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[bookmark: _Toc83291316]ABSTRACT 
With the continue rising of the global car ownership since the early 1990s at accelerating rates, the environmental concerns, especially about depleting fossil fuels have also been raised and as a result, the car manufacturers are forced to look at the alternatives of the combustion engine. This study looks at the perceptions & attitudes of consumers about electric cars in the UK, especially aims at understanding how the automobile industry in the UK, particularly Tesla is managing and encouraging this change. The researcher here believed that it is appropriate to return to a focused view of consumers, despite a generalised view of consumers by the present automobile industry. Following the literature review on the ground of sustainable marketing in the automobile industry in general and in Tesla in particular, alongside an all-inclusive survey focusing over those who are willing to take an active interest in this research, extensive analyses have been produced. At last, several significant findings have been explored that may encourage or may also hinder the progress of electric vehicles in the UK.   
The findings uncovered that many of the participants intended to replace their current car with the electric cars, this indicates that electric cars are meeting consumer needs, however some participants are also willing to buy combustion powered vehicle due to its shorter range and most importantly, the need to charge battery at some charging stations. It is also noted that brand loyalty seemed moderate within the car industry since nearby 55% respondents stated they had a preferred brand. This concept is properly explained with the application of Maslow’s work as per which it is identified that brand loyalty can be achieved only by reaching the phase of self-actualisation. In this case, the findings explored that Tesla’s electric cars are fully addressing the requirements of at least a few market segments due to the sustainable marketing tactics applied by the company. 
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A study to investigate the consumer attitudes in the UK car industry: An Evidence from Tesla Inc.
[bookmark: _Toc83291317]CHAPTER 1: INTRODUCTION 

1.1 [bookmark: _Toc83291318]BACKGROUND
With the launch of the Model T Ford 113 years ago in 1908, car ownership flew with more than 1.5 billion cars present in ownership today globally (GHO, 2015). Even though over 100 years have been passed, still cards are attributed by the similar principal technology namely the combustion engine (Bergthorson and Thomson, 2015). Ranging from the car performance in sorts of range and speed to the ability to charge the battery of the vehicles at the same time in a way to power a set of electronic driver and passenger comforts, for example: satellite navigation, the combustion engine offers a series of benefits to the consumers. With the growing advancements in the technology, the consumers have also started expecting more from the car manufacturers alike their expectations from any other product daily. In addition to this, the consumers are also willing to keep pace with other technological inventions taking place in other sectors, for e.g., they are expecting integration of mobile phones with the audio units of the cars. Eventually, all such consumer expectations are made possible only due to the combustion engine with its ability to provide power continually. 
At the global value of almost $19 trillion, excluding the intangible products & retail operations including warranties accompanying a car sale, it is crucial for the industry to be able to handle all the consumer desires and expectations since the transition to electric cars unfolds (Euler Hermes Economic Research, 2018). In a failure to do so, there is a higher degree of risk for the industry to make an entry into years of stagnation since consumers hold on to the combustion powered cars until the time the industry re-formed equilibrium between the needs of the consumers and what the industry can provide. To put this situation into context, Autocar (2018) has recognised Ford Fiesta as the best-selling car, particularly in the UK as by 2017 having an acceleration of 0-60 in 8.7 seconds, an assortment between refuelling at 814 miles & a rate of £21,000, however the Renault Zoe as recognised by What Car (2017) as the best electric car comparatively as by 2018 since it has potential to manage range of 130 miles, an acceleration of 0-60 (13.5 seconds) and with a relatively smaller price tag starting from £14,000 (Renault, 2018). In addition to this, the very next year in 2018 Renault was also found listing the recharge time to take up to 13.5 hours, meanwhile when engine fully runs out of fuel, it was observed that the car only took a few minutes to refill. 
Williams et al (2015) in line with the above discussion stated that despite a range of benefits providing number of electric cars manufactured within the automobile industry, it cannot be denied that there exist some social, political, legal, ecological, and technological factors that are now pouring the automobile industry into a few unknown territories. Yet, no one can refuse that the automobile industry has been bringing new propulsion technologies with Volvo, Mitsubishi, Mercedes and many other car manufacturers that have been producing hybrid cars over past couple of years, especially the cards having both an engine and a battery to power up. 
Sociologically, it has been observed that the automobile industry is falling under increased scrutiny in relation to the emissions released from the cars and since the consumer attitudes have become ‘pro-green’ with the increasing concerns of the global population regarding the matters such as global warming (Kvaloy et al, 2012). This view has been made very clear by the public, particularly after the 2015 VW emissions scandal, witnessing the market share of VW plummet (Campbell, 2016) prior to its recovery in 2017 (Bryant, 2017).
Politically, the transformation left from combustion technologies is being led in India, Germany, France, and Britain on all setting dates when they planned to sell any new car to be entirely electric (Petroff, 2017).  Britain and India found to have fastest growing market as identified by (Jha et al., 2014), other marketers need to fulfil new requirements of the consumers to ensure industry stability and growth.  
Technologically, the growing production of electric cars found as a hindrance. Although, the shift to electric propulsion was always seems to grow rapidly, the political factors have made it a necessity. Yang (2014) added that before the inception of electric cars, the significant transition within the automobile industry was seemed to be that of self-autonomous cars. 
Ecologically, the combustion engines have a limited life span, giving the limited resource of oil, which is assumed by Aleklett et al (2010) to reach resulting decline & peak production by the end of 2030. Davis (2014) stated that even though additional reserves can be retrievable through fracking, this approach of producing oil is found unfavourable in the UK and US as well since manufacturers over there have negative views regarding this process (Williams et al., 2015). 
In general terms, it must be noted that the automobile industry is not a stranger to innovation, with law enacted in 1986 under ‘The Road Vehicles (Construction and Use) Regulations’ to add 3-point seat belts in a car to all seats. Even though, this initiative has been marked as the most remarkable change the automobile industry has experienced, it cannot be neglected that some other industries have been completely disrupted by such new approaches to the issues. For instance: Dyson working within vacuum industry fully stormed the industry by introducing new innovative technologies, in turn the company successfully earned 15% market share in the US, only within a period of 2 years. The case of Dyson carries special importance in relation to the automobile industry, however it involves technology use to perform tasks efficiently, which is something the automobile industry presently does not seem capable of doing with electric cars (Williams et al., 2015). 
1.2 [bookmark: _Toc83291319]PROBLEM IDENTIFICATION
The researcher observed a behaviour-attitude gap in the previous studies since it was found that the consumers who stated they have intention to replace their current cars with a new combustion powered car instead of an electric car, however, display concern for the environment as well, which means it is unclear whether consumers in the future will be likely to purchase an electric car. This investigation would possibly fill gap that exists in the existing studies, particularly it expectantly will uncover some earlier unaccounted and uncovered concerns among public, especially among those who have active interest in cars regarding electric cars, this means this research will draw both generalised and focused view of consumers in the current automobile industry in the UK. This paper will this examine whether consumers find electric car to be environmentally friendly as compared to that of diesel/petrol cars. 
1.3 [bookmark: _Toc83291320]COMPANY OVERVIEW
Tesla is an American electric vehicle organization founded in the year 2003 by Martin Eberhard as Tesla Motors in California, United States and currently has its operations worldwide, well-known for designing and manufacturing electric vehicles in North America, Australia, Europe, Middle East, and New Zealand. Recently, Tesla sold most of its plug-in and battery electric vehicles and as a result, captured 23% of the electric market and 16% of the plug-in market. With the broad mission of accelerating the world transition to sustainable energy, Tesla has put in place a range of sustainable marketing tactics and its continuous marketing efforts towards making a positive impact on the environment and the community made it successful in the electric car industry. 

