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[bookmark: _Toc192946836]Abstract 
Digital marketing is crucial for increasing the reach and brand image of cookies in the EV sector. However, Tesla which is the global leader in the EV industry has been using many limited digital marketing strategies. However, digital marketing strategies have a major influence on consumer engagement and acquisition by the company.  The research aimed to understand how different digital marketing strategies can be used to achieve business growth.
The research utilised secondary research by collecting data from various sources such as research articles, reports and websites. Comprehensive research methodology and search strategies are developed for the data collection. The data analysis was done through thematic and statistical analysis. 
Many digital marketing strategies are being used by Tesla which have a profound impact on the business growth achieved by the company. These are CEO's influence, product-led marketing, Word of Mouth and eWOM. 
These strategies deeply impact acquiring customers through the product brand image. This brand image involves a high-quality, technologically advanced, sustainable, innovative EV brand. 
Keywords: Digital Marketing, Electric vehicles, Tesla, Innovation, Customer Engagement. 
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[bookmark: _Toc192946837]Chapter 1: Introduction
Overview
This chapter includes an overview of the topic which provides a brief background, aim and objectives of the study, problem statement, and research rationale. This chapter is important to understand the significance of the study and what will be investigated.
[bookmark: _Toc192946838]1.1 Background of Study
Digital marketing is an effective approach to leverage digital technologies to drive sales and increase the reach of the companies among consumers Hermayanto (2023). Tesla is an EV company that has leveraged digital marketing to increase their global presence, sales, and consumer engagement Jowin (2023). This has led to widespread recognition among the international audience which has proved to be the major force behind its success. The company used a variety of digital marketing strategies to penetrate the market and increase its brand awareness Pavlíček (2023). At the same time, the company endorsed its products to create a buzz around its design and high-performance manufacturing Sheykhan et al. (2024). This led to overall business growth with an enhanced market reputation. Hence, Tesla is not that big in its digital presence and has a unique strategy to promote its business. The firm has become a core valuable automotive firm, with deliveries of cars with almost 1 million irrespective of the international supply chain issues and even dampening economic impacts of a pandemic. Hence, this all can be accomplished via the use of zero spending on traditional advertisement. The firm has major reliance on word-of-mouth marketing enabling a far larger budget for R&D. Companies like Ford and Toyota spent per car sold on R&D and Marketing with a significant amount of almost $3,171 which is very parallel to the amount Tesla made on innovation Armstrong, (2022).
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[bookmark: _Toc192946839]1.2 Problem Statement
Digital Marketing strategies have proved to be immensely successful in increasing business acquisition and customer engagement. However, the extent of utilization of this marketing strategy is limited in the electric vehicle industry. As per Gao (2023), some major EV giants such as Tesla have incorporated these strategies to increase consumer engagement which led to enhanced accessibility in the markets. However, the understanding of the efficacy of these strategies and their application is limited.

[bookmark: _Toc192946840]1.3 Research aim and objectives
The research aims to understand how different digital marketing strategies can be used to achieve business growth.
 The objectives of the study are:
 To explore the different digital marketing techniques used by Tesla.
1. To investigate the effectiveness of Tesla’s online marketing activities on business expansion and customer acquisition in the digital era.
2. To explore the impact of Tesla's digital marketing techniques for increasing market accessibility and consumer engagement.
[bookmark: _Toc192946841]1.4 Research Questions
1. What are the different digital marketing techniques used by Tesla?
2. What is the effectiveness of Tesla’s online marketing activities on business expansion and customer acquisition in the digital era?
3. How does the impact of Tesla’s digital marketing techniques lead to increasing market accessibility and consumer engagement?
[bookmark: _Toc192946842]1.5 Research Rationale
This study will evaluate the digital marketing strategies that Tesla has incorporated into the business target to achieve enabled business growth. The digital marketing strategies include various digital marketing that can be used to harness effective growth for business. The study will explore the application of these strategies in the EV industry.  In addition, the digital marketing strategies will be investigated for their potential to increase consumer engagement and brand acquisition which have a direct impact on the expansion of EV business (Jauhiainen 2023). Lastly, the study will provide recommendations to increase the efficiency of these strategies for the EV sector.

