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[bookmark: _Toc236853685]Section 1: A report on the International Market Entry Strategy and Marketing Mix of Toyota in Japan and the US
[bookmark: _Toc236853686]Introduction 
An international market entry strategy is considered crucial and fundamental to global expansion for businesses seeking growth in international markets. With intensifying globalisation, contemporary organisations are keen on pursuing opportunities in global markets for accessing new customers, resources, and sustainable growth (Novak, 2025, p.2). The chosen company for analysis is Toyota, and the chosen countries include Japan (home country) and the United States (host country) because of Toyota’s historic and most successful market re-entry in the American market.
There are two sections in the assessment comprising of an analytical report and a reflective narration respectively. The aim of the analytical report is to analyse the international market entry strategy and marketing mix of the automotive giant Toyota, particularly in Japan and the United States. This report conducts a comparative analysis of the macro-environments as well as cultural factors in both countries using relevant theoretical frameworks and models. It compares and contrasts the company’s product, price, place, promotion, people, process, and physical evidence strategies for both countries, considering cultural and economic factors. The report analyses the market entry strategy in one of the countries and evaluates whether there were ethical issues related to this brand’s marketing mix in one country. Based on the analysis, this report also recommends how his report recommends how Toyota should go forward with their international marketing strategies. The second section outlines a reflective account of the process that has been followed in researching, analysing and preparing the previous section of the assessment, using a suitable reflective model.
[bookmark: _Toc236853687]About Toyota and automobile industry
Toyota Motor Corporation is a leading global automobile manufacturer, headquartered in Aichi, Japan. Toyota engages in designing, manufacturing, and selling a wide range of vehicles, including passenger cars, trucks, buses, specialty cars, and sport-utility vehicles (Global Data, 2026, para. 1). The company offers financing services to customers and dealers for the lease or purchase of vehicles. Besides, Toyota engages in providing telecommunications, housing, and information technology businesses. Toyota operates across Europe, America, Middle East, and Asia Pacific (Global Data, 2026, para. 1). The company has manufacturing facilities across Japan, Italy, Sweden, France, Switzerland, Germany, Poland, the US, China, Brazil, India, and Indonesia (Global Data, 2026, para. 1). In the fourth quarter of FY25-26, Toyota’s consolidated vehicle sales have been approximately 9,595,000 units, a significant increase from the last fiscal period (Toyota Newsroom, 2026). The company’s net revenue for the period has been 50.684 trillion yen ($335.7 billion), a rise of 5.5% from the previous year (Toyota Newsroom, 2026, para. 1). The automotive industry entering 2026 faced sustained pressure, following the post-pandemic rebound of earlier years. The automotive sector witnessed consecutive declines, such as declining 1% in 2025 and 7% in 2026, with an overall brand value at present is USD575.4 billion (Brand Finance, 2026, para. 2). Presently, the global automotive sector is attributed to the rise of hybrid and software-defined vehicles, regional growth divergence, and uneven Electric Vehicle (EV) adoption. 
[bookmark: _Toc236853688]Macro-environment Analysis
[bookmark: _Toc236853689]PESTEL Analysis of Toyota in Japan
Japan
Political – The Japanese government strongly supports national automotive champions as well as strategic industrial policies. For example, the government pledges up to $2.4 billion in subsidies for major automotive manufacturers like Toyota to scale domestic EV battery manufacturing (Reuters, 2024). However, policy execution for domestic subsidies as well as funding for long-term green transition faces substantial delays due to recent political leadership strain (Hindustan Times, 2024, para. 2). Japan’s regional tensions such as with China affect overseas plant strategies.
U.S.
Political – Toyota navigates a complicated environment of government policies, regulations and tariffs, particularly in automotive imports as well as incentives for electric vehicles. For example, the inflation reduction Act (IRA) of the U.S. government in 2022 imposed stringent requirements on battery sourcing (Levasseur, 2025). This significantly affected EV tax credits, compelling automakers like Toyota to localize production as well as supply chains. The ongoing potential for U.S. tariffs on imported automobiles from Japan poses a direct challenge and may rise costs for Japanese automakers. 
