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[bookmark: _Toc237482229]Section 1: Report on the International Market Entry Strategy and Marketing Mix 
[bookmark: _Toc237482230]1.1 Introduction 
The automobile industry is now increasingly globalized, and multinational companies have to adapt their marketing to the economic, cultural, and regulatory environment. Toyota Motor Corporation is one of the leading automobile companies in the world and their product marketing is successful in both developed and emerging markets and has localised strategies. The present report looks into the performance of Toyota in its home country in the Japanese market and one of the most vibrant markets, the Indian market. The report provides analytical lenses such as PESTLE, Hofstede's Cultural Dimensions, STP and 7Ps Marketing Mix, which contrasts the conditions of the market and the marketing strategies in both countries. 
[bookmark: _Toc237482231]1.2 A comparative analysis of the market in India and Japan
PESTLE 
PESTLE is part of business’ external factors, as well as it is a business strategy which is useful for businesses to determine the strategy by analysing their internal environment factors including political, economic, social, technological, legal, and environmental impact of.
[image: ]
Figure 1: PESTLE
(Source: professionalacademy.com. 2026)
Definition of all PESTLE factors 
[image: ]
Political Environment
India (Favourable)
The government of India enjoys one of the world's most stable and democratic governments that is generally welcoming to foreign investment in the automotive sector (Bathla, Awasthi and Ahuja, 2022). Various schemes like Make in India, Production Linked Incentive (PLI) Scheme for Automobile and Auto Components (25,938 crore Rs) are provided to manufacturers to promote domestic value addition and production spurs in the country (pib.gov.in. 2026). 
[image: ]
Figure 2: Approved PLI Outplay
(Source: pib.gov.in. 2026)
Japan (Favourable)
The Japanese political system is one of the world's most stable and well-governed political systems and has a clear and transparent regulatory structure (Nottage and Teramura, 2024). The Government is actively fostering innovation and industrial competitiveness, and export manufacturing, especially by offering research funding and technology collaboration programs.
Comparative Evaluation
The political situation is relatively stable with relative importance in both countries. India's key policy measures are geared towards manufacturing and Japan's are geared towards regulatory stability for innovation and technological leadership.