[bookmark: _Toc192946843]1.6 Study Outline
The dissertation is organised as follows: Chapter 1 covers the Introduction. It provides the research aims, objectives, rationale, and overview of the topic. Chapter 2 also covers a Literature Review: This provides information from various sources such as websites and research articles. Chapter 3 will be based on Research Methodology. This is an important section that will provide information on how the research has been conducted. Chapter 4 outlines Findings as this is important as the findings of the qualitative and quantitative data collection and analysis and critical analysis of findings will be conducted. Chapter 5 deals with Conclusion which includes the final statements of the study using findings and the last chapter will include viable recommendations for the adoption and improvement of the digital marketing strategy by the EV industry to improve brand value and consumer perception.

[bookmark: _9zc9fys3gmwx]


[bookmark: _Toc192946844]Chapter 2: Literature Review 
[bookmark: _Toc192946845]2.1 Introduction 
The literature review is a critical component of a research study. It allows the researchers to better understand the amount of research done on the topic and the gaps that are left. An understanding of the gaps is necessary as it provides robust perspectives on the researchers while conducting the study.  There are many research studies with an abundant amount of literature present on digital marketing techniques and how they enhance brands and companies to acquire customers and the company image. 
For these various types of research articles are present that utilise both quantitative and qualitative data. 

[bookmark: _Toc192946846]2.2 Traditional Marketing and Digital Marketing

Traditional marketing utilises the material which is available offline to reach the targeted consumers. This form of marketing is still widely used by companies, especially billboards, leaflets, cold calls, and advertisements in newspapers. The efficacy of this marketing technique varies in different geographical regions and affects people of different demographics in a variety of manners.  However, there are many limitations of the traditional form of marketing which has lowered its application in a variety of marketing purposes. According to Pascalau and Urziceanu (2020), the limitation of traditional marketing which has reduced its use is its expensive and resource-dependent nature.  There are a variety of resources such as leaflets, brochures, and other sheets which have to be printed. All these are very expensive due to the increased costs, time and people required for this.  At the same time, this also requires a location for the printing and displaying of the material such as banners and billboards. Gao et al (2023) state that traditional marketing does not have the potential to create a robust impact and influence the consumer's purchasing behaviours. 

More than traditional marketing, digital marketing is widely used in the electric vehicle industry. According to the study by Jing (2023), the marketing of various social media platforms is effective in increasing the positive word of mouth of electric vehicle companies. This leads to an increase in customer loyalty and builds enhanced trust in the brand.  According to the study by Peter and Dalla Vecchia  (2021), digital marketing has led to widespread changes in the traditional marketing model. This form of marketing has allowed communication with a wider audience and led to higher engagement of the audience.  However, while implementing digital marketing strategies companies have to face many challenges such as gathering real-time insights on consumer behaviour and related data, the security of the customer’s data, maintaining their privacy, and effectively managing the reputation of the company on various social media platforms.  
The companies utilise both traditional and digital marketing activities to target consumers who are affected by these marketing activities. 

[bookmark: _Toc192946847]2.3 Tesla’s Marketing Activities 
Tesla is among the pioneers in the electric vehicle industry. However, the company has started utilising marketing for its products recently. According to Lapshyna (2024), the company has announced that it will sell its cars without any spending on advertising and it has also been successful as Tesla spent zero on advertisements in 2022 and the revenue generated by the company was $81 billion.  According to this study and others such as Gao (2023) and Zhou (2023), the major digital marketing strategy used by Tesla is the presence of its CEO, Elon Musk. His influence in digital platforms such as Instagram and X has led to wider audience reach, enhanced brand image and value and an increase in the revenue of the company. The CEO functions as the influencer whose influence on the social media platform and among the youth and people worldwide has led to the success of the company. 