Japan
Economic – Japan grapples with modest industrial growth and slow retail sales, leading to Toyota’s struggle in its home base. Environmental risks such as global inflation and geopolitical tensions in China and the U.S. add to the struggle. For example, motor vehicle manufacturing grew by only 0.2% in February in Japan, showing modest performance amidst global slowdown (Sugiyama, 2025). 
U.S.
Economic – Rising interest rates and inflation directly impact customer purchasing capacity as well as the cost of automobile loans. These factors can potentially slow sales of new vehicles in the U.S. For example, there has been a significant rise in the US Federal Reserve’s benchmark interest rate throughout 2023 and 2024, aimed at curbing inflation (Tian, 2024). This is likely to make financing a new Toyota further expensive for customers. Currency exchange rates, especially the yen’s value against dollar, may substantially impact Toyota’s export revenues as well as profitability. For example, a 1-yen depreciation against the US dollar was estimated to enhance operating profit by around 45 billion yen for FY23-24.
Japan
Social – Japan’s aging demographics show an increasing proportion of older citizens (around 30% of people aged 65+) (Statista, 2026). This social factor drives higher demand for advanced safety features. Domestic buyers have higher preference for compact and high-efficiency hybrids.
U.S.
Social – Over 82% of the U.S. population lives in urban areas with heavy traffic congestion, which drives a higher demand for fuel-efficient hybrids, SUVs, and other vehicles (Clark, 2026). An increasing consumer awareness regarding sustainable transport alternatives may impact Toyota’s automotive operations in the U.S. Modern drivers consider cars as smart devices, so demand for digital integration, connected vehicle services, and safety automation is constantly rising. The below image (Fig. 1) illustrates the Hofstede’s framework that identifies the differing cultural dimensions between Japan and the U.S. 
[image: ]
Fig. 1 – Hofstede framework for Japan and the U.S., Source – (The Culture Factor, 2026)
Japan
Technological – Japan invests heavily in research and development (R&D), targeting hydrogen as well as FCEV (fuel-cell electric vehicle) technology as a means of clean energy source (Trencher & Wesseling, 2022). Besides, technological factors that shape automotive industry in Japan include advanced manufacturing automation and high-definition autonomous driving systems.
U.S.
Technological – The U.S. autonomous vehicle market is expanding, accounting for over 86% of vehicle volume demand, powered by advanced driver assistance system (ADAS) and unique highway features (Mordor Intelligence, 2025). There is a dramatic shift towards rapid EV battery innovation as well as integration of charging infrastructure. The U.S. manufacturing plants increasingly depend on robotics, virtual simulation software, and AI-driven machine integration to design and test assembly lines before physical production (NIST, 2026). These factors may play crucial role in how Toyota vehicles would be built, powered, and innovated.
Japan
Environmental – Japan maintains an aggressive carbon neutrality mandate such as the target is a 46% reduction in greenhouse gases by 2030 (from 2013) as well as full carbon neutrality by 2050 (Japan Gov, 2024). The country adopts a multi-pathway strategy such as a technology-neutral lifecycle assessment (LCA) approach, supporting fuel cells, hybrids, and carbon-neutral fuels besides EVs (East Asia Forum, 2026). 
U.S.
Environmental – The U.S. regulators set strict Corporate Average Fuel Economy (CAFÉ). This requires automobile manufacturers like Toyota to meet specific fuel efficiency targets across vehicle fleets (NHTSA, 2026). There is a strong emphasis on circular economy in the country, with a growing pressure to utilize recycled plastics, bio-based materials, and post-consumer aluminium in vehicle architecture (American Automakers, 2026).
Japan
Legal – Japan maintains stringent Road Vehicles Act and certifications related to transport ministry. For example, automotive companies like Toyota are required to adhere to Japan’s strict fuel-economy standards as well as international carbon accounting mandates (The Japan Times, 2025).  
U.S.
Legal – Automakers are required to strictly comply with National Highway Traffic Safety Administration (NHTSA) safety mandates (NHTSA, 2026). In the U.S., automakers must essentially align fleet production with CAFÉ requirements, as monitored by federal agencies.