Economic Environment
India (Favourable)
India is one of the fastest growing world economies with the impact of rapid urbanisation, increasing levels of disposable income and an expanding middle class. According to Statista (2025), India accounted for the sales of approximately 5.06 million passenger vehicles in 2025, making it a top automotive market worldwide (Sasu, 2025). The liberal Foreign Direct Investment (FDI) policy has also helped in the growth of the manufacturing base as offered by the Multinational manufacturers.
[image: ]
Figure 3: Production volume of passenger vehicles in India (2014 to 2025)
(Source: Sasu, 2025)
Japan (Favourable)
Japan is a highly developed and high-income economy, and its purchasing power is excellent, the industrial infrastructure is advanced. There is also increased competition from other overseas manufacturers which are competing in the market, such as Honda, Nissan, and Mazda, therefore the production volume of passenger car in Japan has increased to 7.21 million units in 2025 (Sasu, 2026).
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Figure 4: Production volume of passenger vehicles in Japan (2015 to 2025)
(Source: Sasu, 2026)
Comparative Evaluation
In terms of growth potential, India has the growing consumer demand, but Japan has the potential of margin per customer but relatively low growth in terms of market. In 2026, India is projected to grow 6.4% with 4.7% inflation, compared with Japan's 0.6% growth and 2.2% inflation (IMF, 2026). Hence, Toyota views the Indian market as a growth market and Japan as an established market with a thrust towards innovation and premium value creation (toyotabharat.com. 2026)
Social Environment
India (Favourable)
India's youth population has a huge impact on the demand for automobiles. India's population is projected to comprise 13.9% aged 0–14, 50.0% aged 15–59, and 36.1% aged 60+ which indicates rapid population ageing by 2100 (voronoiapp.com. 2025). As well as the rapid urbanisation in many cities, a lack of investment in public transport systems results in a high level of dependence on private transport.
[image: ]
Figure 5: Aging of the Population Accelerates in India
(Source: voronoiapp.com. 2025)
Japan (Unfavourable)
29.8% of Japan's population was aged 65 years or over which highlights one of the world's oldest demographic profiles in 2021 (weforum.org. 2023). Consumers are more concerned about product quality, safety, advanced technology, and environmental sustainability, than affordability.
[image: ]
Figure 6: Higher percentage of 65 years age population in Japan 
(Source: weforum.org. 2023)
Comparative Evaluation
The two markets have large differences in terms of their demographics and purchasing habits. Japan is an ageing society with the demand for technologically advanced, safe, and quality mobility; India as a young country has the demand of cheap and convenient means of transport. India has a young population that are asking for less expensive and convenient mobility solutions, while Japan is an ageing population asking for technologically advanced, safe, and high-quality mobility solutions (voronoiapp.com. 2025).
Cultural Environment
India and Japan have a strong emphasis, quality, and long-term relationships in automobile purchasing, however Indian buyers have collectivist approach and Japanese has individualistic approach (theculturefactor.com. 2026). Indian consumers are more value oriented as well as flexible, on the contrary, Japanese emphasised on reliability, technological performance, build quality along with  long-term quality. These differences have an  influence on marketing of Toyota, product positioning along with customer expectations in both countries.
Technological Environment
India (Favourable)
Government efforts and investments in digital infrastructure, and the promotion of electric vehicles, are expected to usher in a technological revolution in the Indian automotive industry (Kumar et al., 2020). The national initiatives for support of EV manufacturing and battery production and charging infrastructure are driving technology adoption. 
Japan (Favourable)
Japan is still one of the biggest hubs for R&D in the automotive sector (Yun et al., 2025). The country continues to invest in autonomous driving and smart manufacturing, AI and robotics, and this further boosts the nation's technical capabilities.
Comparative Evaluation
Both countries have technological advances, but from very different perspectives. In India, manufacturing is getting promoted and in Japan, the bulk of technology is being used to enhance Toyota's technological innovation in Japan and elsewhere (Global.toyota. 2026).
Environmental Environment
India (Favourable)