    Another strategy used by Tesla is Word Of Mouth. This suffice as the majority of people trust the words of the people they know instead of social media advertisements. This has worked in the favour of Tesla and allowed it to increase its sales. According to Gao (2023), the company has a heavy reliance on the strategies used by Musk to create a buzz through its product launches.  The strong positive word of mouth of Tesla is due to the ability of the company to drive innovation. This enhances the experience of the customers and increases satisfaction which leads to higher word-of-mouth sales. Among digital marketing, there is an increase in the electronic Word of Wouth (eWOM) for the promotion of Tesla.  Singh and Srivastava (2024) state that the word of Mouth is also increased due to the creation of narratives by the company. This narrative is about the effective innovation and technology integration done by the company in its automobiles.      
According to Corte (2020), the eWOM is becoming increasingly influential on social media to persuade and attract the targeted customers. Another study by Chong, et al. (2017) provides information about the efficacy of eWOM in marketing activities. The study states that eWOM provides businesses with a much better reach to a considerably large audience. In addition, the efficiency of eWOM is much higher for both positive and negative reviews. 
However, according to Armstrong (2022), it can be seen that Tesla is much more focused on innovation and research and development than spending capital on marketing purposes. This can be seen from the amount of digital marketing ad spend per car sold is $0 and the amount spent on R&D per car sold is $2,984 in 2020 in the US. This is significantly less as compared to other EV manufacturers such as Ford, Toyota, etc. 
Through Maximilian Palmié et al. (2024) it can be interpreted that Tesla adopts a Product-led marketing strategy in which the products are the main marketing materials. The automobiles provided by Tesla are of superior quality with advanced technology integration, innovation and sustainability. This leads to people having more internet on the brand leading to higher sales. 
The study by Bruijl (2017) states that Tesla relies heavily on digital marketing activities to reach out to its targeted customers. The company does not have much reliance on the traditional form of advertising on television, billboards etc. 

The study by Liang (2022) also states that the production of cars with a much better quality and innovation is effective to market products and increase sales. The innovation of the product itself acts as marketing and acts as a branding strategy which increases sales of the company. 

[bookmark: _Toc192946848]2.4 Customer Acquisition Strategies
According to Lapshyna  (2024), the main strategy for Tesla to reach its target consumers is market segmentation. Along with this Qin (2022), states that Tesla primarily focuses on directly influencing the customers by providing them with highly innovative automobiles which cater to the needs of every consumer segment. Tesla’s strategy for customer acquisition involves improving the experiences of customers which increases their satisfaction. At the same time, the reaction of powerful referral programs also increases the number of dales acquired by the brand. 
Li et al. (2021) state that Tesla mostly focuses on creating a premium brand reputation in the electric vehicle industry. The strategies are adopted to increase the brand value and the reputation in the market by providing high quality, sustainability, and integration with the latest technology in automobiles which attracts several consumers. 
Jaymes (2022). state that Tesla offers a personalised experience to the customers by making their whole purchasing process seamless and easy for them.  This allows the customers to have effective communication with the company representatives without the need for a third party. The study by Olorunfemi  (2024) also states that high customer acquisition is also present because of the continuously improved features through remote upgradation. This allows the customers to experience the high-quality and dynamic features that Tesla offers. This establishes a strong and innovative brand image in the market and positively influences the perception of the target audience. 

[bookmark: _Toc192946849]2.5 Customer Engagement 
 According to the study by Ullah et al. (2018), customer engagement is closely related to customer experience. The focus of Tesla to improve the customer's experience leads to more involvement of the potential consumers with the brand. The consumers engage with the company through its website and social media pages which provide them with enough information about the products offered and they can make comparisons about the type of automobile they would prefer. The search for information before the consumers make a purchase allows them to review if the brand fulfils their expectations. 
Based on the view of Sheykhan  et al. (2024), loyalty programs offered by Tesla also led to a substantial increase in the level of engagement of the customers with Tesla. AI-integrated CRM software can be used to create relations with customers which will allow a strong engagement resulting in increasing sales. Tesla can also provide them with personalised offers and rewards, building a positive brand image and increasing loyalty. 