[bookmark: _Toc236853690]Cultural Factors
[bookmark: _Toc236853691]Hofstede Framework
Culturally, there are several differences between Japan and the U.S., which can be analysed using the Hofstede’s framework. According to this theory, national values affect social interactions and workplace behaviours (Wale, 2020). This framework scores countries from 0 to 100 across six dimensions or core categories. These six dimensions include Power Distance Index, Individualism vs. Collectivism, Uncertainty Avoidance Index, Masculinity vs. Femininity, Long-term vs. Short-term Orientation, and Indulgence vs. Restraint (Zheng et al. 2025). 
As identified in the Hofstede’s framework, both the countries Japan and the United States have wider differences in terms of cultural values, particularly in factors like individualism, long-term orientation, and uncertainty avoidance. On one hand, the U.S. emphasises individual independence as well as short-term outcomes, Japan is dedicated to group harmony, long-term planning, and rigid structure. The following are the scores derived from Hofstede’s cultural framework:
Individualism vs. Collectivism
Japan (62) – shows individualistic characteristics, but differ from the western kind, traditional paternalistic society with family assets passed on to eldest son. This implies that Toyota’s Japanese employees are highly loyal in terms of individualist act. They prioritize group harmony, team loyalty, and collective well-being over individual ambitions.
U.S. (60) – shows highly individualistic culture and society is loosely knit as people are expected not to rely on authorities for support. Toyota’s employees are self-reliant and exhibit initiative. They focus on self-improvement, personal achievement, and self-reliance.
Uncertainty Avoidance
Japan (92) – Often exposed to natural disasters which taught people to be prepared for every contingency. In Toyota, any project is preceded by extensive feasibility study and risk analysis.
U.S. (48) – There is a fair degree of acceptance of innovative ideas and new products. They are more tolerant of opinions from others and allow freedom of expression. Toyota’s employees in the U.S. are more comfortable with innovative ideas, changing plans, and taking risks without a well-defined roadmap.
Long-term Orientation
Japan (100) – The society is most long-term oriented, which is reflected in business such as high R&D investments even in tough times. Toyota’s management prioritise steady market growth over quarterly profit – aims at company’s durability that serves its stakeholders and society for generations rather than shareholders for a quarter
U.S. (50) – People are prone to analysing new information and there is “can do” mentality which creates a dynamism in the society. Here, the company’s management measure their performance with profit and loss statements, driving individuals to strive for quick results.
Motivation towards Achievement and Success 
Japan (95) – Japan is the most achievement-oriented culture globally, driven by competition, success, and material reward. There is drive for excellence and perfection within Toyota’s corporate culture. 
U.S. (62) – It scores high in achievement-oriented culture, which is combined with individualism. People are driven to achieve individually and are open about discussing “successes” and “achievements” freely in life. Toyota must strengthen reward system as Americans are motivated to work based on monetary rewards and attain higher status based on their calibre. 
Power Distance and Indulgence
Japan – Japan is moderate in terms of power distance (54) as people are conscious of their hierarchical position and act accordingly. However, the society is less hierarchical as compared to the rest of Asia. It is perceived as highly hierarchical by foreigners because of quite slow, consensus-based decision making. Japan’s indulgence score is low (42) which makes it restraint and often behaviour is governed by social norms and self-discipline.
U.S. – There is focus on equal rights in all aspects of society and government when it comes to power distance (40). Hierarchy is established only for convenience, but superiors are always accessible and managers rely on team members for their expertise. Information is shared frequently and communication is direct, informal and participative. Its indulgence score is 68 with a high emphasis on leisure time. The cultural heritage reflects a struggle between widespread embrace of individual indulgence as well as presence of traditional moral expectations.
[bookmark: _Toc236853692]Comparative Analysis of STP
[bookmark: _Toc236853693]Market Segmentation
When identifying market segments, marketers seek to understand the cultural factors that exist across marketplaces and all of the other forces in the international marketing context. Japan’s market is divided by age and life stage involving young professionals, expanding families, and middle-aged and aging demographics. Geographically, Japan’s home market is differentiated between extremely dense urban centers like Tokyo and Osaka, requiring compact vehicle options as well as rural/suburban regions, requiring multi-use vehicles (Toyota Industries Corporation, 2023). Behaviourally, consumers in Japan prioritise fuel-efficiency, hybrid technology, and brand loyalty. In contrast, in the U.S., Toyota targets middle-income families, individuals aged 30-55, young professionals, and higher-income brackets via branding (Toyota Industries Corporation, 2023). There is a greater focus on safety-conscious, value-driven, and eco-friendly drivers. The geographic segmentation is similar to that of Japan as Toyota targets both urban commuters and suburban/rural drivers in the U.S.