The automotive industry in India is becoming increasingly sustainable with environmental issues. Adoption of Bharat 6 emission norms has sparked consumer interest in HEV and EVs and government incentives are encouraging people to opt for greener transportation (Sathiyan et al., 2022). 
Japan (Favourable)
The Code of Environmental Code is one of the most comprehensive environmental laws in the world, especially in the field of carbon neutral/sustainable transportation in Japan (Washizu, Akao and Liu, 2025). The Government policies are well advanced to promote the use of low emission vehicles, renewable energy, circular manufacturing etc.
Comparative Evaluation
The degree of maturity of the two regulatory systems varies greatly and both countries include environmentally friendly transport in their regulations. While environmental governance and consumer awareness are high in Japan, it is a developing sustainability market with a high potential in India.
Legal Environment
India (Favourable)
The auto regulatory framework in India has undergone a complete transformation which is useful to make strict car safety regulations, new emissions standards, and a more positive foreign investment policy (Borkhade, Bhat and Mahesha, 2022) The regulations have been changed making it easier to invest and international manufacturers have set up manufacturing facilities.
Japan (Favourable)
Japan's legal system is one of the oldest in the world for several reasons such as the wide-ranging IP protection, the very strict labour, and environmental laws (Tilt, 2022). 
Comparative Evaluation
Liberalisation policies in India give preference to investment and expansion of manufacturing and high standards of regulation in Japan protect innovation. Japan has a higher cost of compliance, but higher protection of IP means that Toyota can have more confidence in the protection of advanced technology and investments in research (Tilt, 2022).
[bookmark: _Toc237482232]1.3 Hofstede Analysis 
Definition of all Hofstede factors
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Figure 7: Hofstede Country comparison between India and Japan
(Source: weforum.org. 2023)
Power Distance (India: 77 | Japan: 54)
Indian society is more accepting of hierarchical arrangements and unequal power distribution (higher Power Distance score of 77 is considered as disadvantage than Japan 54 is considered as advantage) (theculturefactor.com. 2026). Consumers are more likely to put faith in familiar brands or company reputations, and Toyota's reputation is a large competitive advantage. The relatively consensual and collaborative organisational relationships, on the other hand, are more appreciated in Japan, as reflected in its lower score.
Individualism (India: 24 | Japan: 62)
This score is 24 indicating that the Indians are highly collectivistic and as such, family values and group decision making are an important part of their culture which also affects their purchasing behaviour which is an advantage (theculturefactor.com. 2026). Japan scores 62 in the individualism context which indicates low family values and high individual values which seems to be a moderate disadvantage.
Motivation towards Achievement and Success (India: 56 | Japan: 95)
Japan's score for Motivation towards success is 95, which acts as advantage and for India is 56, which acts as disadvantage (theculturefactor.com. 2026). This indicates that the Japanese society is much more focused on accomplishment, competition, technical skills, and performance. In this way, Toyota helps to promote high level engineering, innovation, and quality among the Japanese. 
Uncertainty Avoidance (India: 40 | Japan: 92)
The Indian Uncertainty Avoidance score was medium (40) indicating that the consumers were not too disturbed by uncertainty and uncertainty in the market which is an advantage (theculturefactor.com. 2026). The extreme high end (92) implies that the Japanese are demanding a lot of stability, detailed planning, product reliability and risk reduction which is a disadvantage.
Long-Term Orientation (India: 51 | Japan: 100)
Both countries have exhibited LT orientation, but Japan's score is 100 (advantage) which is much higher than India's score of 51 (disadvantage) (theculturefactor.com. 2026). 
Indulgence (India: 26 | Japan: 42)
In terms of culture, India (26) has a relatively low level of indulgence, and Japan is slightly more indulgent (42) (theculturefactor.com. 2026). Whereas in both countries consumers tend to think more about what they're getting out of their purchases than they are about going overboard. But Japanese consumers are slightly more advantageous as compared to India to pay for high tech and driving experience, whereas Indian consumers are slightly more price conscious and value driven.
[bookmark: _Toc237482233]1.4 A comparative analysis of STP and Marketing Mix
[bookmark: _Toc237482234]1.4.1 STP