[bookmark: _Toc192946850]2.6 Theoretical Framework on Digital Marketing and Customer Engagement
Many different theories explain how digital marketing can be used to generate a strong engagement online. These theories together form a framework which provides an effective understanding of the steps which can be taken by Tesla to increase engagement in the future. These theories include Social Exchange, User and gratification and Sustainable Consumption Bryła et al. (2022). Trust Transfer is also effective in providing insights into how companies can form effective connections with consumers. 
 According to Zhou et al. (2024), digital marketing initiatives can be changed based on the interest of the customers and this is explained by Social exchange theory. The development of a robust connection between the brands and customers is created when the consumers are fully satisfied with the services provided by the brands. The satisfaction is derived through engagement on digital platforms. 
Bryła et al. (2022) state that the Sustainable Consumption theory is relevant in contemporary markets where consumers are increasingly favouring eco-friendly products. The brands obtain data on the increased demand for environmentally friendly products through social media. This theory is especially relevant in the electric vehicles industry where the customer needs to realise the sustainable and eco-friendly advantages of these automobiles Rezvani et al. (2018). Digital marketing strategies play an effective role in engaging the customer in sustainable industries such as the electric vehicle industry. 
The User and Gratification theory explains how people communicate through mass media Saeed and Ullah (2021). This is relevant to understanding the selection of digital platforms by the users based on their interests and requirements Rrustemi et al. (2021). The study states that people engage with social media because of the benefits in terms of social and cognitive development. Along with this, there are other positive interactions on digital platforms which motivate them. 
 Lee et al. (2021) state that Trust transfer theory proposes an explanation of how trust develops among the customers of various brands present on social media. This theory states that the engagement of customers with the brands is important for the development of trust and reliability. 
Hypothesis 
H0: Increasing spend on digital advertising would become burden on the electric vehicle industry and enable them to bear losses.
H1: Increasing spend on digital advertising likely to enhance the profitability of the electric vehicle industry.

[bookmark: _Toc192946851]2.7 Summary of the chapter 
This chapter provided the literature review from various research articles on the digital and traditional forms of marketing, the digital marketing strategy used by Tesla, consumer engagement and acquisition as well as the theoretical frameworks which govern the role of digital marketing in increasing engagement and acquisition of customers. 























[bookmark: _Toc192946852]CHAPTER 3: Research Methodology
[bookmark: _Toc192946853]3.1 Introduction 
This chapter included the research methodologies on which the research study is based. Saunders's Onion model is followed throughout the study. This model provided the complete information and steps to consider while conducting a research study (Melnikovas, 2018).  (Figure 2). This study also included these procedures used to obtain accurate information on digital marketing activities initiated and used by Tesla. 

[image: ]
[bookmark: _Toc192946892][bookmark: _Toc193201055]Figure 2: Method
(Source: Seuring et al, 2021).
[bookmark: _Toc192946854]3.2 Research Philosophy 
Research philosophy is the foundation of a research study.  It involves the complete information on how the research is carried out. Research philosophy is of three major types: Positivism, interpretivism and Pragmatism. Positivism philosophy believes that empirical research involving numerical findings are necessary to test theories and obtain conclusions. Interpretivism refers to the philosophy which believes that all phenomena are subjective in nature and societal beliefs and experience must be taken into consideration while understanding them (Melnikovas, 2019). The third philosophy is Pragmatism which states that to obtain robust conclusions there can be many methods and the researchers must be given the liberty to select the most suitable ones. This philosophy believes in finding real-life solutions to problems. This research was based on pragmatism philosophy as data for the digital marketing activities by Tesla can be obtained through both primary and secondary research. This philosophy is chosen because it provides the opportunity to the researchers to solve problems with the help of novel methods and actions rather than the methods which are already used. 
[bookmark: _Toc192946855]3.3 Research Approach 
The research approach is the process which provides information on how the data collection methods involved in the research will proceed. There are three types of research approaches: The Deductive approach is based on the collection of data through experiments and primary research to test theories. The inductive approach is based on data collection from the existing data to generate theories. The third approach is called the Abductive approach (Mardiana 2020). This is based on data collection through methods that best suit the research problem. This study was based on an abductive approach as both quantitative and qualitative secondary data collected to reach a suitable conclusion. 