1.4 [bookmark: _Toc83291321]RESEARCH AIM, OBJECTIVES AND QUESTIONS
Aim
This research paper chiefly aims at examining the concerns of Tesla’s potential customers to buy electric cars and how Tesla could meet those concerns with the applications of sustainable marketing. 
Objectives
· To investigate consumer attitudes towards Tesla’s electric cars
· To examine issues consumers encountered with Tesla’s cars 
· To explore variables influencing consumer choices while purchasing a new vehicle 
· To recommend promising sustainable marketing strategies to Tesla to increase brand value
Questions
· What makes electric cars better over combustion powered vehicles?
· What are the setbacks of owning an electric car? 
· What influence customer behaviour to buy Tesla’s electric vehicles?
· Which sustainable marketing strategies can be employed by Tesla to improve brand image?
1.5 [bookmark: _Toc83291322]SIGNIFICANCE OF THE STUDY
This research paper has the intention of producing a comprehensive understanding over segmented markets. Although, the existing research papers have given a closer understanding about the consumers by their marketers yet doesn’t cover in-depth analysis about how open each consumer group is to change, giving creative the smallest group apparently the likely group open to new technologies. Considering this, this study will fill existing gap in literatures by addressing this while discussing over the geographical segments and other groups that would be most logical for the companies to target to target first in a way to obtain an impressive share in the market.  
1.6 [bookmark: _Toc83291323]STRUCTURE OF THE DISSERTATION
To carry out this scientific investigation, the researcher set up a theoretical foundation to study the theme of sustainable marketing in entirety. The primarily section draw out the focus of the entire research by providing preliminary statements, specifying purpose, noting down aim & objectives, and pointing out value of the thesis. Moving on, critical assessment of the extant studies will be made to discover existing gaps and filling those gaps relatively. Thirdly, methodology will describe the techniques and methods that are to be applied to capture insights on the subject area. Lastly, the findings drawn out from variety of sources will be united and filtered out at last to figure out meaningful data. To produce a unique research paper, this research involves use of both theoretical as well as statistical approaches to be able to draw out qualitative as well as quantitative findings. In particular, the strategy is to accomplish the desired objectives by carrying out a detailed literature review, followed by a more detailed approach of conducting an online survey. 
1.7 [bookmark: _Toc83291324]CHAPTER SUMMARY
This introductory section acts as a basis for the researcher to carry out further investigation since it provides comprehensive review on the ground of study, including each small detail about how it will make a core contribution. It has set up the key aim, objectives and questions based on which the entire study will be carried out while building up a problem statement to discover how this investigation could help the researcher in meeting those problems. 