[bookmark: _mjxfsryts31v]STP is a set of customer-driven actions that may serve as foundation for marketing strategy aimed at finding target segments, targeting target customers in order to reach an adequate brand strategy (Ramachandran and Chandramohan, 2024).
[image: ]
Figure 8: STP Model
(Source: Forms.app. 2024)
Segmentation
Segmentation refers to dividing customers into distinct groups based on demographics, geography, psychographics, and behaviour to identify valuable market opportunities. 
India (Favourable)
Demographically, the company is focused on middle and upper middle-income consumers, families and business professionals who are looking for reliable vehicles. For example, Toyota considers metropolitan centres such as Delhi, Mumbai, Bengaluru, and Hyderabad to be relatively affluent and has its sights on them (Ramachandran and Chandramohan, 2024). The company, thus, serves the different customer groups in the mass premium segment like Glanza, Urban Cruiser Hyryder and Innova Hycross. 
Japan (Favourable)
The advanced auto industry in Japan makes Toyota's market segmentations more advanced. According to lifestyle, technological preferences and eco-awareness, the customer segments are divided (Takeuchi, Ohmae and Ichijo, 2023). For example, there are several luxury models of the Lexus brand, a variety of hybrid and hydrogen powered Mirai models, in addition to the compact cars, which address the needs of city dwellers, older consumers, luxury car buyers and eco-conscious consumers. Innovation, safety, and product quality are more important than affordability when it comes to consumer demand.
Comparative Evaluation 
In both countries Toyota has several segmentations variables and is highly focussed on other variables. In the Japanese market technology adoption and sustainability and lifestyle preferences are key factors, whereas in India income is one of the key factors. So, Japanese segmentation is more towards maturity and diversification in the market, whereas Indian segmentation is growth oriented.
Targeting
Targeting refers to selecting attractive customer segments to serve; Toyota can use differentiated or concentrated targeting according to market. 
India (Favourable)
The selective targeting strategy is characteristic of Toyota, which targets middle income family members, fleet operators, urban professionals, and premium buyers of SUVs (Tinwala, Singh and Vidani, 2025). The company isn't operating on a low-cost competitive basis; instead, it's targeting customers who want high-quality vehicles that have acceptable fuel economy and price.
Japan (Favourable)
Toyota has a more comprehensive targeting approach that satisfies different customer segments at the same time in Japan. The ones that are young, urban, green consumers, Seniors, Commercial vehicle drivers and luxury car buyers. As the hybrid and hydrogen models are selling out quickly, Toyota can now focus on innovation and environmentally conscious consumers without compromising on quality (Takeuchi, Ohmae and Ichijo, 2023).
Comparative Evaluation
Toyota's target strategy is based on the differences in the maturity of markets. The company will be more inclined to pursue high value and high mix customers in India than in Japan where they will be more inclined to pursue customers on a different price spectrum. 
Positioning 
Positioning is the process of establishing a distinctive as well as desirable brand image in consumers' minds relative to competition.  
India (Favourable)
Toyota is a brand that is considered to be a provider of high quality, reliable and fuel-efficient cars, proved to be good value for long-term use (Morgan and Liker, 2020). With fuel consumption becoming more significant and modern technology gaining in popularity, hybrid versions are starting to appear to meet the demand of an eco-friendly car and thus reinforcing Toyota's image as high quality and functional.
[image: ]
Figure 9: Positioning map of Toyota in India
(Source: self-developed)
Japan (Favourable)
Toyota has a reputation for automotive technology, innovation and sustainable transportation around the globe and the Toyota Motor Corp. is a leader in this field in Japan as well (Blahová et al., 2022). 
[image: ]
Figure 10: Positioning map of Toyota in Japan
(Source: self-developed)
Comparative Evaluation
The quality and reliability of Toyota's worldwide presence is uniform but meets expectations of local markets. While the Indian positioning is based on affordability, reliability and usefulness, the positioning in Japan is based on innovation, cutting edge technology and environmental stewardship.
[bookmark: _Toc237482235]1.4.2 Marketing Mix 
The marketing mix is a strategic framework comprising 7Ps such as Product, Price, Place, Promotion, People, Process and Physical Evidence, these are used to develop effective customer-focused marketing strategies (Sathiyan et al., 2022). 
[image: ]
Figure 11: 7ps of Marketing Mix
(Source: GeeksforGeeks. 2024)

