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           Market segmentation is the process of classifying the market into smaller categories that are well defined and meet target customers' preferences, desires, and needs. The segmentation involves market subsets that are based on demographics, behavioral characteristics, psychographics, and firmographic. The most important benefit of the market of segmentation is that it helps in growing business profits. The other benefits are that it enhances product development, leads to increased brand loyalty, and attracts the right customers (Camilleri, 2018). This is paper will analyze the market segmentation for the Toyota car brand.
           Demographic segmentation divides the market based on education, gender, age, ethnicity, religion, income, and family make-up. The three factors to look at are income, gender, and family make-up (Dolnicar et al., 2018). High-income earners have an interest in cars with high value. Therefore, the target for middle-income earners is usually high-performing cars with V8 engines such as Lexus and Fortuner. In low-income areas, the target cars include cheaper cars such as Tundra and RAV4. Regarding gender, most females prefer automatic cars while most males prefer manual cars. Therefore, manual cars will target men mostly. Regarding family, Toyota targets families with cars with more seats such as Toyota Wish, Toyota Sienta, or Toyota rush which are more spacious and contain more seats. 
           Psychographic segmentation focuses on customer’s interests and personalities. That is customers' values, hobbies, lifestyles, beliefs, and life goals (Camiller, 2018). The three factors to look at are values, hobbies, and lifestyles. On values, some people like modest cars. These are cars without much complications and with a relatively average price. The Toyota brands target such customers with cars such as Toyota Premio and Toyota Allion.  Regarding lifestyle, Toyota has sports cars that have stunning looks, good handling, and bristling performance such as Toyota GR Supra. Regarding beliefs, some people have a deep reverence for the environment. Toyota targets such customers as hybrid cars, which have reduced emissions such as Toyota Avalon Hybrid ad Toyota Camry Hybrid. 
           Geographic segmentation targets customers according to their geographic location. Customers have varied preferences according to their environmental location. The factors pertaining to geographic location include state, region, and city (Camilleri, 2018). The varying factors across these locations include weather, terrain, and traffic. Regarding terrain, Toyota targets customers living in rugged and rough terrains with four-wheel drive cars such as Toyota Landcruiser and Toyota 4Runner. Regarding weather, customers with areas with harsh weather like more stable and good performance cars. Toyota targets such customers with SUVs. Regarding traffic, customers in areas with a lot of traffic like cars with low fuel consumption. Toyota targets such customers with cars such as Toyota Prius, Toyota Mirai, and Toyota Prime. 
           Behavioral segmentation targets customers according to their behavioral patterns. The behavioral characteristics include customer behaviors, habits, and trends (Dolnicar et al., 20180. When it comes to customer behaviors, youthful customers prefer good-looking cars with good performance and not expensive. Toyota targets such customers with cars like Corolla Hatchback, Corolla Hybrid, and Prius Prime. Regarding habits, old people prefer things that are safer, efficient, and easy to use. Toyota targets such customers with Toyota Prius and Lexus because they are more efficient in driving and great reviews on crash tests. Lastly, regarding trends, certain customers buy cars based on behavioral trends. For instance, single mothers prefer certain cars such as the Toyota hatchback. Thus, Toyota will mainly market such cars for single mothers. 
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