Running head: MARKET STRATEGY REVITALIZATION FOR TOYOTA IST NEW MODEL	2
MARKET STRATEGY REVITALIZATION FOR TOYOTA IST NEW MODEL	2
[bookmark: _Hlk39092029]





Market Strategy Revitalization for Toyota IST New Model
Student’s Name
Institutional Affiliations


Market Strategy Revitalization for Toyota IST New Model
Introduction and Background of the Product
Toyota is a well know auto company that produces many kinds of vehicles ranging from small saloon cars to larger vehicles and hatchbacks. The company is headquartered in Japan but has many branches in various parts of the world. Studies in the motor vehicle industry show that Toyota is at the top leading in exports of its motor vehicles. Many African countries seem to trust Toyota vehicles soc much because of the fact that they are relatively cheaper and easy to maintain compared to other vehicle brands such as Nissan, Chevrolet, BMW, Volkswagen and others. The success that Toyota enjoys is brought about by its successful marketing strategies used to market those products. Toyota has gone at length to ensure that they apply various marketing models to reach all people all over the world to market its products and this explains why they are the leading exporters of small motor vehicle units. One of the well-marketed brands is the Toyota Hiace, which has taken the world by storm, especially because of its use in the public transport sector in developing countries. Being a minivan, it is cheaper and affordable for many business people in public transport in developing countries.
Even though some products of Toyota have been marketed adequately, some have not been marketed so successfully and they need new marketing strategies revitalization to boost the sale volumes. One such product is the Toyota IST new model. Unlike the predecessor, Toyota IST old model which was successfully received by many people all over the world, The Toyota IST New model, which the company produced from the year 2010, received a sluggish reception in the market all over the world. The last few decades have seen a boom in the need for lower vehicles as ore and more countries have made strides in improving the living standards of people (Deetman et al., 2018). In the African continent, for example, a lot of countries such as South Africa, Kenya and Ethiopia made tremendous strides in developing their countries and the living standards of their people increases. With the increase in the improvement of the living standards, the vehicles increasing became a necessity for many people. This was the case in many Asian countries as well as American and European countries, which are already developed. However, some vehicles proved too expensive for people to buy and that is why companies opted to produce smaller units that were fuel-efficient, and affordable too. For Toyota, it opted to produce smaller units such as Toyota Alto and Toyota IST as well as Toyota Passo.
Even though some of the smaller vehicles produced by Toyota have picked up well in the market, things have not been so well with Toyota IST new model. This can be seen in people’s preference for other models in the market which has been a headache for the company. Despite the new Toyota IST model coming with a new modern shape and improved safety measures, the reception in the market has been sluggish. This sluggish reception can be attributed to the lack of a robust marketing strategy by the company for this product. Therefore, this report will explore some marketing strategies that can be used to revitalize the marketing strategy of Toyota IST as a product of Toyota Motor Company.
SWOT Analysis
SWOT analysis is one of the frameworks used to analyze both internal and external factors affecting a company of a product and their effect on the well being of the company or product in the market or industry. In this case, this swot analysis explores the external and internal factors in regard to Toyota IST New Model 2010 produced by Toyota Motor Company. SWOT s an abbreviation of Strengths, Weaknesses, Opportunities and Threats.
Strengths
Toyota IST New model strengths in the market is that it has a new lovely shape with modern safety standards that makes it adorable for many people who love small cars. As such, it can be preferred compared to its predecessor. The curved front panel gives it a look of a posh car with a compact engine cabinet. This way, the car’s stability has been improved by balancing its body material evenly from front to the back. This gives it a higher safety standard compared to its predecessor.
Another strength is that Toyota IST 2010 New model is fitted with a 1.5 liters 1NZ engine capacity that makes it fuel-efficient. Its smaller engine capacity means that it consumes less fuel per kilometer and this makes it a good choice for middle-class earners all over the world. One of the factors that determine which type of vehicle one buys is the engine capacity (Neves, Marques & Fuinhas, 2019). A vehicle with a higher engine capacity consumes more fuel per kilometer and thus is expensive to fuel and maintain. On the other hand, a car with a lower engine capacity consumes less fuel compared to those with higher engine capacities and this makes them easier to maintain and fuel. Toyota IST 2010 model is one of the vehicles that are efficient on fuel and, therefore, can be a good choice for many people looking for fuel-efficient cars.
