Japan, Toyota integrates marketing communication and actively focuses on quality, innovation, safety and environmental sustainability (Iskamto and Wicaksono, 2023). The organisation actively demonstrates digital marketing, advertising, and social media platforms, conducts campaigns, and motor shows to attract customers. Toyota sponsors educational approaches, sports activities and eco-awareness campaigns to strongly integrate its image in the Japanese markets.
However, in the UK, Toyota focuses on advertising campaigns which are driven by sustainability practices, as UK customers are highly aware of environmental wellness. By promoting the new products and brand on television, social media content, digital marketing and personalised email, Toyota aims to engage the community. Also, the company integrates with influencers to engage the social media community and showcase its focus on its commitment to achieving carbon neutrality to eliminate the negative impact of transportation on the environment.
People: It is evident that employees play a crucial role in accelerating the success of a company through consistent innovation. Therefore, focusing on this, Toyota invested immensely in employee training and consistent improvement in order to ensure customer service excellence. In Japan, Toyota provides optimum learning and development support to staff regarding technical efficiency and boosts their ability to strengthen customer relationships, offering high-quality service (Palhau et al. 2024).
On the other hand, to strengthen the brand positioning of Toyota in the UK, the company employs skilled professionals and develops effective customer service centres to meet the needs of people. The training on diversity and inclusion by Toyota provides a friendly collaboration among staff in the corporate offices of Toyota (toyota-europe.com, 2025).
Process: Toyota is strongly recognised for its innovation through the Toyota production system, which emphasises continuous Innovation with efficiency to reduce environmental impacts (Nohara, 2025). In Japan, Toyota provides unique product quality and a streamlined customer purchase experience on the purchase of technology efficient vehicles.
On the other hand, in the UK market, Toyota focuses on applying similar rules during manufacturing and complying with local government laws, as well as customer expectations for purchase. Toyota provides test drives, schedule maintainance appointment, and strong after-sales services that help to strengthen its brand positioning in the UK.
Physical evidence: The physical evidence of Toyota in Japan is its clean service centre, advanced manufacturing, staff behaviour and modern dealerships. The company focuses on displaying new products to customers at its physical stores, and this eventually fosters the brand reputation of Toyota for innovation and quality (Manjunath et al. 2026).
However, to tap into the UK market, Toyota focuses on strengthening the showroom designs and providing comfortable waiting areas with digital product displays that ensure customer satisfaction. Also, the company provides a significant physical environment at its stores through the commitments over innovation, professionalism and customer satisfaction.

[bookmark: _Toc236845404]Analysis of the market entry strategy in the United Kingdom 
Toyota efficiently entered the UK market by integrating the combination of local manufacturing and foreign direct investment. This enables the company to develop a strong market presence in the UK market while competing with the giants. Rather than solely depending on Japanese exports, Toyota invests in vehicle manufacturing plants in the UK to ensure production facilities and reduce transportation costs (toyotauk.com, 2026). This has helped Toyota to avoid commercial trade barriers and respond instantly to the demands of the local markets.
Moreover, Toyota established an adaptive product portfolio in terms of meeting the evolving needs of the customers in the UK regarding the fuel efficient vehicles, low emissions vehicle and the hybrid vehicles model (media.toyota.co.uk, 2024). Toyota also integrates strong strategies for marketing, including Social media campaigns, offering value-based pricing and ensuring continuous innovation that helped the brand enhance its market position in the UK. The strong Integration of foreign direct investment and local production by Toyota has helped the company to strengthen strategic partnerships, product adaptation and develop a strong, sustainable Competitive advantage in the market to lead through intense competition in the UK market with the automotive giants.
[bookmark: _Toc236845405]Evaluation of whether there were ethical issues related to this brand’s marketing mix in the UK market 
After comprehending Toyota's 7 Ps marketing mix, it is evident that there are ethical issues within the organisation when it operates in the UK. Its promotion and product strategies have ethical issues when operating in the UK. The Climate Group and watchdog have tracked discrepancies in Toyota UK  during maintaining environmental strategy. One of the notable ethical issues the company in the UK has faced was when the Born to Roam campaign for the SUV Hilux model was banned. The advertisement featured the product in such a way that showed that disel pickup trucks crossing rivers, becoming untidy. The ad has not been broadcast further as it has depicted harmful driving that is liable for adversely damaging the environment, and the organisation was nonchalant regarding this. 