[bookmark: _Toc236853694]Market Targeting
In both the countries like Japan and the U.S., Toyota’s target market remains the same. This includes drivers across all age segments, varying from early-mid 20s to retired boomers. Toyota is a highly popular and successful brand in its home country of Japan; however, the company’s key customer base is in North America. Toyota’s primary customer base falls into the middle and upper-middle income categories (Sugiyama, 2025). Over the recent years, the company is strongly focusing on expanding sedan market, which indicates an overall shift from large vehicles to smaller, efficient ones. Its target market is focused on urban populations that prefer hybrid and low-emission vehicles. 
[bookmark: _Toc236853695]Market Positioning
Positioning a company or a product as being more environmentally conscious allows the organization to occupy a unique space in the minds of consumers. Toyota maintains a domestic standard of reliability in Japan as it is domestically positioned as a trusted home brand known for low maintenance as well as long-term durability. It is firmly associated with green innovation and lifestyle versatility as the brand matches its products with social status as well as functional requirements. Likewise, Toyota is positioned as the most long-lasting, cost-effective, and dependable vehicle within the U.S. market. However, in the American market, Toyota has initiated a contemporary shift from purely functional to advanced safety features-based vehicles, modern designing, and hybrid tech. This is to retain uniqueness against Asian and domestic competitors. Thus, the main point of difference in STP strategies is that Toyota focuses on ultra-compact ‘kei’ cars, supreme fuel efficiency, and high urban density in Japan. On the other hand, the company emphasises a shift from compact cars to SUVs, mid-size sedans, and heavy vehicles. The perceptual maps of Toyota in both the countries are as follows:

Fig. 1 – Perceptual Map of Toyota in Japan, Source – (self-created)

Fig. 2 – Perceptual Map of Toyota in the U.S.; Source – (self-created)
[bookmark: _Toc236853696]International Marketing Mix (7Ps) strategies
For the first time, Toyota entered the U.S. market in 1957 by establishing Toyota Motor Sales, U.S.A. Inc. and launched Toyopet Crown in 1958. However, after thorough study of the market and driving conditions, the company successfully re-entered the American market with the Corona in 1965 (Clark, 2026)). The company’s international marketing mix in Japan and the U.S. differs across distribution channels, product lineup, and promotional localization. 
Product
In the automobile industry, Toyota is renowned for its appealing and exclusive designs, providing safety, comfortability, and offering fuel-efficiency. Besides, the brand appropriately caters to the right audience as per their demand by offering a wide range of products. In Japan, there is a market preference towards compact cars, Kei cars, and those high-density hybrids suitable for restricted urban spaces. For example, Toyota Corolla, Yaris, and Sienta have wider demands in Japan due to their body styles, high fuel efficiency, and urban usability (Toyota Industries Corporation, 2023). In contrast, in the U.S., Toyota’s best-selling products include RAV4 and Camry. This is particularly because American buyers prefer space, utility, and all-weather capability.
Price
Toyota adopts a value-driven pricing strategy calculated strictly via domestic market thresholds and target costing and often face high taxes for local vehicle registration in Japan (Influence Map, 2026). On the other hand, the company adopts highly competitive MSRP (Manufacturer’s Suggested Retail Price) pricing, which is significantly influenced by regional dealer incentives and local competitor discounts. In this regard, the concept of competition-based pricing can be referred. While adopting this strategy, Toyota consider pricing versus domestic competitors, foreign competitors, both combined (Simnica, 2022). Economic factor like currency volatility enforces Toyota towards localised manufacturing. With plants in states like Texas and Kentucky, the automaker shields its U.S. pricing system from sudden risk of foreign exchange
Place 
Toyota distributes products through numerous dealership chains across the country and abroad. In Japan, Toyota has always been channelled through prominent dealership networks like Corolla, Toyopet, Toyota Store, and Netz, besides door-to-door traditional sales medium (Brand Finance, 2026, para. 2). On the other hand, there is a consolidated national independent dealership franchise network connected to major regional distribution hubs. Toyota distributes products via a hybrid distribution structure managed by Toyota Motor North America. 