[bookmark: _Toc192946856]3.4 Research Choice 
[bookmark: _jbyf5sn853hq]The research choice decides the most suitable data collection method for the study. There are three kinds of research choices. The mono method selects the data for either quantitative and qualitative research. The mixed method selects data through both qualitative and quantitative methods. The multi-method research choice collects data through more than one way of both researches. This research study was based on the Mixed method of research choice as the data has been collected only from both qualitative and quantitative research. 

[bookmark: _Toc192946857]3.5 Research Strategy 
[bookmark: _vt614qq9n36j]The research strategy is the process through which the research is conducted. There are many different kinds of research strategies. This research has been based on the case study research strategy. This strategy is most suitable for secondary research as conducted in this study (Melnikovas, 2018). The case study research strategy is based on the in-depth analysis of a single topic or subject of investigation. This is mostly suitable for this study as it is based on the investigation of digital marketing strategies used by Tesla and the electric vehicle industry. This provides robust qualitative and quantitative data collection through secondary research. 

[bookmark: _Toc192946858]3.6 Data Collection Tools 
The data collection is the process through which the data is collected for the research study (Moser, and Korstjens, 2018). There are two kinds of data collection processes: The primary data collection is the collection of numerical data through experimentation in scientific experiments and surveys in social sciences and business-related research (Odiadi, 2024). The secondary research is based on the involvement of data already present and published in various secondary sources such as research articles, reports and websites (Karunarathna, et al. 2024). This study utilised the secondary method of data collection as the data was based on the data obtained from secondary sources. For this reason, there is a search strategy devised specifically for understanding the secondary data collection involved in this research (Ruggiano, and Perry, 2019). 

Search Strategy 
This would involve the database utilised for the secondary research along with the keywords used for generating the search (McKeown, and Mir, 2021). Lastly, the inclusion and exclusion criteria will also form a major section of this strategy. This includes the databases such as Google Scholar, Emerald Insights, and ScienceDirect. Websites such as Statista, Tesla.com, Yahoo Finance and Fortune Business Insights will also be used for the collection of quantitative and statistical data. The study used specific keywords such as Digital Marketing, Consumer Engagement, Customer Acquisition, Traditional marketing, Tesla, Advertising, and Revenue. 

Inclusion and Exclusion Criteria: These are components important for the selection of the required secondary sources of data. 




Table: 1 Inclusion and Exclusion Criteria 
	Inclusion Criteria 
	Exclusion Criteria 

	1. All the research articles used in the study are based on Tesla and the electric vehicle industry. 
1. All the secondary sources used are from 2016-2025. 
1. All the sources used in the study are in the English language. 
 
	1. All the articles which are baked on digital marketing in sectors other than Electric vehicles would be excluded from the study. 
1. The articles before 2016 are excluded from the study. 
1. Sources in a language other than English are excluded. 



[bookmark: _Toc192946859]3.7 Data Analysis 
The data analysis in the study would be done through thematic analysis for the qualitative data and statistical analysis has been done for the quantitative data. The thematic analysis is the process of creating themes after reviewing the literature and forming codes (Christou, 2022). The generation of codes is important for the formation of themes. The statistical analysis is done using MS Excel correlations from the data obtained from the secondary sources. 

[bookmark: _Toc192946860]3.8 Ethical Considerations 
Ethics are important for the successful completion of research studies. In this study, robust consideration of ethics is done. Ethics is filled prior to initiation of the study to obtain consent from the concerned authorities (Drolet, et al. 2023). All the data used are properly cited and referenced to make sure that due consideration and credit are given to the authors (Singhal, and Kalra, 2021). All the data is properly stored and the personal information of the authors is kept confidential (HWANG, 2023). 