[bookmark: _Toc83291325]CHAPTER 2: LITERATURE REVIEW 

[bookmark: _Toc83291326]2.1   INTRODUCTION
In this section, the researcher visits a variety of sources on different platforms, either over the internet or online libraries to bring out the best information which could address the research questions in the best possible manner. This section is set up to establish a theoretical basis for the researcher. In this case, this chapter comprises of the information concerned towards the UK electric car industry, especially to study the behaviour and attitude of the UK consumers towards electric car in a way to gain better understanding about the measures, particularly sustainable marketing tactics that should be incorporated by the car manufacturers, Tesla in this instance to increase brand value while improving brand image in the market. The insights uncovered in this chapter can be later applied by the researchers and scholars as a reference for their future studies acting as the reading material. In addition, the outcomes recorded can be used to alert the car manufacturers to add on features in their electric cars and capture a huge customer base. 
[bookmark: _Toc83291327]2.2   MOTIVATION
 A particular basis of needs is presented by Maslow that must be met for a person for accomplishing a certain degree of motivation. Although later revised, the paper in 1943 provided a solid foundation to the psychological needs of any individual, in this case, a consumer. Maslow has identified give basic groups, these are inclusive of physiological needs that includes most basic living needs of a person (food, cloth, shelter), safety needs (security in life), love & belongingness (social inclusion), self-esteem (status in society) and on the top level of the pyramid placed self-actualization needs that involves achievement of the most offered an identical foundation that could be interpreted to the needs that should be addressed by any manufacturer. 


Maslow himself, is well-thought-out as a major psychological thinker, provides examples of the factors influencing desires of a person, and even though strongly linked with business & management, Maslow’s work can be interpreted for different applications. The original paper introduced in 1943 left it questionable as to what motivates an individual who has attained self-actualization; however, this was dealt with later by Maslow himself by adding self-transcendence. Nonetheless, the addition of this new facet fails in recognising the types of personality that may be resilient in supporting others for egotistical reasons. In fact, self-actualisation seems to conflict with self-transcendence sine once other individuals arrived the similar extent as oneself then the person is no longer the person attaining the most. The work of Maslow does fail in providing critical analysis of how the external factors can affect an individual’s degree of motivation. For e.g.: how the achievement of others affects one’s motivation (Bryant, 2017). 
In the current scenario, Maslow’s theory can be applied analogously by the car manufacturers and marketers for considering the motivations for consumer choices in the car retail industry, this would help them ensuring that the vehicles offered by them meet the core desires of the customers. In concise terms, psychological needs recognizable as the car propulsion system, body, wheels and a fuel source, safety needs recognizable as the airbags and seat belts in built in the cars along with newer technologies alike avoidance assistance system of Audi, Belongingness needs recognizable as the ability to the driver to communicate with his/her large social circle through car technologies, Self-esteem needs look directly into the status such as an individual desires to achieve higher level of esteem may be driving a Vauxhall but wants to drive a Mercedes. Further, self-actualization needs can showcase the desire of consumers to have customised cars which means the customer will give exact specification of the car model beyond what the manufacturer may produce. 
[bookmark: _Toc83291328]

2.3 GLOBAL CONSUMER SEGMENTATION

Bryant (2017) reports on the outcomes of the investigation carried out by Roper Starch. It is observed that although a great deal of time has already passed, no study has been produced with same intensity and scale, directly means the findings are highly significant. The article summarizes an extensive investigation that studied consumer behaviour across different countries and among large number of people. In particular, global consumers have been bifurcated into six dimensions: 
Strivers that are usually ambitious and materialistic representing nearby 23% of global consumers, 
Devouts representing a classical group where cultural beliefs and values are often considered as important aspect of life,  
Altruists that are highly educated and driven by social issues, this group is mainly concentrated in Russia and Latin America, 
Intimates that usually have large close social networks, these are popular in the Western World, 
Funseekers that represent restaurant and club goers, seems like the MTV generation and are electric media oriented, 
Creatives that are committed to personal improvement and aims at gaining knowledge with the application of technologies.  