Promotion
In Japan, the promotional strategy of Toyota emphasises environmental sustainability as well as technological advancements via channels like television and digital media. The company used immersive storytelling campaigns like Toyotown and public events like Aqua Social Fest (Toyota, 2017). In contrast, Toyota adopted large-scale multi-channel advertising, thematic campaigns, and value-based sales incentives. The company primarily focused on digital media advertisements as well as prime-time television ad spending. 
People
Toyota’s people strategy is uniform across all countries, whether home or host countries. This is particularly evident from its core philosophy and leadership approach, such as Hitozukuri First (building people before building products, Mendomi culture (family-like care for workers), and prioritising kaizen (continuous improvement) (Lean4Gain, 2025, para. 3). Similarly, the people strategy in the U.S. revolves around continuous improvement, “grow your own” workforce development model, and respect for people. However, there are differences in terms people-handling, such as employees in Japan are expected to emphasise long-term brand loyalty with polite customer service. On the other hand, sales employees in the U.S. are trained in trade-in valuations, rapid deal-closing, and localised buyer relationship management. 
Process
In Japan, Toyota adopts just-in-time manufacturing integration with lean domestic supply chains. In contrast, Toyota is highly dependent on North American assembly units such as Texas and Kentucky, with integration with localised regional parts suppliers (Tian, 2024, pp. 68-70). Global economic factors like raw material volatility compels Toyota to lock in long-term supplier contracts as well as prefer hybrid models so that vehicles can be priced competitively. 
Physical Evidence
This aspect of international marketing mix refers to the look and physical existence of the company. In Japan, Toyota’s showrooms and stores are clean, urban, compact with minimal aesthetic designs. In contrast, the company’s physical presence in the U.S. involves huge suburban dealership that features expansive inventory, service centres, and appealing customer lounges.
[bookmark: _Toc236853697]Analysis of the market entry strategy in the US
Toyota’s initial entry into the US market has been based on an exporting strategy, and built itself as a sales company in the country. Exporting is a low-risk and cost-effective market strategy that allows a company to sell products in foreign market without major foreign investments (Kostruba and Kostruba, 2025). Based on initial failure recovery, lean manufacturing, and small-car positioning. In the 1950s, the Americal automotive market was dominated by the “Big Three”, namely, General Motors, Chrysler, and Ford. Initially, Toyota faced challenges in terms of the market domination by big brands with huge scale advantages, cultural tailwinds, and strong dealer networks. While entering the U.S. market, Toyota adopted ‘the Foothold strategy’. With this strategy, the company initially launched small, fuel-efficient and affordable vehicles that were ignored by local competitors. 
Toyota adopted a multi-decade entry strategy founded on three pillars; firstly, continuous quality improvement via the TPS (Toyota Production System); secondly, steady market positioning with small and affordable vehicles that the Big Three ignored, and company’s strategic timing exploiting shift in consumer demand. After the initial failure of Toyopet Crown in 1958, the company re-engineers its products as per American conditions, and re-entered the market with the Corona and the Corollo in 1965 and 1968 respectively (Toyota Industries Corporation, 2023, para. 2). These vehicles were compact, affordable, and reliable that seized then-market opportunity of a shifting consumer demand. Besides the Foothold strategy, Toyota’s core pillar of market entry in the U.S. has been wholly-owned subsidiaries. By means of this strategy, Toyota eventually transitioned into fully-owned local operations after re-entering the market which is proven. This allowed the company complete operational control to distribution as well as scale manufacturing. 
[bookmark: _Toc236853698]Evaluation of ethical issues related to the marketing mix in the US 
Toyota has faced several ethical challenges that led to the loss of sales and profitability in the United States, primarily relating to corporate accountability, safety transparency, and misleading campaigns. For example, in relation to product, Toyota faced strict scrutiny as well as huge federal penalties for hiding fatal acceleration defects from the American consumers in 2023 (Baek, 2023). During the case, instead of promptly disclosing known mechanical faults, Toyota’s marketing communications prioritised brand protection and downplayed the risks over public safety until compelled for massive recalls. When it comes to pricing, the company has faced criticism for its aggressive cost-cutting across supply chains, leading to compromised quality of sub-components (like electronic sensors or airbags) (Baek, 2023). Besides, Toyota faced ethical issues in promotion strategy as it was accused of deceptive marketing. For example, the term “electrified” was used to label internal combustion gas hybrids as well as plug-in hybrids in promotional message (Fig. 3). Such promotional tactics misled the U.S. consumers into equating hybrids with zero-emission battery EVs. 