[bookmark: _Toc192946861]3.9 Limitations of Methodology 
The methodology used in the study is secondary therefore there are high chances that the data involved in the study is outdated or upgraded by other researchers. The quantitative data collection of the digital marketing activities undertaken by Tesla is also less, making the sample size of the statistical analysis smaller. This is because, among all the electric vehicle companies, Tesla is the only one with the most limited spending done on digital marketing and advertising. The most fully-fledged ad spending has been started in 2024 making the data available by Tesla also limited. The smaller sample size does not allow the statistical analysis to be robust and reliable. Hence it can be said there might be limited reliability of the qualitative findings involved in the study. 

[bookmark: _Toc192946862]3.10 Summary of Chapter 
The chapter provides explanations of the various components and processes involved in conducting this research. The research philosophy involved in the study is pragmatism followed by an abductive approach. The research study involved only secondary research hence the research choice is the mono method. The case study research strategy is used. The data collection is secondary and carried out using a robust search strategy. The analysis is done using thematic and statistical analysis. Finally, ethical considerations are followed in the study to maintain its credibility. All the limitations have been highlighted for transparency. 













[bookmark: _Toc192946863]Chapter 4: Analysis of Findings 
[bookmark: _Toc192946864]4.1 Introduction
This chapter provided the findings obtained from both the qualitative and quantitative data collection.  The qualitative data will be presented through the times identified from the literature reviewed in the following section. These themes are obtained from the research objectives and by coding from the literature. The quantitative data will be analysed using statistical analysis and understanding the findings to evaluate whether they provide answers to the research questions involved in the study in forthcoming sections. 
[bookmark: _Toc192946865]4.2 Quantitative Findings 
Ad Spend by Tesla 

Table 2: shows the Ad spend by Tesla in the years 2022 and 2023. 

	Year 
	Ad Spend (in million US Dollars) 

	2022
	1.75

	2023
	6.4



Source: (Kohan, 2024; Statista, 2022)
Source: (Kohan, 2024 and Statista, 2022)

Table 3: Revenue made by Tesla (in US Dollars) (Statista, 2023)
	Year 
	Revenue (in million US Dollars) 

	2022
	81,462

	2023
	96,773



Source: (Statista, 2023)

Table 4: Total revenue made by the Electric vehicles industry (in US Dollars) ‌ (Fleck, 2022) (Fortune Business Insights, 2024)
	Year 
	Revenue (in billion US Dollars) 

	2022
	384

	2023
	500.48

	2024
	671.47




Source: (Fleck, 2022 and Fortune Business Insights, 2024)

[bookmark: _Toc192946866]Correlation Analysis 
Table: Correlation between Ad Spend and Revenue 
	
	Ad
	Revenue

	2021
	0
	53,800,000,000

	2022
	175,000
	81,460,000,000

	2023
	6,400,000
	96,700,000,000

	2024
	155,500,000
	97,690,000,000


Source: (Armstrong, 2022)



The correlation is calculated to demonstrate a moderate positive correlation between ad spending and the revenue generated by Tesla with a value of .523. This means that one variable increases, means if the spending by Tesla on ads increases, the other, that is, revenue, tends to increase as well; however, the relationship is not that strong enough to predict the one variable reliably grounded on the other. This means that when the ad spending increases the revenue generated also increases and vice versa. However, this correlation of one can also be obtained because of the limited sample size. 