[bookmark: _Toc83291329]2.4 CONSUMER ATTITUDES TOWARDS ELECTRIC CARS: GERMANY 
Peters and Dütschke (2014) started with a great promise, planned the identification & comparison of the consumer groups around electric cars. The author identified three consumer groups: consumers with purchase intentions, consumers who have active interest in electric cars but with no purchase intention and one group that is neither interested nor intended to make a purchase. However, the study fails in understanding these groups.  This study emphasized over German consumers, particularly focused on the overall sample of 969 consumers out of which 95% were men. It was witnessed that the consumers having no interest or intention to buy electric vehicles were more likely to get influenced by the environmental benefits despite any financial incentives. Thus, it remains questionable that whether the respondents have an active interest in cars since it would reasonably showcase a preference towards financial rewards. However, some of the outcomes of this study were shocking since merely 16% respondents out of all were not interested in buying electric cars; else everyone displayed high purchase intention towards electric cars. In fact, the research also pointed out that those who were unwilling to buy cars would possibly be prepared in the future to pay extra 16% on price of electric cars. German consumers are seemed to be more likely to take a closer look at the automobile industry to buy electric cars since three of the major European car manufacturers are operating there, these are inclusive of Daimler (founder of Mercedes-Benz), BMW and VW along with its subsidiaries. As per German Trade & Invest (2017), automobile industry in Germany is making up nearby 20% of German industrial revenue. At the end, it is noted that the German market is not likely as people from other countries to be reflective of global views since it is in the economic interest of the automobile industry to be successful. In sum, the study carried out by Peters and Dütschke (2014) turned out useful in discovering the consumer groups that the car industry must assume present to buy electric cars, however the validity of the research is still questionable due to the country of origin, and it is not clear whether the research is truly free of bias.
[bookmark: _Toc83291330]2.5 ATTENTION-BEHAVIOUR GROUP: HOLLAND
In a study carried out by Rijnsoever et al (2009) in Netherlands, the consumer attitudes towards purchasing electric cars have been covered in-depth. In particular, the researcher analysed how consumers are searching for information prior to deciding to buy both electric and combustion powered vehicles, particularly the study emphasized over 1392 people across Holland. More concisely, this research paper examined an attitude-behaviour gap, where the individuals i.e., the respondents usually exhibited a pro-environmental attitude, however unwilling to act on this in ways of buying cars with greener aspects, such as low or electric emissions vehicles. In particular, the information gathered by the researcher showcased a strong concern in relation to the environment in attitude; however, when it comes to buy a car, the consumer behaviour swings more towards concern in relation to the car performance. The data at the very least outlined a potential failure for translating positive attitudes of consumers into sales. Also, the survey presented a key issue in data collection since besides being focused on analysing consumer attitudes in the Netherlands; the researcher also collected data from the UK consumers for an entirely different purpose and fails in encountering cultural differences between these two nations. Yet, the ways to translate purchase intention into actual purchases remains questionable. It is further noted that the brand is also the core area of consideration in the car selection process and demonstrated strong brand loyalty within the automobile industry, despite the degree of differentiation between major car manufacturers. However, the decision of the researcher to apply cluster approaches for data analysis made it even difficult to obtain further information while using the existing data to its fullest. 
[bookmark: _Toc83291331]2.6 ELECTRIC CAR PURCHASE INTENTIONS: CANADA
Larson et al (2014) portrayed in a study that electric cars are not truly an innovation taking place; rather the first vehicle was introduced many years ago in 1834, however failed addressing the competition placed by the combustion engine vehicles. It has been witnessed in the study that the sales marked up by the electric vehicles are below than the anticipations made by the industry, notably due to the higher rates of vehicles acted as purchasing barriers. For example: the existing model of Mitsubishi Outlander PHEV reflects higher price it costs £35,000 even its combustion powered counterpart only costs £25,000 (Mitsubishi, 2018). This study has focused on a sample of 240 people living in Canada, particularly in Manitoba. It was noted that due to the cold winter climate in this area, consumer attitude may vary to buy electric cars and the effect may also have on the batteries in electric vehicles. It was further noted by the researcher that majority of the consumers in Canada were not willing to pay extra and premium to buy electric cars, in fact they consider operating costs as the major area of consideration along with fuel efficient as the core factor to make car purchase decisions. In addition, it was observed that vehicle power is of relatively low importance; particularly it seems unusual for the area generally having rugged terrain. This study then suggests, based on the conflicting outcomes of the extant research that there is lack of data available for the consumers in relation to the electric cars. Remarkably, it further suggests that those individuals already having electric vehicles or exposure to electric vehicles are very much likely to buy them in the forthcoming years. In turn, it is clearly stated that the use of electric cars will increase naturally and this steadily increasing exposure will possibly increase the ratio of market share of the car manufacturers in the future. In sum, the findings on the ground of exposure increasing positive purchase intentions have been recorded. 