[image: Letter to FTC on Toyota's Misleading Advertising - Public Citizen]
          Fig. 3 – Use of the term “Electrified”; Source – (Regunberg and Arkush, 2023)
[bookmark: _Toc236853699]Recommendations on international marketing strategies
Based on the macro-environment and strategic marketing analysis, the following recommendations are made for Toyota regarding their international marketing strategies:
· As a strategic pillar, the company should adopt a multi-pathway positioning to cater to all regions, culture, and consumer needs. This strategy is also effective in handling recall crisis and responding ethically for crisis management (Bowen and Zheng, 2014. For example, Toyota should adapt marketing messaging by regions such as promote plug-in hybrids and hydrogen cells in developing nations with limited charging infrastructure and market battery electric vehicles (BEVs) in urban North America and Europe. 
· The use of immersive technologies improve customer buying journey by enhancing product visualization and building consumer trust (Gonzalez-Argote et al. 2024). The second recommendation is to integrate immersive technologies like augmented reality (AR) virtual showrooms as well as localised digital platforms to ensure smooth consumer buying journey, particularly in Latin America and Southeast Asian markets. The U.S. manufacturing plants increasingly depend on robotics, virtual simulation software, and AI-driven machine integration to design and test assembly lines before physical production (Ibrahim et al. 2025, p. 272). So, Toyota should focus on further investing in immersive technology integration both in domestic and target country. These factors may play crucial role how Toyota vehicles would be built, powered, and innovated.
· To improve its international marketing strategies, Toyota should shift to localised cultural hubs from global centralised campaign so that local customer attitudes can be shaped towards mobility and sustainability. 
· Clear carbon accountability is significant to ensure regulatory compliance as well as accurately track supply chain emissions (Fugger et al. 2025, para. 4). Toyota should conduct transparent sustainability communication, such as assuming clear carbon accountability. Toyota needs to focus on regaining consumer trust by widely supporting eco-friendly pitches and slogans that present measurable data about emission reductions as well as progress in achieving its core goals. Thus, Toyota can successfully navigate in future by transitioning its international marketing activities into tech-based, flexible, and carbon-neutral philosophy.  
[bookmark: _Toc236853700]Conclusion
The automotive industry entering 2026 faced sustained pressure, following the post-pandemic rebound of earlier years. The global automotive sector is attributed to the rise of hybrid and software-defined vehicles, regional growth divergence, and uneven Electric Vehicle (EV) adoption. Toyota is a successful brand both in Japan and the U.S. market with its focus on international market expansion. The company not only strengthens its foothold in the domestic and established markets, but also aims at successfully penetrating emerging markets. Toyota continues to heavily invest in R&D and immersive technologies to stay ahead of the curve in a rapidly changing automotive landscape. Though the company has successfully established itself in both Japan and the U.S., there are significant differences between both the countries such as culture, product preference, purchasing power, and buyer mindset. These factors play a crucial role for Toyota to make necessary and strategic changes in its operations, marketing mix, and international marketing strategies. However, the company faced several ethical issues pertaining to product and promotion in the American market. Toyota faced strict scrutiny as well as huge federal penalties for hiding fatal acceleration defects from the American consumers. Toyota significantly benefits from expanding global sales, particularly with its hybrid models and electrified vehicles. Thus, Toyota is firmly associated with green innovation and lifestyle versatility in Japan. It is positioned as the most long-lasting, cost-effective, and dependable vehicle within the U.S. market.



[bookmark: _Toc236853701]Section 2: Reflection
The aim of this reflective narration is to reflect on the process that I have followed in researching, analysing and preparing the previous section of the assessment. I will use the Gibbs’ reflective cycle as a preferred model to prepare this reflective narration. Gibbs’ reflective cycle is a framework that helps people learn from their experience by going through six stages, namely, description, feelings, evaluation, analysis, conclusion, and action plan. 