The table below covers the definition of 7ps- 
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Product
India
Toyota's product strategy is focused on assuring safety, efficiency, and affordability of cars for budget-conscious consumers (Sathiyan et al., 2022). The company produces small hatchbacks, sport utility vehicles (SUVs) and multi-purpose vehicles (MPVs) as well as hybrid versions like the Glanza, Urban Cruiser Hyryder, Fortuner and Innova Hycross (toyotabharat.com. 2026).
[image: ]
Figure 12: Toyota Products in India
(Source: toyotabharat.com. 2026)
Japan
The range of Toyota's vehicles in Japan includes small city cars, hybrid, plug-in hybrid, and hydrogen fuel-cell vehicles (like the Mirai) alongside luxury versions of the Lexus (Global.toyota. 2026). Technological innovations, safety systems, self-driving technologies and environment-friendly solutions are the features characterizing the product development. 
[image: ]
Figure 13: Toyota Products in Japan
(Source: Global.toyota. 2026)
Similarities and Difference
Toyota's product approach is on course to be very close to the market. India is looking for functional cars, affordable cars, and durable and fuel-efficient cars, while Japan is looking for technologically advanced and environment friendly cars (Sathiyan et al., 2022).
Price
India
Toyota has adopted the competition value-based pricing in India. Its vehicles are not as cost-efficient as local brands but as they are of good quality, reliable and require less maintenance, the customer feels that they are of high value. 
[image: ]
Figure 14: Urban Cruiser Taisor price in India
(Source: toyotabharat.com. 2026)
Japan
Differentiated pricing, for example at Toyota, is offered according to the amount of technology and quality of products (Takeuchi, Ohmae and Ichijo, 2023). Compacts are still competitively priced, and hybrid, premium and Lexus are premium-priced advanced features and innovation.
[image: ]
Figure 15: Car prices rise in Japan in 2025
(Source: nikkei.com, 2026)
Similarities and Difference
Consumers' buying habits are reflected in Toyota's pricing strategy. In India, competition is key as it is more sensitive to the market; in Japan, it's an opportunity for Toyota to command a premium on the basis of its technical innovation. 
Place
India
Toyota offers its cars via a broad dealer network in both Tier-2 and Tier-3 markets, and the major metropolitan areas (Loponen, 2025). Toyota Kirloskar Motor not only does the dealership thing because it integrates both the dealership experience and digital marketing, but customers can also browse through the options, schedule test drives and even pursue financing online. 
Japan
Toyota is one of the most advanced dealership and distribution networks in Japan. Customers have access to dedicated Toyota, Toyota Corolla and Lexus dealerships and have powerful digital platforms and built-in after-sales service (Loponen, 2025).
Similarities and Difference
It is distributed in both countries, Physical & Online. On the other hand, the Indian strategy will be to penetrate new markets, and Japanese will be on the service quality, operational efficiency, and customer experience in the existing distribution network.
Promotion
India
In the Integrated Marketing Communication (IMC) campaign media used by Toyota are as follows: TV Advertising, Digital Marketing, Social Media Marketing, Influencer Marketing and Sponsorship. Some of the promotional messages include fuel efficiency, reliability, safety, and family mobility. For example, dealer events, test-drive campaigns, festive offers, as well as customer referral programmes strengthen Toyota's promotional reach and engagement. 
Japan
For Japan, the emphasis of promotion is on innovation, cutting edge technology, environment, and customer confidence (Ramachandran and Chandramohan, 2024). Toyota shines a light on the benefits of hybrid leadership, hydrogen technology and intelligent mobility solutions on TV, via digital media, corporate branding, and experiential marketing. For example, auto exhibitions, technology demonstrations, sustainability campaigns, as well as loyalty programmes reinforce Toyota's innovative and environmentally responsible brand image. 
Similarities and Differences
The promotion by Toyota is an example of a good localisation strategy. India's growth is on affordable, practical, and family values, whereas Japan's growth is on innovation, sustainability, and technological leadership.
People
India
Toyota has a number of programmes in place to train employees, develop dealerships and the development of good customer management skills. Staff have knowledge about the product, funding and customer care which enables them to enhance the buying process (Ramachandran and Chandramohan, 2024). 
Japan
The management of employees is in line with Toyota's long-term philosophy of management: Continuous improvement (Kaizen) and respect for people (Rode, Huang, and Schroeder, 2022). Technical and customer service training is provided for staff, and they are involved in ongoing quality improvement programs. The average number of union members of the company in Japan in 2024 has been observed to be 96.4. 
[image: ]
Figure 16: Employment details of Toyota
(Source: toyota-boshoku.com, 2025)
Similarities and Difference
Human resources in both countries are still a very strong competitive advantage. In India, they are interested in the continuous improvement, technical skills, organisational excellence while in Japan they are interested in improving the quality of services and developing the skills of the workforce to ensure business growth (Rode, Huang, and Schroeder, 2022).
Process
India
Toyota is constantly refining customer processes and leveraging digital to make improvements to the car buying and after sales processes (Helmold et al., 2022). Online shopping, financing/online scheduling, customer service/servicing appointments are some of the features available online for customers. Customers submit complaints through dealerships, Toyota support channels, service centres, as well as online platforms for resolution. 
Japan
The Toyota Production System (TPS), which has been made well known, is a Japanese system following lean manufacturing, Just-in-Time (JIT) and continuous process improvement. Customers contact dealerships or Toyota support, followed by investigation, communication, and timely resolution. Manufacturing systems tend to be highly efficient, providing better-quality control, lower waste, and shorter innovation cycles. Toyota has gathered a revenue of 298.3 billion in 2024 (Figure 12). 
[image: ]
Figure 17: Toyota presence in Japan
(Source: Zandt, 2024)
Similarities and Difference
Processes in both countries are very effective. In India the focus is to expand the market, make the customer more convenient and make the manufacturing system more efficient, but in Japan, the advanced manufacturing system is perceived as good practice in the world (Helmold et al., 2022).
Physical Evidence
India
Modern dealerships, well serviced centres, professional layouts of showrooms and uniformity of corporate branding are what Toyota provides. Toyota offers physical proof in the form of up-to-the-minute dealerships, service centres with adequate equipment, showroom layouts that are professional, and uniform corporate branding. 