[bookmark: _Toc83291332]2.7 ELECTRIC CAR DEMONSTRATIONS: UNITED KINGDOM
With the ‘Ultra Low Carbon Vehicle Demonstration Programme of the UK’ Technology Strategy Board’, Bunce et al (2014) took an initiative to record consumer attitudes towards electric cars. As a part of this programme, 135 participants were given an electric car to use for 3 months, however 1 week prior to this; the opinions of the participants have been recorded and compared later after 3 months of use with the electric car. It is important to note that no standard electric vehicle has been used, rather a set of electric cards have been provided to the participants from six distinct manufacturers. These participants were called through advertising by the car manufacturers; this was turned out as an exceptional way to reap benefits of brand loyalty while getting full ability to select those who may display less interest in buying electric cars in the first instance. However, it is observed that consumers who are loyal to a brand may only prefer to participate truly in the hopes of accessing latest models of their preferred brands; still those consumers who are not open to technology and innovation will possibly take no interest. Since the programme has fairly given long duration of time to the consumers to use electric cars, it acted as an opportunity for them to adapt to the differences of the electric cars over other cars naturally, for e.g., remembering to plug in for longer to keep it charge for all day. In this study, there were 71% male participants involved while 69% were educated, however it gives rise to a question whether it truly represents the UK’s population, which is factually 49% male as stated by World Bank (2016) and 40% population holding a degree or equivalent as stated by Ball (2013). Another issue witnessed in the study was that the researcher did not clarify if the respondents have access to other cars which are combustion fuelled since they could carry their own car for longer journeys in spite of the provided electric cars which in turn could prevent possible issues with range occurring. Nevertheless, this investigation has found out some interesting, yet surprising outcomes. It has been recognised that majority of the participants counted to be 92% prior to the 3-month programme believed that large scale use of electric cars may reduce carbon emissions, however this ratio fell and reached to 64% after this programme. 
In line with the above discussion, Ball (2013) witnessed that the absence of the standard charging system could discourage people from using public charging stations including those that are situated at motorway rest stops. However, it is believed that public infrastructure of charging stations is crucial to run an electric car, yet it was found that majority of the participants only prefer to charge at home. At last, the study demonstrated that people in the UK would be willing to pay extra & premium to buy an electric car in the years to come. 
[bookmark: _Toc83291333]2.8 CHAPTER SUMMARY
Undergoing the extant studies, some core themes have been analysed which made it quite clear that car manufacturers in the UK automobile industry can develop some precise consumer segments keeping in mind that the consumer segments for the electric car industry will be different with diverse attributes than that of the combustion powered car industry. It seems that lack of accessible data is available to consumers, seemingly at the “Attention stage” of the car purchasing process and observed that consumers who have been exposed to the electric car previously are more likely to make a purchase for electric cars in the coming future. 
It is noted from the literature review that motivational factors are acting as the key to better understand the consumers and their pattern of purchasing. Essentially, to understand how the electric car can approach all factors in ways combustion powered cars can. 
From the literature, the theme of brand loyalty has also come to the light, if consumers are even more motivated to purchase electric cars and inspired by their preferred brand via marketing. As stated by a Cornell and Damodaran (2014) since the automobile industry in the UK is going through a significant disruption, especially from new market entrant Tesla: a major player, it becomes important to comprehend the significance of brand loyalty. 
Although, the researcher arrived at different conclusive arguments, it is still inconclusive whether all the consumers will be likely to pay premium for buying electric vehicles. It is however very clear that the electric car industry in the UK does not have equal economies of scale at this initial phase than that of the combustion powered industry, which clearly means that it will cost more for the electric cars to perform equally as the combustion engines. 
In addition, the matters around customer perceptions about the environmental benefits of electric cars have also remained questionable; also, how consumers would react to the eco-friendly attributes of the cars remain unclear. Throughout the extant studies, one of the overriding features recognised is that of a majority male sample. 


[bookmark: _Toc83291334]CHAPTER 3: RESEARCH METHODOLOGY 
[bookmark: _Toc83291335]3.1 INTRODUCTION
This chapter of the dissertation define how was the data collected and how was it analysed to achieve the aim and objectives of the research. The methodology chapters provide details of the procedure, techniques and methods used to obtain the data and analyse it as per the need of the research. Here, research onion is used to define the methodology used in the study for answering to the research questions. The methodology chapter includes how the researcher systematically designs a study to ensure reliable and valid results that address the objectives and aim of the study (Nayak and Singh, 2021). For examining the concern of potential consumers of Tesla to buy electric cars, the researcher used both primary and secondary data. 
[bookmark: _Toc83291336]3.2 RESEARCH APPROACH 
In academic dissertation deductive and inductive two approaches are used. The inductive approach in the research study involves generating theories from the research rather than starting the study with the theories. The deductive approach in the study begins with a theory and the rest of the research build on the theory. The deductive approach moves from general to specific as data is collected to test the hypothesis (Woiceshyn and Daellenbach, 2018). The deductive approach is more commonly used in quantitative research. The inductive approach starts with the observation because the researcher in the inductive approach focuses on developing a new theory based on the observation.  
This study used quantitative data and therefore the deductive approach is applied in the proposed study as this study used quantitative data and is based on the literature review that has been observed by the researcher to answer the research questions. This approach is used because it helps in testing or examining the concerns of the consumers toward the electric cars of Tesla. This study was not based on the inductive approach because the researcher did not create any new theory in this study. Another reason for not using the inductive approach is that in this approach conclusion drawn can never be proven, but it can be validated (Woiceshyn and Daellenbach, 2018). Therefore, a deductive approach is applied to obtain quantitative data related to the consumer perspective towards electric cars. One limitation of using the deductive approach in the study is that its conclusion can be true only when the premises are true, and the terms are clear.
[bookmark: _Toc83291337]3.3 RESEARCH PHILOSOPHY 
The philosophy of the research is based on the goals of the research and different philosophies are used to conduct the study such as interpretivism, positivism and pragmatism. In positivism, studies can be done objectively as opinions and personal viewpoints are not considered in this philosophy. Views, thoughts, and opinions of the people are focused and considered in interpretivism. Pragmatism philosophy consists of an element of involvement of the researcher and subjectivity (Žukauskas et al., 2018). 
Pragmatism is used in this study as it takes the subjectivity and involves the researcher, specifically when the conclusion is drawn based on the decision and responses of the participants. This philosophy is used because it is not limited to one specific philosophy and the experiment can be alerted to suit the need of the researcher. This philosophy of the research helps in undertaking the researcher and interpreting the world from different points of view rather than focusing on a single point of view. This approach is effective for the study because it helps in analyzing the views of different potential consumers of tesla and interpreting the result to achieve the objective of the study (Žukauskas et al., 2018). In comparison to pragmatism, positivism is not applied because it does not consider the opinion of people and focus on conducting the study objectively which is not effective for the proposed study.  Therefore, pragmatism is applied as a researcher use different philosophies according to the need and research questions.