On an additional note, customer service is highly sceptical regarding Toyota operating its business in the United Kingdom in maintaining rules and regulations related to sustainability. According to buyers, the organisation is not proficient in implementing a green business strategy with its ongoing business plan but fakes appropriate adherence to sustainability (Balcarová et al. 2025). The company sells its regular hybrid cars by using tags like electrified, despite these models depending on fuels. This is the reason people in the UK are in a dilemma regarding trusting the organisation, which is a major ethical issue.

[bookmark: _Toc236845406]Recommendations
In order to strengthen the brand positioning in the UK, Toyota must be improving the marketing strategies adapting the current trends of the automotive market and the evolving needs or demands of local customers. By improving the Integration of significant marketing approaches, Toyota can accelerate it's Competitive reputation in the UK market and lead through a strong brand reputation among the competitive automotive giants existing within the UK. For this, Toyota must focus on the aspects below that align with the crucial regulatory guidelines and customer choices:
Strengthen digital marketing: Initially, to tap into the UK market, Toyota must adopt strong digital marketing practices. For this, the company must optimise social media platforms and collaborate with social media influencers while also developing personalised online advertisements in terms of reaching young audiences (Joshi et al. 2025). Toyota must depend on digital channels to influence purchase decisions and conduct interactive campaigns in terms of accelerating the awareness of hybrid and electric vehicles. Through this, Toyota can enhance brand awareness and engage customers over time. Strong digital marketing approaches of Toyota can help to create a strong brand presence in the UK markets.
Customer experience through data analytics and CRM Marketing: Moreover, Toyota must invest in leveraging the customer experience, focusing on data analytics and customer relationship management software interpretation. It is evident that the usability of customer relationship management tools helps to understand customers and create personalised brand services through strengthening brand and buyer relationships (Ijomah et al. 2024). Thus, by optimising data analytics, Toyota can get relevant information about the customers and their purchase patterns across the UK and can further create a personalised shopping experience to satisfy them in the long term. This would be beneficial for Toyota to develop strong customer retention, create personalised campaigns, and engage the community across social media platforms.
Promoting sales and marketing of electric and hybrid Models:
Lastly, the UK market has a strong demand for hybrid electric vehicles due to the increasing sustainability awareness and environmental wellbeing demands among people (Santos and Smith, 2023). Thus, concerning this, the automotive company can further focus on promoting electric and hybrid vehicle models, integrating the crucial government regulations that encourage the transition towards low emissions and accelerate fuel efficiency. By promoting awareness of such vehicle ranges, Toyota can eventually lower the cost of fuel for customers and increase long-term cost savings for the company. The marketing messages can be a significant approach for Toyota in order to accelerate the promotion of hybrid and electric vehicle models among UK customers.

[bookmark: _Toc236845407]Conclusion 
The study has focused on examining the business environment of Toyota in both Japan and the UK by using PESTLE. The focus is kept on using the Hofstede Cultural Model to compare the home country and the host country. Moreover, the STP model has been used to outline segmentation, targeting, positioning and the marketing mix model has indicated product, price, place, promotion, people and process of Toyota in Japan and the UK. The study has delved into market entry strategy in the UK and underscored ethical issues related to the marketing mix of Toyota in the UK, followed by mentioning recommendations.
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Introduction
Gibbs Reflective Cycle is a six-step cycle, developed by Graham Gibbs in 1988. This cycle is used to serve the purpose of learning tools as it gives clear insights into the framework on how a person can learn from his or her experiences (simplypsychology.org, 2025). This cycle has six stages, which include description, feelings, evaluation, analysis, conclusion and action plan.
Description
I engaged myself on a structured approach for researching, analysing and writing about a comparative analysis of the operations of Toyota in its home country, Japan and host country, the United Kingdom. The initial stages included the procedure to explore various academic journals, company reports, and industry-related information to have an understanding of the international business practices embraced by Toyota. Then I used the PESTLE framework to make a comparison of the political, economic, social, technological, legal and environmental factors that affect Toyota in both countries. To properly understand the diversities in culture, I made an analysis of the national cultures of both countries using the Cultural Dimensions model proposed by Hofstede, accompanied by cultural analysis. I also compared the STP model of Toyota in both countries and made an evaluation of the 7Ps of the International Marketing Mix of Toyota.
