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1. [bookmark: _Toc195971096]Introduction 
[bookmark: _Toc195971097]1.1 Background of the chosen company 
The chosen company is Toyota, which is a well-renowned automobile manufacturing company, and is one of the best car-selling companies all around the world. Toyota is well-known for its reliability, sustainability, and innovation in its car manufacturing. They have their brunches all around the country and in about 170 countries sell their car. They have a vast number of targeted customers, and their brand value is quite high. In recent times, they have been focusing on technology, and for this instance, they are now making laptops. They build some premium quality laptops, which they mainly target at office workers and graphic designers. 
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Figure: Toyota logo (Chu et al, 2021)
[bookmark: _Toc195971098]1.2 Purpose of the report
Currently, the world is seeing the era of technological advancement, and for that, Toyota also wants to be a part of this new tech industry. Due to that, they will be launching their new product, which is a laptop, to catch the premium laptop market and reach the audience who are willing to use these technologies properly. As Toyota is currently an automobile giant and they want to contribute to the tech world with their tech invention. The purpose of this extension is to catch the new market and make more profit, also, they will try to meet the customers' needs based on technological advancements. Their main objective is to reach the customer base of students and employees (Karataş et al, 2020). 
2. [bookmark: _Toc195971099]New brand extension 
[bookmark: _Toc195971100]2.1 Description of the proposed new brand extension
Toyota Laptop will introduce its laptop series with a stronger and powerful processor. Also, they will focus on the long-lasting battery life so that students can easily carry their laptops to school and college. Their laptops will also be made of eco-friendly materials so that they will not be a threat to the environment. They will also add some features like – 
· Toyota Laptop will add the AI tool to their laptop so it can compete with other brands. 
· They will make an aggressive design for their laptop (Karataş et al, 2020).. 
· They will try to make their operating system, which is better than all other companies. 
· Use of eco-friendly materials will help them maintain the sustainability of the environment. 
· They will also add a smart application so that it can be easily linked up with other useful devices (Lavi et al, 2021). 
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Figure: Toyota laptop (Chu et al, 2021)


[bookmark: _Toc195971101]2.2 How it aligns with the existing brand values and market position
This extension is very much relevant for the company and its customers. Toyota Laptop is one of the biggest automobile manufacturing company in the world. They have a huge customer base who are loyal to them for that Toyota Laptop wants to join other part of the tech industry like laptop which will allow them to participate in the revolution of the modern technologies and also satisfy their customers who will be willing to use their new technologies (Karataş et al, 2020)-
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Figure: Marketing Strategy (Karataş et al, 2020)
[bookmark: _Toc195971102]2.3 How it adds value to the brand, fills a market gap, or meets an emerging need
It will help their customers to connect it with their previous products like cars and others, which will eventually allow them to make their lives much easier. With the help of this extension of laptops in their company, this will help them to leverage the reputation of the company, as this will add a new means to their customers and will help them to be more connected with their automobile in their day-to-day life. This will help their customers to solve various problems and will allow the students to pursue their studies with the help of their laptop (Chu et al, 2021). 

3. [bookmark: _Toc195971103]Segmentation. Targeting and Positioning (STP) 
[bookmark: _Toc195971104]3.1 Market segmentation
The market is segmented in various ways and on the basis of various aspects. There are some key aspects that play an important role in market segmentation. They are geography, demography, psychograph, and more. Some of them are – 
Geographic: The geographic location of the business and company helps tech products to increase their sales. For both the business and its clients, this extension is highly pertinent. The most relevant segment for Toyota Laptop’s laptop is the young students and professionals who mainly use laptops for their daily usage and for study purposes (Hair et al, 2014).    
Demographic: The demographic sector also has a good influence on the product of Toyota Laptop. Additionally, it will assist their clients in connecting it with their prior automobiles and other products, thus enabling them to simplify their life (Karataş et al, 2020)..
Psychographic: This is due to the concern of the customers for eco-conscious, brand loyalty, and adaptability of their customers. With the addition of laptops to their business, they will be able to capitalize on their reputation by giving their clients new tools and enabling them to be more involved with their cars in their daily lives (Nahar, 2022). 
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Figure: Toyota laptop (Chu et al, 2021)