[bookmark: _Toc83291338]3.4 RESEARCH STRATEGY 
Strategies of the research can be an interview, experimental research, action research, systematic literature review, case study and survey. In this study strategy of questionnaire survey as well as case study is used because both primary and secondary information is collected in the proposed study. A case study of tesla is used to analyze sustainable marketing and examining the concerns of the potential consumers of tesla to buy electric cars. By using a case study, the researcher analyzed the reason to use sustainable marketing and recommended it to the company to enhance its consumer base and bringing positive opinions of the consumers to buy electric cars (Ridder, 2017).  By using the strategy of the case study, the researcher collected in-depth data related to the organization and explored the variables that influenced the consumer choice to purchase electric vehicles. The case study helps in analyzing the information specific to the organization and gaining data that help in achieving the aim and objectives of the study.  
A questionnaire survey strategy is also used which helped in collecting the primary data related to the opinion of people towards electric cars and knowing their views regarding the factors that influence their opinion to buy new vehicles. A questionnaire survey helped in investigating the attitude of people towards the electric cars of tesla and knowing what influence the behavior of the consumers to buy electric cars (Nabi, 2018). This strategy is used because it is effective in collecting the opinion of people on the specific set of questions designed by the researcher to collect the objectives and aim of the study.
[bookmark: _Toc83291339]3.5 DATA COLLECTION METHOD 
Data can be collected using qualitative, quantitative, and mixed or combination of the method according to the need of the research study and objectives. The qualitative method of research is the process of gathering, evaluating, analyzing, and interpreting the non-numeric data as it is used to collect only qualitative data. Qualitative research involves various methods such as case study, one-on-one interview, observation, focus group and literature review. Quantitative research is the process of collecting numeric data using methods like surveys, experiments, and correlational research (Queirós et al., 2017). This method involves systematic investigation as the researcher itself is involved in the process of collecting quantifiable data. 
Qualitative data is collected in the present study by using the method of literature review and case study. Secondary qualitative data is collected from scholarly sources, previous research papers, articles, journals, and books and presented in the literature review. The quantitative method is also used to collect numeric data by conducting a questionnaire survey. Both the methods effectively applied to collect numeric as well as quality data to make the study more effective and reliable (Queirós et al., 2017).
The primary data collection method is applied where data is collected by conducting an online questionnaire survey. Primary data helped in enhancing the authenticity of the data because the researcher involves in conducting the survey and collect the opinion of the people by asking closed-ended questions. The primary method helped in collecting specific data on the consumer attitude and factors that influence their behavior to buy electric cars (Prada et al., 2018). The drawback of using the primary method of collecting data is that it is very time consuming and not feasible in the situation of covid. Along with this secondary method is also used by the researcher to collect non-numeric data related to sustainable marketing from the secondary sources. Sources like publications related to marketing, journals, articles, and books related to the consumer attitude and behavior toward electric cars and sustainable marketing. Secondary data is very affordable and easily accessible and helpful in getting new insight by collecting in-depth data. But there is a risk involved in using secondary data as it may not be reliable and authentic and the researcher also faced difficulty in finding specific data according to the research need (Prada et al., 2018).
[bookmark: _Toc83291340]3.6 SAMPLING TECHNIQUE 
This research questionnaire survey is conducted online through google forms by selecting the public using non-random sampling as only those people are selected for the survey who is interested in electric cars. Participants are selected based on factors like interest in electric cars, age, and gender. The non-random sampling helps the researcher in examining the concerns of the potential consumer of Tesla in buying electric cars by asking closed-ended questions related to the objective and aim of the study. The sample size of 25 people is selected as the researcher conducting the study at a small scale and therefore small sample size is used to collect relevant data (Etikan and Bala, 2017). The small sample size makes it easier for the researcher to conduct the survey effectively and analyze the opinion of selected people to analyse the concerns of consumers to buy electric cars.
For obtaining secondary data only authentic sources like previous research papers, google scholar, books, articles, journals, and newspapers are used and only data related to sustainable marketing and factors that influence the purchasing attitude of consumers are collected. To enhance the reliability and accuracy of secondary data, information of only the last six years is collected and analysed to achieve the aim and objective so the study.
[bookmark: _Toc83291341]3.7 TIME HORIZON 
Time horizon determines in how many points in time researcher plans to collect the data that is either cross-sectional or longitudinal. In Longitudinal time horizon data is collected over multiple points such as months, weeks and even years and data are analysed in phases as it is collected. In cross-sectional time horizon data is collected at one point of time and analysed together at the end (Zangirolami et al., 2018). 
In this study researcher used a cross-sectional time horizon as the data related to sustainable marketing and factors influencing the purchasing behavior of the people is collected at one point of time and analyses at the end to examining the concerns of consumers to buy electric cars. The researcher selected the time horizon according to the amount of time available to conduct the study and complete the research (Zangirolami et al., 2018). Therefore, the cross-sectional time horizon is used because the study is conducted at a small scale and the researcher collected all relevant data at one point of time and analyses it at the end to draw an effective conclusion.