[image: ]
Figure 18: Toyota India Website
(Source: toyotabharat.com. 2026)
Japan
Toyota's showrooms are liberally outfitted with the latest technology, such as digital product presentations, interactive displays, and high-tech customer lounges, at its dealerships in Japan (DESIGN, 2024). 
[image: ]
Figure 19: Toyota Japan Website
(Source: toyota.jp. 2026)
Similarities and Difference
The car's image is extremely significant in terms of the brand's reputation in both nations and a lot of this is owing to physical evidence. The Japanese dealerships are more focused on the technology and customer experience, whereas the Indian dealerships are more focused on convenience and the quality of service they can provide to attract new customers.
[bookmark: _Toc237482236]1.5 Analysis of Market Entry Strategy in India 
Toyota came to India in 1997 by forming a joint venture with Kirloskar Group to form a company called Toyota Kirloskar Motor (TKM). This approach was useful for Toyota to lower the investment risk, as well as to gain an understanding of the local market, distribution system and also of regulation within India by Kirloskar (RRadhika and SuryaKar, 2023). The joint venture also facilitated the government policy of foreign investment, localisation, and home industries, which has been a major advantage. However, after some time, Toyota increased its production at Bidadi in Karnataka to enhance its procurement of raw materials from the local market and to improve the cost-effectiveness. 
[image: ]
Figure 20: Toyota growth in India
(Source: autocarpro.in, 2025)
Figure 13 demonstrates the sales growth of around 34% in the year 2025 to that of 2024 in April. Moreover, with the localization of components this has reduced the manufacturing cost which has further helped in making the Indian market competitive (Mohapatra et al., 2026). Despite its benefits, the domestic carmakers like Maruti Suzuki, Tata Motors and Mahindra, which have significant market share and established dealer networks in the entry level are posing a threat to the market share of Toyota, this acted as a major disadvantage. Overall, the joint venture entry strategy has proved to be successful as the company has brought together the knowledge and expertise of both the local partner and that of Toyota and has been successful in gaining a long-term foothold in India and getting over the hurdle of an extremely rapidly growing automotive market.
[bookmark: _Toc237482237]1.6 Evaluation of ethical issues for marketing mix in Japan 
Ethical Practices
Toyota has a good ethical standing in Japan, but some ethical issues with the quality of the product, and with the communication (promotions) and transparency of the company. For example, Toyota’s Japan Eco-Vehicle Tax Incentive communications clearly explain eligible models and environmental benefits, supporting transparent and responsible customer information. Furthermore, Toyota’s KINTO subscription service provides transparent pricing and contract information, helping Japanese customers understand costs before purchasing (Waseem et al., 2024). The incident did not immediately impact consumers but had instead brought to light consumer trust and transparency and accountability issues that the company is worried about. 
Unethical Practices
Toyota's marketing always has been about quality, safety, and reliability; it appears that they have surpassed the mark (Haris, 2022). For example, Toyota ensures truthful advertising, transparent pricing, and culturally respectful marketing practices when promoting vehicles in Japan. In addition, Japanese culture is extremely conservative, and ethical and legal standards and quality control are of paramount importance (Rayhan, 2023). On a price/customer basis, responsible business practices are implemented with warranty, recall and after-sales service to reduce the impact on the customer, etc. One of the biggest issues was the certification and inconsistencies in testing undertaken in 2024, which were uncovered, whereby some Toyota vehicles had been tested using substandard testing methods during the testing process (Waseem et al., 2024). 
[bookmark: _Toc237482238]1.7 Recommendations 
Accelerate Sustainable Mobility
India
Global sustainable mobility leadership should continue to be enhanced through further investments in hybrid, battery electric and hydrogen fuel-cell vehicles by Toyota. The company should be expediting the launch of the fully electric vehicle, the markets in India where the provision of charging stations is not as advanced. 
Japan
For Japan, hybrid technology will still be relevant. Increased collaboration with the government and energy provider to increase the number of charging network partnership projects will contribute to further market acceptance and Toyota's sustainability commitments.
Strengthening Localised Marketing Strategies
India
Toyota must adapt its marketing strategy to meet the tastes and preferences of the country and not go with a ‘one size fits all' philosophy. Pricing, range, product safety, long product value and awareness of the product in Tier-2 and Tier-3 cities should be the focus of marketing communication, and in India, digital marketing and retail outlet presence in Tier-2 and Tier-3 cities (Duarte and Vardasca, 2023).
Japan
The promotion should also be continued, with emphasis on technological innovation and autonomous mobility, and the environment to please highly sophisticated consumers in Japan, who are heavily concerned with environmental issues. 
Enhance Ethical Governance and Brand Transparency
India
For Toyota to attract new customers and retain their loyal, use of ethical marketing in the product lifecycle will enhance the brand and image of the company as reliable and responsible.
Japan
Toyota have to get their quality control systems sorted and give greater visibility to their processes across the globe, as a number of problems were discovered in Japan after certification (Duarte and Vardasca, 2023). An improvement of the internal control system, public communications about Product safety and compliance audit by third parties every 3 years would improve the consumer's confidence on the product. 
Expand Strategic Partnerships and Digital Innovation
India
At the same time, digital sales channels will be the ones to dominate, virtual showrooms will be offered, artificial intelligence will make customer service even more efficient and omnichannel retail will improve both customer experience as well as the competition in the existing and new international markets. 
Japan
Toyota still needs to be creative and continues to diversify its growth prospects in electric vehicles, connectivity, and autonomous vehicles, and looking for strategic partnerships with tech vendors and carmakers (Pérez-Moure et al., 2023). 
[bookmark: _Toc237482239]1.8 Conclusion 
The comparative analysis shows that both the companies have been successful in certain measure as they were able to tailor their international marketing strategies according to the contrasting attributes of India and Japan. India has great growth potential because of the positive demographic, there are many cars, Government support, but on the other hand, there is innovative leadership, absence of cost fluctuations and technological leadership in Japan. 