[bookmark: _Toc195971105]3.2 Targeting strategy 
For making a proper targeting strategy, Toyota Laptop will have to identify its target market, on which it will launch its products. Toyota Laptop will launch its products mainly for the young federation students and professionals. For that, they will make a stronger and powerful laptop, which will help them connect to their targeted customers easily (Hair et al, 2014).    
As the modern technology sector is welcomed by the youth, it will be a very good decision for Toyota Laptop to select the young generation board that targets customers. Younger generations are now much more concerned about technologies, and they are the prime users of various tech products. For that, Toyota Laptop has targeted the young generation for its new product (Doole et al, 2016).
[bookmark: _Toc195971106]3.3 Positioning strategy 
As Toyota Laptop is targeting young students and professionals for their laptop, Toyota Laptop will have to build a smart, sustainable, and technology-based laptop that will attract its customers with its extraordinary performance. Also, Toyota Laptop will import a larger battery for a better battery life so that students can carry their laptops to their educational institutes and employees can take their laptops to their working areas for professional purposes. Toyota Laptop needs to blend their automobile set towards technology with modern technology so that they can build a much better laptop than others in the market (Karataş et al, 2020)..
Also, Toyota Laptop will provide some extra benefits for the target markets in the laptops. For example, they will add artificial intelligence to their laptop so that this can be used by the students for peer review of their daily work and assignments. This AI technology will also help professionals make better and strategic plans for their company. With these, Toyota Laptop will be able to attract the targeted customer base towards their new product, the laptop, and increase their sales to make it a profitable product for the company (Pisoni et al, 2019).
[bookmark: _Toc195649540][bookmark: _Toc195971107]
4. Customer Persona/Profile
[bookmark: _Toc195649541][bookmark: _Toc195971108]4.1 Demographic Information
The basic customer base of “Toyota Laptop" will have inclusion of individuals who are between the ages of 22 to 45. The age range is more likely to include The business will have a target group containing people from all genders along with having income between £20,000 to £55,000 yearly early-career professionals, university students, tech-savvy individuals, entrepreneurs and so on who are looking for reliability along with performance and brand prestige (Djurica, 2020). The occupation of potential customers may include marketing professionals, designers, software engineers, business analysts as well as students studying business-related programs or technology- The demographic group will have an education that may vary from undergraduate degree holders to postgraduate along with having professions having educations in IT, business or engineering sectors (Shakespeare, 2019). 
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Figure: Demographic (Shakespeare, 2019).
[bookmark: _Toc195649542][bookmark: _Toc195971109]4.2 Psychographic Information
The acute user will be more likely to live in a fast-paced lifestyle being digitally connected. Their preference for this kind of product will be durability, efficiency as well as innovation. They are most likely to multitask regarding study, work along personal development where eco-conscious production and sleek design will have a great impact (Changchien et al, 2016). The customer will also be more likely to value reliability and quality that incorporates “Toyota Laptop’s” reputation, sustainable innovation as well as engineering excellence. The customer further will have motivation through the expectation of smart living, reliable tools along social mobility enhancing productivity.  Moreover, they will have an appreciation for brands that portray minimalistic modern aesthetics incorporating powerful performance (Russo et al, 2021). 
[bookmark: _Toc195649543][bookmark: _Toc195971110]4.3 Behavioural Insights
The expected customer of “Toyota Laptop” is more likely to aspire to do thorough research right before purchasing a product that is high-involvement in nature like laptops. For that, they will not only go through customer reviews but also brand reputations and comparison of specifications. The purchases of the product are more like to take place through the company’s website or platforms like Currys and Amazon UK. Further, their behaviours are more likely to be influenced by price-to-performance ratio price-to-performance ratio, design, and customer service quality, battery life, processing speed, brand reputation and such. As per the brand reputation in the automobile field, it is expected they will do great in laptop products (Prasad et al, 2022).
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Figure: Customer Behaviours (Prasad et al, 2022)
[bookmark: _Toc195649544][bookmark: _Toc195971111]4.4 Visual Persona 
Meet Brian who is a UX designer aged 27 years old and lives in London. He places great importance on reliable tech tools along with innovative design that will incorporate with his vibrant lifestyle. Since Toyota Laptop is one of the largest automakers in the world and has a sizable and devoted customer base, the company is looking to enter other tech sectors, such as laptops, in order to both satisfy its customers who are eager to use their new technologies and take part in the revolution of modern technology. All week long he is involved with work, the development of side projects along with shopping ethically and so the laptop he needs must have sustainable, performance along with minimalist aesthetics that “Toyota Laptop” provides with their current products (Karataş et al, 2020).. 
[bookmark: _Toc195649545][bookmark: _Toc195971112]5. Marketing Mix Strategies
[bookmark: _Toc195649546][bookmark: _Toc195971113]5.1 Product
The products of “Toyota Laptop" will be launched as a combination of reliability, power as well as sustainability portraying its previous success as a major leading company in its field. The laptops will feature an aluminium chassis slim product along with being elegant even though minimalist (Chaffey et al, 2021). The major specifications are more likely are 16GB/32GB RAM, Intel Core i7/i9 processors, 16-inch 4K touchscreen display, Toyota Laptop EcoCharge Battery Management System, 1TB SSD, 12-hour battery life with fast charging, Built-in Toyota Laptop SmartSync for vehicle-laptop integration and so on. Further, the product will be differentiated through its eco-friendly components, advanced cooling technology along cloud-based updates. Further, it will also offer cyber-security, productivity as well as smart mobility integration (Muliana et al, 2024). 
[bookmark: _Toc195649547][bookmark: _Toc195971114]5.2 Price
A competitive as well as value-based pricing strategy is more likely to take place and it will be more likely to be accepted because of the product’s innovative features and secondly the perceived brand quality of “Toyota Laptop”. Further, the pricing should range from £950 to £1,999 based on specifications. This pricing strategy will be more effective because of superior product and brand value. Many competitors may offer penetration prices but in terms of quality, the product will be superior (Richardson, 2024). 
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Figure: The 7ps of the marketing mix (Muliana et al, 2024)
[bookmark: _Toc195649548][bookmark: _Toc195971115]5.3 Place
The major distribution will take place through the official e-commerce site of "Toyota Laptop" along with the utilization of online shopping platforms like Currys, Amazon UK, John Lewis and so on. Toyota Laptop has aimed its new vehicle at the younger demographic. Further, the showrooms of the company will be able to showcase their laptop options for testing as well as purchasing, further having partnerships with corporate offices and universities will have a great reach.  Further different pop-up stores will be open in major cities of the UK like London, Manchester, Birmingham, and Wales and so on (Muliana et al, 2024). 
[bookmark: _Toc195649549][bookmark: _Toc195971116]5.4 Promotion
The promotion will be conducted through a combination of traditional as well as digital channels.  Firstly online platforms like Instagram, Facebook, YouTube and TikTok will be utilised for advertising campaigns by portraying travel convenience, work-from-home productivity as well and auto-sync capabilities. Then influencer collaboration with tech influencers along with ambassadors will help “Toyota Laptop” in different aspects. Further public relations can be covered through press releases in launch coverage by tech journalists, business publications along tech magazines. Lastly, different promotional offerings will be given like student packages, early order discounts, along with gifts for first-time purchases (Richardson, 2024). 
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Figure: Promotion (Richardson, 2024).