[bookmark: _Toc83291342]3.8 DATA ANALYSIS 
Different methods of analysing method are used to effectively analyze primary as well as secondary data. For analyzing the primary data collected by conducting a questionnaire survey, frequency analysis is used as the researcher analyzed the views of the people. Frequency analysis is used as it is an effective and most appropriate way to analyze the numeric data collected through the survey as the researcher viewed those responses with higher frequency influence the consumer attitude to buy electric cars. The frequency of responses is recorded by the researcher in the form of percentages and presented in the form of graphs and charts (Rauscher, 2021). The numeric data presented using charts, tables and graphs are easy to understand, analyses and interpret. 
For analyzing secondary data method of content analysis is used as it is an effective method to determine the presence of certain themes, concepts, and words within the qualitative texts. Such as by using content analysis researcher analyzed the data using words like sustainable marketing, consumer attitude, factors influencing consumer choice and strategies of sustainable marketing (Renz et al., 2018). By using content analysis researcher effectively quantify and analyze the presence, relationship and meaning of such words according to the need of the research study and help in developing an understanding of the text and data collected to achieve the aim and objectives of the study.
[bookmark: _Toc83291343]3.9 ETHICAL CONSIDERATION 
Ethical consideration is specified as the most significant part of the research study as ethical issues can affect the quality of the whole study if issues are not avoided by the researcher, therefore it is essential to consider the ethical issues and conduct the study in an ethical manner. The proposed study is conducted in an ethical way as research participants are not subject to harm in any way. Respect, privacy, and dignity of the participants involved in the study are promised to ensure that all participants feel respected and valued. The information collected from the participants of the survey is kept confidential to ensure the privacy of the personal information of the participants. The adequate level of confidentiality of both primary and secondary information is maintained as only those people are allowed to access the data that have authority to use the data such as the researcher (Ross et al., 2018).  The anonymity of the organisation, as well as participants in the research, has been ensured to maintain the quality of the research. Further, the researcher maintained effective communication through transparency and honesty and all information is presented in an unbiased way to enhance the reliability of the study. 
In this dissertation, the researcher ensured the voluntary participants of the respondents who were involved in filling the questionnaire survey. Moreover, the right to withdraw has been provided to the participants as they can withdraw from the study when they wish to do so. For maintaining the reliability of the secondary information, the work of others is acknowledged by referencing the data. To ensure the validity of the data, the research design address specific research questions and the method used for collecting the data is also focused on the objectives and questions of the research (Ross et al., 2018). All these measures taken by the researcher helped in enhancing the quality, reliability, validity, and authenticity of overall research and helped in achieving the objective of the study in an ethical way.
[bookmark: _Toc83291344]3.10 RESEARCH LIMITATIONS 
In every research study, some limitations have been involved that influence the quality of the information and overall research work. Limitations can be related to the method used for collecting data, analysing information, selecting samples etc. and all such limitation affect the quality of research work. Here, in this study also researcher faced some limitations related to sample size and method. The researcher used a very small sample size of only 25 people which are selected using non-random sampling (Nayak and Singh, 2021). The sample size is too small to generalize the data and concluding for the overall population. Further, the researcher collected the information by conducting a questionnaire survey online which involves the issue of non-respondent of participants on some questions. Another limitation of collecting primary data is it is very time-consuming and costly to collect the data using the survey method. Further, the researcher also faced some limitations in using secondary data as information related to sustainable marketing and factors influencing the attitude and purchasing behavior of consumers is difficult to collect and involve risk of authenticity and accuracy of the data. A large set of data is collected by the researcher using the secondary method that created the risk of selecting and analysing only relevant data that affect the quality of the overall study (Nayak and Singh, 2021). To overcome the limitation of the present study, it is suggested that the researcher can conduct the survey at a large scale and can also use interviews to collect more accurate data related to the concerns of the consumer to buy electric cars.


[bookmark: _Toc83291345]CHAPTER 4: DATA ANALYSIS AND FINDINGS 
[bookmark: _Toc83291346]4.1 INTRODUCTION
The survey particularly comprises of the close-ended questions since they are quicker & easier to answer and provides quantitative & measurable data.  No financial rewards/incentives are in place for the participants; rather individuals who are participating do it out of genuine interest of the theme & thus help in providing a more accurate response. The framing of questions in the questionnaire aims at being unbiased as possible, yet there is a numerical superiority in the number of questions in relation to electric cars than that of the combustion powered cars. 
Deployment of survey has been done in a way to target those individuals who have active interest in cars, especially electric cars since they are the one more likely to share responses than the general population. Thus, the ideology being that those consumers having keen interest in cars received a link with a short message requesting them to participate in the survey and make their significant contribution in the research. 


[bookmark: _Toc83291347]4.2 ONLINE SURVEY
QUESTIONNAIRE 
Q1. What is your age? 
	Alternatives 
	Responses

	18-22
	2

	23-29
	7

	30-40
	5

	40+
	11

	Total 
	25




Source: (Author’s work, 2021)
44% of the total respondents are above the age of 40 whereas 8% are between the age of 18 to 20. The respondents between the ages of 23 to 29 are 28% whereas the remaining are in between the age group of 30 to 40.      
Q2. What is your gender? 
	Alternatives 
	Responses

	Male
	18

	Female
	7

	Total 
	25




Source: (Author’s work, 2021)
72% of the participants in the survey are Male and the remaining is Female. The percentage shows more interest and attraction of Male towards vehicles and technology advancement. The females are less interested in vehicles.  
Q3. What is your income? 
	Alternatives 
	Responses