[bookmark: _Toc237482240]Section 2: Reflective Account
A reflective account critically examines personal experiences, learning, decisions as well as outcomes, identifying strengths, challenges, and improvements for the enhancement of future academic and professional practice (Rajagopal and Zlatev, 2025). 
[bookmark: _Toc237482241]2.1 Description 
In the course of this report, I have applied systematic and structured approach which consist of research and analysis of international marketing strategy of Toyota in India and Japan. Firstly, the assessment requirements were reviewed to understand the desired outcome of the assessment and the key analytical frameworks used; PESTLE, Hofstede's Cultural Dimensions, STP, the 7Ps Marketing Mix, market entry strategy and ethical issues. Once that, I conducted detailed research from many academically published journals, books, industry reports and other credible sources like Toyota, Statista, JETRO, Invest India, Government published and other sources to get accurate and up-to-date information. In the research process I ensured that I didn't describe each market, instead I took into account the difference in macro-environmental, cultural, and marketing level between the two countries (Rajagopal and Zlatev, 2025). The collected information was divided into logical themes, which allowed to consider Toyota's international marketing strategies in a critical way both theoretically and practically. Also, I ensured that there are sufficient number of references to support arguments and that there is market current data so that the report is more academic. I used an academic style during all stages of the writing process, had a logical structure, and ensured that each paragraph was linked to the assessment tasks. Finally, I read through the report several times to improve the clarity, logic, and consistency in the report (properly referenced and following academic integrity guidelines.
[bookmark: _Toc237482242]2.2 Feelings 
For this assignment I had no difficulty in analysing international marketing as I had some idea about what to do as I have studied some concepts of marketing in my other assignments. But I did have some doubt about balancing two countries, giving a variety of analytical frameworks, and maintaining a balanced discussion and some uncertainty about that. Due to my research work, my confidence gradually increasing as I gained knowledge about various factors having influence on international business decisions like macro-environmental, cultural, and marketing factors (Gini and Agala, 2023). The concept of executing campaigns in a similar fashion with an equal brand name but different markets was what caught my eye in particular, in Toyota's case, India versus Japan. Identifying the best information, which was often very out-of-date and came from a variety of academic and industry sources and assessing evidence could sometimes be challenging. But, after completing each portion of the work, I was feeling good and confident in analysing and comparing the concepts. Overall, it was a great inspiration to develop my research, analytic and academic writing skills in the future assignments.
[bookmark: _Toc237482243]2.3 Evaluation 
I believe the research and preparation of the report was successful as it enabled me to broaden my knowledge of the two markets that I decided to market in internationally and the strategies Toyota uses to do so. The positive one was there where I'm able to apply a number of business theories to real world business scenarios like PESTLE, Hofstede's cultural dimensions, STP and the 7Ps marketing mix. These frameworks have aided me in the logical planning of my analysis and making a critical comparison between opportunities and challenges of Toyota in India and Japan (Hyland, 2023). I was also able to find and access academic journal articles, government reports, industry reports and my arguments were now credible. But I had some problems in the research process. There was lots of data from various sources, but it was hard to find the most pertinent and reputable evidence. Also, there had to be planning and organizing comparisons between two countries which were not repeated. 
[bookmark: _Toc237482244]2.4 Analysis 
It gave me the opportunity to explore the application of theory in analysing the international marketing practices. For example, I knew that international marketing entails adapting marketing strategies to the political, economic, cultural and consumer environment, and using the PESTLE and Hofstede's Cultural Dimensions, STP and 7Ps Marketing Mix. The comparisons with India and Japan also revealed that it is impossible to have a ‘one size fits all' solution for companies in the global markets (Dagsberg and Persson, 2025). I found critical analysis to be a process of realization of the evidence, to compare various points of view and to link theory and business practice. Additionally, throughout the research process I learned about the reliability of different research sources from academic and business, and I was able to use that knowledge in my discussion (Passarelli and Kolb, 2023). Besides, I knew about the value of ethics, transparency, and corporate responsibility issues to maintain a good name around the world. 
[bookmark: _Toc237482245]2.5 Conclusion 
This reflection on this assignment has been useful for me to identify the skills that I have developed in preparing the research, analytical and academic writing skills. I have enthusiastically used Gibbs' Reflective Cycle to see how it is applied to my learning journey and been encouraged to reflect on the learning process, and I consider my learning and learning product (Passarelli and Kolb, 2023). I have gained knowledge and understanding of the application of theory in international marketing in the real business world and the importance of evidence that is credible when analysing. 
[bookmark: _Toc237482246]2.6 Action Plan
	Area for Development
	Action to be Taken
	Expected Outcome
	Timeline