[bookmark: _Toc192946867]4.3 The different digital marketing strategies used by Tesla
Tesla utilises a variety of digital marketing techniques which are identified through secondary research conducted in this study. Lapshyna, (2024) provides the information that Tesla is a global brand but it relies least on paid advertising through social media. This finding is proved in this study and in Armstrong, (2022) which states that in 2022, Tesla did not spend any capital on digital marketing campaigns. How the revenue generated by the company in that year was also enormous. This finding is validated in many different studies such as Gao (2023) and Zhou (2023) which state that Tesla does not spend much on paid advertising. However, this data is relevant till 2022 because there are many sources which state that Tesla spent 6.4 million US dollars in 2023 on digital marketing and advertising campaigns Kohan (2024).  This proves that Tesla relies heavily on the products and product quality it provides to its customers. This is called product-led marketing. This principle of marketing states that the products of Tesla are itself a marketing tool which can be used to create word of mouth. This dependence of Tesla on its products leads to the development of a Direct-to-Customer sales strategy. 
 The study by Gao (2023) and Zhou (2023) states that the major marketing strategy of Tesla is the utilisation of the strong online presence of its CEO. This is an inferential strategy used by Tesla as the influence of Elon Musk provides enough traction to them. The online activities by the CEO provide them with free marketing. In addition to this, the strong focus of its CEO on technology, sustainability and innovation also builds a strong brand image consistent with these values. However, Singh, and Srivastava, (2024) state that the company heavily relies on Musk's activities which can prove to be detrimental to the success of the company in case of controversy or any negative news related to Musk. 
Gao (2023) also states that word of Mouth is another strategy which is becoming increasingly important for Tesla. This is because the company has a heavy reliance on the strategies used by Musk to create a buzz through its product launches.  Word of mouth creates a positive brand image which enhances the experience of the customers and increases satisfaction which leads to higher sales. 
In addition to Word of Mouth, eWOM is another strategy which has the effect of creating a strong online presence and positive consumer perception in the case of Tesla. 
The results obtained in the study by Corte (2020) also provide evidence that the target consumers can be reached with electronic Word of Mouth. The other study with similar findings is Chong et al. (2017). This study illustrates the application of electronic Word of Mouth in the digital marketing initiatives stating this enables companies to reach the desired customers easily. Both these findings are supported by the study of TĂNASE, (2023) which found that Brand image is created with effective Word of Mouth on different digital platforms. 
The study of Maximilian Palmié et al. (2024) that product-led manufacturing focusing on improving the quality of the automobiles products is the primary concern of Tesla. These products market themselves and any major steps for their advertisements do not have to be carried out. These products carry the image of being highly innovative, technologically advanced and sustainable creating a strong impact on the customers. 
These statements can also be validated by the Tesla Impact report (2021) wherein the company has stated that their goal is to increase the volume of production of automobiles. Along with this, Tesla is emphasising creating products which combat the issues of environmental pollution, particularly air pollution. This is evident in the report which states that Tesla vehicles led to a reduction in CO2 emissions by 8.4 metric tonnes in 2021.  The focus on sustainability and the emphasis on electric vehicles for the future has led to Tesla becoming synonymous with sustainable and high-quality electric vehicles. 

[bookmark: _Toc192946868]4.4 Effectiveness of the Marketing activities of Tesla on business Expansion and customer acquisition in the Digital Era
Lapshyna (2024) stated that market segmentation is the main strategy used by Tesla to acquire customers. Tesla primarily focuses on directly influencing customers by providing them with highly innovative automobiles which cater to the needs of every consumer segment.  This type of market segmentation is validated in other studies such as Xu et al. (2024) which state that Tesla’s strategy for customer acquisition involves improving the experiences of customers which increases their satisfaction. At the same time, the reaction of powerful referral programs also increases the number of sales acquired by the brand. 
The marketing activities carried out by Tesla enhance the reputation of the company as a premium brand. According to Li et al. (2021), the marketing strategies adopted by Tesla increase the brand image and value as the marketing involves the integration of the core value of Tesla. These are innovation, sustainability and high quality. Singh and Srivastava (2024) support these findings by stating that Tesla creates a narrative and story around these principles. This leads to developing itself as an inspiration in the electric vehicle industry. Moreover, the leadership establishes a vision of innovation and technological advancements. The customers recognise these values leading to higher trust and loyalty. This leads to high sales and revenue for the company. 
Gao (2023), also states that Must utilise online platforms to communicate with the target audience and provide them with information about the benefits of using Tesla. One such benefit by Jaymes (2022) which is marketed as Tesla's innovation strategy is offering a personalised experience to the customers. Another strategy marketed on social media platforms according to Olorunfemi (2024) is the automatic upgradation of features. Tesla automobiles are automatically upgraded in the technology features. This is highly marketed on social media platforms and attracts tech-savvy customers. This is also an example of excellent after-sales service. Even after the sales of the cars, the people are provided after-sales service which releases the trust and loyalty of the consumers towards the brand. 
All these activities when integrated into marketing initiatives by Tesla increase the customers' acquisition and establish a strong and innovative brand image in the market and positively influence the perception of the target audience. 