Feeling 
At the beginning of the project, I felt overwhelmed by the vast amount of data available for a global giant like Toyota. I was equally interested as well as a little stressed since comparing Toyota's operations in Japan and the UK requires analysing multiple business frameworks simultaneously. During the analysis phase, I experienced a feeling of lucidity and commitment when the analytical frameworks began to uncover distinct operational contrasts between the two countries. However, as I gradually examined the academic literature and company information, my courage increased steadily, and during the final phase of the research, I felt gratified and positive that the structured report successfully identified the critical differences between Toyota's home and host strategies. 




Evaluation 
Overall, the process of researching, analysing, and preparing the comparative analysis of Toyota in Japan and the United Kingdom was a valuable learning experience. One of the strongest aspects of my work was the structured use of established frameworks, including PESTLE and Hofstede, to provide a clear, objective baseline for comparison. Also, I accessed the official Toyota global and regional reports to ensure highly accurate financial and operational data. These models enabled me to achieve systemic comparative study across the two different business environments and helped to gain knowledge about the external factors and cultural differences that influence international marketing decisions. 
However, I faced several challenges during the process. Filtering out irrelevant data to maintain a concise focus on the specific Japan-UK contrast was time-consuming since most of the data focused mainly on global operations rather than country-specific strategies. I also realised that balancing the depth of analysis between macroeconomic factors and internal corporate culture is another challenging factor. However, despite all these difficulties, I have managed to acquire improved skills in terms of research and analysis, as well as critical thinking. This experience helped me to gain better knowledge about international market strategies and made me more confident while using theoretical tools for analysing multinationals.
Analysis
Analysing my experience, I observed that to study the comparative analysis of Toyota in Japan and the UK, which is the home and host country simultaneously, it requires a socio-cultural context to explain why performance differs. Secondly, I analysed that Hofstede's model was crucial to give an explanation about how Toyota's consensus-based management style is facing friction or requires adaptation in the individualistic UK workforce. In addition to that, my analysis during the study gave me realisation that the bridging between research and preparation requires turning raw data into strategic insights, which proves that data collection is useless unless structured categorisation takes place. I also analysed that Toyota preserves a consistent global brand individuality when it modifies elements of marketing strategies to meet the cultural, economic, and regulatory requirements of the UK market. This strengthened my knowledge about international marketing success, which depends on aligning organisational strategies with local market conditions. 
Conclusion 
The experience I acquired during the research assisted me in identifying the priority of adopting a structured and evidence-based approach when conducting an international business analysis. I learned that successful MNC analysis requires a balanced look at both home-country advantages and host-country pressures. I also enhanced my data triangulation skills, critical thinking, and ability to apply abstract academic theories to real-world corporate data. This research has also helped me recognise my weak spots, like I had a tendency to gather too much data initially, which delayed the actual writing and synthesis phase. As a whole, this journey has helped me to gain problem-solving skills while reinforcing my confidence in the application of international marketing theories to real-world business situations. 
Action Plan 
I plan to set strict boundaries while doing comparative projects in the future on data scope before beginning the research phase to avoid getting overloaded with information. I will try to adopt a dynamic outline to create a rigid comparative matrix at the very start to fill in gaps dynamically rather than writing linearly. I also intend to enhance my time management skills by allocating 40% of the time to research, 40% to analysis and writing, and 20% to edit and polish. Moreover, I will upgrade my academic writing abilities by better synthesising evidence and making more convincing arguments. This will help me to conduct more comprehensive critical analysis of multinational organisations functioning in different international markets.
Overall Conclusion
Gibbs’ model of reflection disclosed that executing research in an organised manner, accompanied by examining the data, provided a better insight into the market strategies of Toyota. Tackling the cross-cultural business perspectives is difficult, but on the other hand it is rewarding too. This is the way I developed critical thinking skills, which helped me to analyse international business issues more strategically.
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