	Improve research skills
	Read more peer-reviewed journal articles and industry reports for future assignments.
	Stronger evidence base and improved academic credibility.
	Next 1 month

	Enhance critical analysis
	Practise evaluating and comparing theories instead of relying on descriptive discussion (Fife and Gossner, 2024).
	More critical and analytical academic writing.
	Throughout the next semester

	Develop time management
	Prepare a study schedule with milestones for research, drafting and proofreading.
	Better organisation, reduced stress, and timely submission of assignments.
	Before each assignment

	Strengthen referencing and proofreading
	Allocate dedicated time to review grammar, formatting and Harvard referencing before submission.
	Higher academic quality, fewer errors, and improved presentation.
	Final 2–3 days before submission
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Hofstede Factor

Definition

Power Distance

It measures how subordinates within any society
acknowledge and anticipate imbalance in power, authority,
and hierarchy.

Individualism

It measures the degree in which an individual will focus on
individual goals, such as individual achievement or
independence, over group values or group loyalty
(weforum.org. 2023).

Motivation towards
Achievement and
Success

It evaluates the degree of importance a society places on
competitive success, individual achievement, rewards, and
material goods over harmony, teamwork, and the quality of
life.

Uncertainty It measures the extent to which an individual feels an

Avoidance attitude of anxiety or discomfort with ambiguity and an
inability to tolerate uncertainty and a desire for rules and
structure (weforum.org. 2023).

Long-Term It indicate how much greater respect for thinking of the

Orientation future, perseverance, adaptation, investing and economizing
and careful planning is placed above.

Indulgence It measures the extent in which society allows pretty much

unimpeded satisfaction of natural human instincts,
gratification, recreation and self actualisation.
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Element

Definition

Product

Product refers to the goods or services offered to satisfy customer
needs and create value through features, quality, design, benefits and
brand characteristics. (Yusuf and Matiin, 2022).

Price

Price represents the monetary amount customers pay to obtain a
product or service. It influences purchasing decisions, perceived value,
competitiveness and organisational revenue, requiring businesses to
balance customer affordability with profitability (Yusuf and Matiin,
2022).

Place

Place concerns the channels and locations through which products or
services are made available to customers. (Darmawan and Grenier,
2021).

Promotion

Promotion involves marketing communications used to inform,
persuade and remind target customers about an organisation’s
offerings (Hackley and Hackley, 2021).

People

People include employees and other individuals who interact with
customers and influence service delivery and customer experiences.
(Darmawan and Grenier, 2021).

Process

Process refers to the procedures, activities and systems through which
a product or service is delivered to customers. (Darmawan and
Grenier, 2021).

Physical
Evidence

Physical evidence encompasses tangible elements that support and
communicate the quality of a service, including premises, appearance,
packaging and other visible cues. (Mir-Bernal and Sadaba, 2022).
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Factor Definition

Political It discusses governmental policy, political stability, taxation, trade
controls and government intervention that are able to affect
business performance and strategy (Eierle et al., 2022).

Economic It analyses economic variables such as GDP, interest rates,
inflation, employment and consumer spending money & income that
determines purchasing ability and market demand & profitability.

Social It analyses current trends, and values in a society. Lifestyles,

education level, as well as population size and structure and
customer perceptions are identified and impact purchases by the
consumers and on the market available (Dalirazar and Sabzi, 2023),

Technological

It assesses the potential for technological innovation, automation
and digitalisation, research & development and infrastructure to
create risks and opportunities regarding international
competitiveness (Akman, 2020).

Environmental

It incorporates climate change and environmental policy and law,
greenhouse gas emissions, available resources and scarcity,
sustainable sourcing requirements, and customer environmental
awareness all influencing our business operations.

Legal

It explores employment, consumer, competition, Intellectual
Property, safety and environment laws & regulatory compliances
that apply to commercial operations.
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