Description
The previous section of the assessment comprises of an international marketing report on Toyota, particularly evaluating the company’s international market entry strategy and marketing mix in two different countries, i.e., Japan and the United States. While selecting the company from the given list, I have undertaken research using Google search engine to learn about whether sufficient data and information is available on Toyota’s marketing strategies. I have also identified a home and a host country, namely, Japan and the United States, where Toyota has been most successful in capturing large market shares. Considering the main requirements of the report, firstly, I have conducted in-depth research on the macro-environments of both countries. I have referred to credible, peer-reviewed journal articles and professional analytical entities like ‘Statista’ and ‘Global data’ to extract information on various factors like political, economic, environmental, legal, social, and technological. I have researched about the differences between Japan and the US using Hofstede framework, particularly the ‘Culture comparison tool’ and attempted to evaluate how these differences impact Toyota’s strategic decisions.
Feelings
While gathering information about the report on Toyota, I was feeling confused about credible sources. For example, although I have theoretical knowledge about marketing concepts, I was not confident about the application of STP in this case and how to analyse. However, I made continuous efforts such as searched for relevant STP analysis-based examples of real-world to understand the application process. As I researched deeply and gathered credible information about Toyota’s performance in Japan and the U.S., I started feeling confident and insightful about the subject. I felt the entire process from researching about the company, market till the final preparation of the report, I have expanded my subject knowledge and practical exposure to an analytical project.
Evaluation
The assessment initially looked quite comprehendible and easy-going; however, once I started with the researching and evaluating, I realised I need to align my theoretical knowledge with the practicality of the topic, alongside, I have to acquire authentic facts to evaluate the company’s strategic operations. I applied my research and analytical skills to search various data sources to extract useful information. The entire process of researching, evaluating, and analysing information enhanced my knowledge of applying a range of marketing models and theories. However, I faced challenges in implementing marketing frameworks to a particular case study as I have never done it before. As evaluated, the knowledge from lecture notes helped me deeply understand concepts like marketing mix, product and pricing strategy, and other important international marketing theories. I have also consulted my tutor in each phase of the assessment right from concept-clarity to preparation of the report. 
Analysis
As per my analysis, I can now understand the importance of such an assessment. It not only helped in better understanding of contemporary frameworks of marketing, but imparted insights about socio-cultural differences and similarities between nations in a marketing context. My foremost job in the assessment was to gather ample information and resources on the company’s international marketing strategies. Secondly, I fine-tuned the information with credible company reports and professional data entities like Statista, WHO, globaldata, and International Trade Administration. In my opinion, the idea of getting all sources and information together helped me in looking at the bigger picture. It helped in creating mind maps regarding preparing the report. As rightly argued by Rachel (2022), linking mind maps to reflection helps seeing hidden patterns in our thinking. As per my understanding, there are areas that I should have focused more while undertaking the assessment. I should have referred to other case study examples in marketing management to develop a vivid blueprint of my report. This would have helped me widen my perspective on preparing an effective analytical report. The areas I need improvement are my attention to detail skill and time management skill. I often ended up spending a lot of time in gathering and analysing useful reading materials, which left me with very less time in actually putting my thoughts into paper. 
Conclusion
In retrospect, I am confident that this assessment has educated me practically with the knowledge of applying a range of marketing models into Toyota’s case study. The experience shaped my understanding of conducting in-depth company research, extracting accurate facts, and articulating my thoughts into analytical report. In the process, I learned about the automotive market trends, Toyota’s strengths and weaknesses in both the countries, and the core competencies and success factors of the company. My research and analysis on the company have helped me recommend Toyota about going forward with their international marketing strategies. 
Action Plan
The following is the action plan that I have developed as a part of this reflective narration:
	Action Plan
	Resources required
	How to achieve it?

	Improve time management skill
	Creating a ‘To-Do List’; applying Pomodoro technique; using useful digital apps, using Time-Blocking technique
	Practicing working on tasks with a set timer; organising and prioritising daily tasks, taking regular intervals to improve concentration between work, using time-blocking technique with each task

	Attention to detail
	Memory and observation drills; physical exercise; removing distractions; creating checklists, sound sleeping, regular breaks
	Practicing mindfulness and meditation; stop multitasking and working on single task at a time; working on memory sketches and slow reading
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