Most parts of the older model of Toyota IST fit into the new Toyota IST model of 2010. This means that the spare parts are readily available in the market and therefore, it is easier to maintain the Toyota IST new model even from remote areas. This eliminates the need to keep ordering spare parts from abroad, which can be expensive for many small car owners to afford. It makes no sense actually to buy a car whose spare parts are very rare 9 Gregg, 2020). Toyota is a company that has been in the market for many years and as such, its supply chain is working efficiently and is more developed to ensure that spare parts for its products are readily available. This is a plus for this company in regard to its product, the Toyota IST 2010 New Model.
Weaknesses
One of the weaknesses of Toyota IST is the limited boot space. The fact that its rear part is highly limited and cut out means that very little space is left between the rear door and the rear sits. This limited boot space was designed to ensure that the car users of Toyota IST do not overburden it with too much load for its small capacity engine. Therefore, for one that is looking for a vehicle that is fuel-efficient and at the same time having enough boot space, Toyota IST is not a good choice and that is a weakness for this Toyota unit.
Another weakness of Toyota IST is that it has the same engine specifications with other better competing Toyota vehicles. For example, Toyota Premio, Axio and Allion, which are small saloon cars have the same engine capacity with Toyota IST. Therefore, people tend to go for the salon cars because they are equally fuel-efficient but have bigger boot spaces that Toyota IST 2010 model. This kind of internal competition that Toyota has created for tits own products is working against Toyota IST 2010 model.
Opportunities
Toyota as a company has opportunities to increase sales of its Toyota IST product. The economic growth many countries in the world and consequent improvement in people’s living standards in many developing countries presents a fantastic opportunity for Toyota and other companies that engage in the production of fuel-efficient small size cars such as Toyota IST. As countries continue developing, more and more people are getting jobs and, therefore, demand for cars is increasing (Deetman et al., 2018). This is an opportunity for middle-class people who are just getting jobs or becoming able to own small cars. As such, Toyota has an opportunity to use this robust growth in the demand for cars in the world to sell its Toyota IST 2010 new model.
Threats
Companies face threats in their businesses and Toyota is no exception. One of the threats that face Toyota IST is competition from other companies. Other companies have also been keen on taking advantage of the growing demand for fuel-efficient motor vehicles. Examples include Mazda Demio from Mazda, which runs on a 900-cc engine, a lower engine capacity than Toyota IST. There is also Impreza from Subaru and a number of other small engine capacity cars. This competition gives people a variety in the market and this is a threat to Toyota IST of Toyota Motor Company.
Target Market and Positioning Statement
Based on the strengths, weaknesses, opportunities and threats discussed above, the best target market for Toyota IST is the middle class in the society, in both developed and developing counties. People are looking to own cars but it goes without saying that most of the people in the middle class do not have much money to spare on luxuries such as cars. Even though cars are becoming necessities in many families, the availability of one in every family will depend on whether they can afford it or not. Therefore, the middle class is the best market segment for this car. This is because the high-class people have enough money and are capable of affording more expensive cars regardless of their fuel consumption capabilities. They look for performance and comfort. As such, they are very unlikely to buy a car that is seen as a car meant for the upper lower and lower-middle-class people in society. They can afford sports cars that are fuel guzzlers, four-wheel drive (4WD) cars and others that cost a lot of money. The lower-class people, on the other hand, are struggling to put food on the table and therefore, owning cars is beyond their reach. Therefore, having a marketing strategy that targets them will be useless and will bear very minimal fruits to the company.
One of the best ways of revitalizing the marketing strategy of a company product is by coming up with a target-oriented positioning statement. In this case, to revitalize the marketing strategy for the Toyota IST 2010 model the positioning statement will be as follows:  For the newly employed, small business entrepreneurs, and those having regular income streams that can afford to pay mid-range loans give your family and your self a ride that makes it possible to conduct your business easily or access your place of work hustle free with Toyota IST New Model which is a an affordable car that saves you money on fueling and repair because of its low fuel consumption helping you to save on fuel and enjoy the luxury of your own ride, unlike other expensive saloon cars that have higher engine capacities and fuel consumption rates.
