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Toyota Motor Corporation (also called "Toyota" or "the company") makes and sells cars. The company makes pickup trucks, minivans, trucks, and buses, as well as mid-size, luxury, sports, and specialty cars, as well as recreational and sport-utility vehicles. The company also works in the housing, financial services, telecommunications, and information technology industries. Toyota's products are sold under the Lexus, Toyota, and Hino brands. It has factories in a number of cities in North America, South America, Europe, Africa, the Asia-Pacific region, and the Middle East. It also has facilities in the US, Japan, and China for research and development (R&D). The main office of the company is in Toyota City, Aichi, which is in Japan. (MarketLine, 2023).
Mission
‘Producing Happiness for All’ (TOYOTA, n.d.)
General Strategy
The general strategy of Toyota Motor Corporation is a mix of cost leadership, differentiation, and a focus on niche markets. This is made possible by brand differentiation, which lets different strategies be used for each brand.
For example, Toyota is a cost leader in the auto industry because it makes standard models that are affordable for a large number of customers. Like Toyota, Daihatsu and Hino make cars that offer good value for the money, but they only sell to a small group of commercial users. Lexus, on the other hand, is a brand that stands out because of its unique design and comfort features. This makes it appealing to a niche market of high-end consumers. Subaru, on the other hand, is not a high-end brand. Instead, it is marketed as a "sport utility" brand, aimed at people who are interested in performance. Overall, though, Toyota's main strategy is to be the most cost-effective. This is the strategy used by its most popular brand, which makes up the vast majority of its sales. Toyota's competitive advantage comes from its cost leadership, which is made possible by a lean manufacturing method and standard methods and processes that save money and boost productivity. The company's culture is also a source of competitive advantage. Not only does it help keep prices low by supporting lean manufacturing, but it also helps come up with hard innovations that have led to the company standing out. (Toyota Motor Corp, 2022)
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Segmentation, targeting, and positioning (STP) are the building blocks of every marketing strategy. A company finds the different needs and groups in the market, focuses on the needs and groups that it can meet better than anyone else, and then positions its product so that its target market can recognize its unique product and image. (Kotler, 2020)



1. Segmentation
1.1. Demographical
Every age group except for people in their 30s chose. 97% of customers said Toyota meets their needs. The same was true for 88% of African Americans and Blacks, 94% of Hispanics and Latinos, and 97% of Asians. (Swant, 2022) (Lauren Debeter, 2022)
1.2.  Geographical
The Toyota brand is known all over the world, but the strongest markets are Japan and North                      America. Even though North America is the biggest market in terms of size, Toyota makes more money in Japan. (Sales Volume Overseas, 2011) (Sales Volume in Japan, 2011)
1.3. Behavioural
Most people who buy a Toyota keep it for a long time because the brand is reliable and makes good cars. Toyotas make up four of the top ten car models in terms of how long people keep them. (Blackley, n.d.)
1.4.  Psychographic 
The most important things are comfort, safety, and usefulness in Toyota’s automobiles. (Toyota Global Vision, n.d.)

2. Targeting
Toyota cares a lot about being environmentally friendly. Toyota said it would spend more than $35 billion over the next eight years to build up its fleet of electric cars and compete more directly in the EV market. As part of these goals, the Japanese auto giant wants to have up to 30 new models by the end of this decade and sell an average of 3.5 million cars per year. (Bhandari, 2007). According to Bhandari (2007), Toyota's strategy is based on the idea that the "right car in the right place" (right car for the right place). It has focused on the US, Canada, the EU, Australia, China, India, and Indonesia. It has a wide range of products for people of different ages and professions, such as sports cars, cars that care about the environment, cars that run on 100% bio-ethanol fuel, and truck lovers. 
3. Positioning
The marketing positioning strategy is helped by the fact that there are a lot of different offers and things about the products. Reliability as a brand: Toyota is still a name you can trust. Toyota has always been a good choice when times are tough and you need a high-quality car that keeps its value. (Buss, 2021)
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One of the most important ideas in modern marketing is called the "marketing mix." It is a group of marketing tools that the company combines to get the response it wants from its target market. There are four things: the product, the price, the place, and the marketing. Product is the combination of goods and services that a company sells to its target market. Price is how much customers have to pay to get the product. Price includes what the company does to get the product to the people who want it. Promotion means doing things to tell people about the good things about a product and get them to buy it. (Kotler, 2020)
1. Product
The Toyota Motor company has a wide range of products because it doesn't just make cars and trucks. Toyota also offers its customers mobility services, financial services, warranty services, and car services.Toyota has a wide range of passenger and commercial vehicles. It makes more than 120 different models, which is more than many of its competitors. These models cover a wide range of market segments and customer types, from economy to luxury, and from minicars to sedans, pickups, SUVs, and trucks. This shows how the company uses different brands to use a mix of strategies. Notably, the company has a wide range of products because it customizes them for local markets in a lot of ways. For example, Toyota has a lot of SUVs in its lineup, which fits with what North American consumers want. In the same way, most of the fuel-efficient models are sold in Europe, while most of the small sub-compact models are sold in Japan. Toyota's success around the world has been due in large part to the level of sophistication of its products. The company focuses on the lower end of the market, where the Toyota brand is most popular. Toyota has made most of its money from its subcompact and compact cars, the Toyota Yaris and Toyota Corolla. (Toyota Motor Corp, 2022).
2. Price
The Toyota Corporation has set prices in different parts of the world based on how much money customers have. The company has been successful at making cars for both people with low and high incomes, making sure that neither group is left out of its target market. Since sales are going up and profits are at their highest, this gives the company an edge in the market. Still, supply and demand are a big part of what the price is. Some of the things that have affected how Toyota sets its prices are its reputation, the experience its products give to customers, and its location. The price of a product may be affected by a number of factors, such as overhead and labour costs, even though it is hard to measure the service and physical costs of making a product. (Goutam Challagalla, 2014). Toyota has used a pricing system that is easy for customers to understand. Even though we have the highest standards, this has been the case. Customers do get a good value for their money when they buy Toyota goods. (Jay Heizer, 2014). Its prices follow marketing principles because they aren't cheap but instead stand for quality, which makes people want to spend a little bit more. (Liker, 2014).
3. Place
The Toyota Company has been able to find many niches in the market where its products are in high demand. Because of this, most of the markets in Asia, Africa, the United States, and Europe have been effectively reached by its products. The company does business in Japan as well as other places in North America, Europe, Asia, Oceania, Central and South America, the Middle East, and Africa. It has places where it makes things in more than 50 countries and areas, most of which are in Southeast Asia. The company has a few large production hubs in key areas of Europe and the US, which help its supply chain in these important markets. It also has a large manufacturing base in Asia, which helps it keep its manufacturing costs low. Toyota's cars are sold in 204 countries by 168 distributors. The company uses a dealership model, which is good for the pull method because it helps the company keep up with what customers want. Sales reps stop by dealerships and talk to sales assistants on a regular basis to find out how to better target the consumer population. Then, they tell the product development teams what they found out. (Toyota Motor Corp, 2022). 
4. Promotions
Toyota advertises on TV, in newspapers, and online. This is called a "omnichannel media presence." Toyota used to have the most success with print ads that had clever messages. But Toyota has made a big step from its old marketing method of print ads to the new marketing method of social media. The company runs campaigns on Twitter and Facebook and focuses on getting users to interact with each other. Users can ask for more information about the products or tell other users about their own experiences. (Toyota Motor Corp, 2022)
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