[bookmark: _Toc192946869]4.5 The impact of Tesla’s digital marketing techniques on increasing market accessibility and consumer engagement
Tesla’s digital marketing activities have a major impact on increasing market accessibility and customer engagement. Ullah, et al. (2018), states that consumer engagement increases with the enhanced experience provided by the brand. The major focus of Tesla which is reflected in the marketing activities is to improve the customer experience. This leads to more people engaging with the brand's social media platforms. The digital buzz created by the CEO also leads to higher engagement of the people who can be the possible customers of the brand. These consumers engage with the company through its website and social media pages which provide them with enough information about the products offered and they can make comparisons about the type of automobile they would prefer. The search for information before the consumers make a purchase allows them to review if the brand fulfils their expectations. 
Another strategy adopted by Tesla to increase consumer engagement is discussed in the study of Sheykhan et al. (2024) which states that loyalty programs offered to consumers also play a major role in increasing the engagement of the consumers with the brand.  Omozele and Gift (2024) support these findings by stating that The engagement programs of the company can be increased with the help of technology-integrated programs such as AI-integrated CRM software which provides enough resources and improved services to the consumers. Further, the marketing activities include avoiding the consumers with rewards and offers which builds a positive brand image for the company. 
























[bookmark: _Toc192946870]Chapter 5: Conclusion and Recommendations 
[bookmark: _Toc192946871]5.1 Concluding statements 
[bookmark: _tgxv8t5p7urs]This research has been conducted in the form of secondary research through various sources such as research articles, reports and websites. It can be concluded that Tesla is a popular EV brand which has made the least investment in digital marketing. This is because Tesla utilises many digital marketing strategies which do not involve a lot of capital investment, particularly in marketing initiatives. These are utilising the social influence of the dynamic CEO of Tesla. The online presence of Elon Musk leads to high consumer engagement on social media sites and leads to higher sales. At the time, word of Mouth and eWOM were other strategies which were heavily used by Tesla. Through these, it creates massive buzz in the EV market leading to higher customer acquisition and engagement. Product-led marketing is another strategy used by Tesla in which it focuses on creating robust products which positions Tesla as an innovation, sustainability and technological leader in the EV industry. 
[bookmark: _Toc192946872]5.2 Recommendations 
The recommendations which can be given to Tesla to implement robust digital marketing strategies are: 
· Tesla should create social media marketing strategies which utilises other users and their generated content instead of heavily relying on the CEO’s social influence. This is necessary as the insights provided by users will provide practical information to the target customers on automobile experience and technological, sustainable and economic features.  
· Tesla heavily relies on the product's technical features while digitally marketing its automobiles. However, it should be revealed that many customers do not resonate with these technicalities but are interested in vehicles which integrate seamlessly into their lifestyles. Tesla should target those customers who are looking for convenience, innovation and sustainability instead of just highly advanced technical features.  


[bookmark: _Toc192946873]5.3 Practical Implications of the Research
The implications of this research will be understanding how Tesla integrates digital marketing to match the demands of the EV market. The study was also used by Tesla to understand how digital marketing can be harnessed to increase consumer satisfaction and engagement in various digital platforms. In addition, the recommendation can be used by Tesla as it is still integrating and developing its marketing strategies

[bookmark: _Toc192946874]5.4 Limitations and Future Research 
The limitations of research include researchers' bias which might be present due to the research being conducted by a single researcher. The diverse perspectives on the issues might be absent. The secondary nature of the research can increase the chances of outdated data being used in the research. The limited number of secondary sources for the quantitative analysis might not produce findings. Instead, a larger number of secondary sources will result in more reliable and reproducible results. Future research might include the steps Tesla can take to develop a robust digital market strategy. In addition, it can also be researched how different strategies have individually supplemented the company's growth. 
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