The above positioning statement is perfect because it targets a specific target market and gives the benefits of Toyota IST over its competition and gives a compelling reason for buying it. Therefore, it is likely to appeal to the right people in the market and this can lead to a tremendous increase in the number of sales of the car. This can help the company to get its Toyota IST product up and running into the market again. This is because the slow reception in the market has been attributed to the general marketing that was not targeting a specific market segment.
Objectives for the New Marketing Mix Strategy
A successful marketing strategy is gauged by achievement of its objectives. If its objectives are achieved, s strategy is said to be successful, but if its objectives are not achieved, then it is said to be unsuccessful. However, to revitalize the marketing strategy for Toyota with regard to Toyota IST new model, one objective will be to make known to the public the specification of the Toyota IST hatchback and emphasize the aspect of fuel consumption friendliness so as to attract the middle-income earners to buying the Toyota IST New Model. Concentrating on the specification while marketing the car will help to create awareness among people and this will encourage more people to buy this car unlike previously where the marketing strategy leaned in just marketing the brand rather than the individual product.
The second objective of the marketing mix will be to focus the marketing campaigns and marketing on the differences and improvements that have been made on the new model as compared to the older model of Toyota IST to crate a differentiation that would make people feel the newness in this product rather than thinking that it is the same old model that existed years back. One problem that faces many companies whenever they create upgraded products of the previous products is differentiating the two products. In this case, differentiating the two models to clearly reveal the upgrade from the older Toyota IST to the new Model of 2010 would go a long way in ensuring that people get to differentiate the two products and therefore get the urge to try the new model.
Tactics for the Elements of the Marketing Mix
For a marketing strategy to be effective, there has to be working tactics that can help to achieve the marketing strategy objectives. In this case, one of the tactics that can be used to market the product as an element of the marketing mix will be celebrity endorsement. Celebrity endorsement has I the past worked in favour of Toyota company. A good example is when Toyota Prius, one of the hybrid cars produced by Toyota, was marketed by being included in a movie called “The Other Guys” featuring celebrities such as Dwayne Jonson and Mark Wahlberg. In this movie, Mark Wahlberg’s partner owned a Toyota Prius that was used to race against and hunt down criminals. This movie helped to market the Toyota Prius and the company experienced a tremendous surge in its sales. Toyota IST requires the same injection of celebrity endorsement and can be used in an action movie or family movie to show how the car can accommodate and fulfill the needs of a family. It would help it is used in a movie with a well-known celebrity that people hold in good light (Wang, Kao & Ngamsiriudom, 2017). This is because the perception of the public about the celebrity endorser used by a company also matters in marketing.
Regarding the price, the best tactic would be to use psychological pricing. This is where the price is reduced just below the next hundred or thousand to create the impression that the product is cheap. For example, instead of pricing the car at $4000, the price can be set to $3999. The difference is just one dollar but it creates the impression that this car is cheap and helps to convince many people to but the car.
The car can be promoted through ad campaigns. This tactic helps not only to create awareness of the existence of the car but also to inform the public of its price, its features and benefits of buying it against its competition (Yang, Yang, Jansen & Lalmas, 2017). Ad campaigns can be run across digital platforms, such as social media and mainstream media or physical advertising such as using billboards in major towns and smaller towns. Ad campaigns can will help to revitalize the marketing strategy for this car and this will help the company to increase the volume of sales.
With regard to place, the adverts have to be targeted to the middle-class people. This means that many areas inhabited by middle-class people have to have physical adverts. The mainstream media is for all classes (Danaher, 2017). Therefore, through it, people can get enough information about the car. However, on social media, groups are formed according to certain characteristics. It is vital to identify where to post the adverts to ensure that they reach the target market.
Conclusion
In conclusion, Toyota IST as a product of Toyota Motor Company has not been successfully marketed and there is a need for marketing strategy revitalization if the company has to realize larger volumes of sales. There is a need to reconsider the marketing tactics and since the use of celebrity endorsement and ad campaigns worked for the hybrid Prius and others, they can be used to revitalize the marketing strategy for Toyota IST 2010 new model so that it can gain acceptance as its predecessor. With an effective strategy and targeting a specific market target, the company can achieve greater heights with this product.
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