[bookmark: _Toc195649550][bookmark: _Toc195971117]5.5 People
The employees in the current dealership as well as online support agents will need to go through training to adapt to product launches. Further new professionals and experts in the tech field especially in laptops are needed to hire for product development, marketing, and operation along with ensuring consistent service quality. Toyota Laptop made a wise choice in choosing the younger generation board to target customers because the younger generation embraces the contemporary technology sector.  Further video conferencing, as well as live chat, will avail Virtual product walkthroughs. Then the customer service team need to have technical expertise, empathy, along responsiveness to increase customer satisfaction (Aaker et al, 2023). 
[bookmark: _Toc195649551][bookmark: _Toc195971118]5.6 Process
For process transparency as well as efficiency an integrated order-to-delivery system will be implemented through which it will be possible for customers to track delivery in real-time along with personalise arrangements. Toyota Laptop must determine its target market before launching its products in order to create an effective targeting strategy. AI-powered FAQs, 24/7 virtual assistance as well a 3-year standard warranty with premium after-sales services will be included in the support process (Richardson, 2024).  
[bookmark: _Toc195971119]5.7 Physical Evidence
There will be visibility of the brand in each physical touch point let it be user manuals, packaging or dealership displays. The sustainability objectives of the company will be visible in aspects like eco-friendly packaging as well as shipped in minimal. Toyota Laptop will primarily market its products to young professionals and students in the Federation. Further, the addition of a USB-C charging dock along with a branded carry sleeve will present an exclusive unboxing experience. To do that, they will create a more robust and potent laptop that will let them too readily engage with their target audience. The maintenance of consistent branding with the help of colour schemes, iconography, modern typography, etc. will be visible through Digital cues like apps for example emails, app interfaces as well as web design (Aaker et al, 2023). 


[bookmark: _Toc195649552][bookmark: _Toc195971120]6. Conclusion and Recommendations
Through brand extension, the “Toyota Laptop" will be able to become a key innovative tech company in the UK through the help of its reputation in the case of reliability attracting not only students but also tech-savvy professionals. If the company combines aspects like minimalist design, performance along sustainability, it will be able to position its products as premium but conscious choices. Further for having success, the company should have strategic influencer partnerships, a robust online presence as well as eco-friendly packaging. Further loyalty and trust can be built and enhanced through prioritization of customer feedback as well as after-sales service. Further awareness can be enhanced through the partnership with tech communities and other universities. Last ongoing communication as well as consistent innovation not only will help retain competitiveness but also long-term success. 
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