


























 Toyota Marketing


Cierra Turner


July 18,2014























Introduction


Consumer behavior aspects such as learning, perception, attitude, consumer psychology and personality determine market trends in relation to purchase and marketing of Toyota products. Consumer behavior is determines by factors such as family, reference groups, social and economic status in the society.


Cultural, social and personal factors which influence consumer purchasing of Toyota products and services


Toyota services and products include insurance services, spare parts, cars and car maintenance and market segmentation of information. The social factors include family, reference groups, social and economic status and culture. Some families are associated with specific car services and products. Reference groups refers to people and friends whom a person identifies himself or herself with in the market. Culture in a given setting represents set of generally accepted value in the society


Research tools which will help understand effect of buyer attitudes and behavior


Consumer behavior is a complex issue in the market. Consumer surveys involve selection of consumer behavior an asking of questions about shopping habits in the market. The second tool involves personal interviews of customers about Toyota products. Personalinterviews will involve company representative having a one on one experience with customers in the market. Personal interviews will reveal purchasing preferences through a detailed probing technique in the market. Focus groups are alternatives to personal interviewed in the market. Personal interviews makes customers feel obligated to respondents to questions and this is an infringement to the respondent.


	Sponsored links in the market are common for consumer and market analysis. The consumer behavior is done through focus group discussions. Consumer is allowed to discuss their concerns and the research then combines the opinions of the customers after lengthy discussions while in the market.


	When Toyota decides to launch a new product in the market, it will assemble the essence of focus group discussions to express or register concerns during the early stages. The concerns will be corrected before official launching of the product during focus group discussions.


	Observation as a tool of research allows researchers to look at consumer behavior from a distance. The effective and evident behavior will be then be analyzed in the market.


Aspects of consumer behavior 


The buying behavior is also influenced by psychological factors in the market. Motivation is the internal desire process to achieve a certain goal. Perception in consumer behavior is the way we organize, select and interpret market information. Consumers learn about Toyota services and products through study and experience. Customer attitudes towards the product can be analyzed and measured in terms of their response to earned beliefs and values in their present society. Individual attributes represent personality which affects consumer behavior. Rationality is a crucial aspect in consumer behavior.


The common characteristics in relation to consumer behavior refer to transitivity, consistence and rationality. Car products in most cases represent secondary wants and makes life more comfortable. The high presence of Toyota case makes consumers believe that they are the best in the market.


Marketing activities which will coincide with each stage of the consumer buying process


The consumer buying process involves five stages. The stages include recognition of need, search for information, stage of evaluation, purchase of product or service and post purchase evaluation of Toyota products and services.


The first stage of need recognition will involve appreciating the usefulness of Toyota products and services in the market. Quality issues are put into consideration. The information search stage will involve customers looking for information in relation to variety, quality of products and prices of products in the market. Customer will talk with friends and search information from online sources. Evaluation stage in the process will require consideration of options and information gathered in the market. Reputation and major factors in the search for information will affect the consumer buying decision. The actual purchase stage will take place with full information collected in the market. The consumer will choose the best option in relation to our products depending to influence from reference groups and friends in the market. The last stage of buying process involves post purchase evaluation, the customer evaluates whether there is value for their money and whether the product expectation were met in the purchased products. The purchase decision is rethought and the consumer decides if a choice can be made again.


Conclusion


Research tools in consumer behavior involve personal interviews, consumer surveys, and observation and focus group discussions. The consumer buying process involves five stages. The stages include recognition of need, search for information, stage of evaluation, purchase of product or service and post purchase evaluation of Toyota products and services.
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