	£0-£15,000
	4

	£15,001-£20,000
	5

	£20,001-£25,000
	9

	£25,000+
	7

	Total 
	25




Source: (Author’s work, 2021)
Most of the individuals who participated in the survey are between the income’s groups of £20,001 to £25,000 with 36%. People with a monthly income between £0 to £15,000 were involved less in the survey with around 16%. The percentage of people with a monthly income above 25000 is 28% and the reaming are between the income group of £15,001 to £20,000.    
Q4. Which type of car do you own currently? 
	Alternatives 
	Responses

	Electric cars
	3

	Petrol/ Diesel 
	21

	Hybrid Car 
	1

	Total 
	25




Source: (Author’s work, 2021)
Around 84% of the respondents own either petrol or diesel cars at present. Only 12% of the participants have electric cars and the percentage of participants with the hybrid car is only 1%. The response reflects less awareness of individuals toward electric and hybrid cars and the use of petrol and diesel car is still in trend.  
Q5. Are you wishing to purchase or replace your car in the upcoming years? 
	Alternatives 
	Responses

	Yes  
	16

	No 
	9

	Total 
	25




Source: (Author’s work, 2021)
Most of the participants wishing to either replace or purchase a new car in the upcoming years. 64% of the respondents have the chance to purchase a new car or replace the old one in upcoming years whereas the remaining 36% are not going to do so. The decision to purchase new car shows the interest and attraction towards technology advancement on individuals.  
Q6. What qualities/ features/ specifications do you look for while purchasing a car? 
	Alternatives 
	Responses

	Price Range
	6

	Comfort
	14

	Latest Technology 
	3

	Seating capacity  
	2

	Total 
	25




Source: (Author’s work, 2021)
While purchasing a car, the preferences of individuals change. In the present survey, 56% of the respondents look for comfort instead of other characteristics while 24% focuses on the price range. 12% of the respondents get attracted towards latest technology and the remaining prefers more seat capacity.     
Q7. Which of the following word you will use to denote electric cars?
	Alternatives 
	Responses

	Eco-Friendly
	13

	Fast
	5

	Stylish
	2

	Cheap
	3

	Expensive 
	2

	Total 
	25




Source: (Author’s work, 2021)
Around 52% of the respondents think that "Eco-friendly" is a term that best denotes electric cars. 20% of the respondents thought that electric cars are fast whereas 12% seems the cars as cheaper. The remaining goes with style and expensive cost.    
Q8. Are you concerned about the environment?   
	Alternatives 
	Responses

	Yes
	18

	 No 
	2

	Not sure  
	5

	Total 
	25




Source: (Author’s work, 2021)
The concept of sustainability and environmental concerns increased in present. As the survey is based on sustainability, thus it is necessary to carry out the point of view of individuals towards the environment. 72% of the respondents are concern about the environment whereas 8% are not. The remaining are not sure about their point of view.    
Q9. Which type of pollution is considered to be the biggest issue according to you? 
	Alternatives 
	Responses

	Air
	16

	Noise
	2

	Water
	6

	Radioactive 
	1

	Total 
	25




Source: (Author’s work, 2021)
The pollution in the environment is increasing day by day that not only affecting the biodiversity but also the health of individuals. According to the responses of the participants, air pollution is one of the biggest issues that affecting the environment adversely. 64% of the participants are in favour of air pollution whereas 8% supporting noise pollution as a major concern. The participants that supporting water and radioactive pollution are 24% and 4%.  
Q10. Do you think electric cars to be more sustainable than petrol and diesel cars? 
	Alternatives 
	Responses

	Yes
	19

	 No 
	4

	Not sure  
	2

	Total 
	25




Source: (Author’s work, 2021)
As the survey focuses on sustainability and so, it is needed to carry out the point of view of individuals towards sustainability in cars and vehicles. 76% of the participants think that electric cars are more sustainable and eco-friendly in comparison to petrol and diesel cars. 16% of the participants are disagreeing with the statement and thinks that there is no relationship between cars and sustainability. According to them, every vehicle which is operating condition creates pollution in any form and thus, no vehicle is considered to be sustainable. The remaining 8% are not sure about their decisions.   
Q11. When deciding what car to buy, which type of media or advertisement attracts you the most? 
	Alternatives 
	Responses

	Internet Ads
	2

	TV Ads
	3

	Car review articles 
	18

	Display in Car Showrooms 
	2

	Total 
	25




Source: (Author’s work, 2021)
It is the advertisement that attracts individuals to buy a car. There are various platforms that attract individuals towards cars by providing several choices. 72% of the participants think that car review articles are the media that most attract them towards cars. TV Ads attracts around 12% of the participants whereas remaining of the participants get attracted towards displays in car showroom and internet ads.       
Q12. In future, if you wish to buy an electric car, which features would most encourage you? 
	Alternatives 
	Responses

	less CO2 emission
	2

	Cheap maintenance
	1

	Less noise pollution 
	1

	Purchase cost 
	15

	Latest technology
	2

	Safety features 
	4

	Total 
	25




Source: (Author’s work, 2021)
Certain features and specifications attract the individual towards the product. Based on the responses of the participants, the Purchase cost is one of the features that would attract individuals towards electric cars. Are 60% of the participant's supported purchase costs whereas 16% supported safety measures. All other options like less CO2 emission; the latest technology, cheap maintenance and less noise pollution are preferred by around 24% of the participants.      
Q13. What would be your buying preferences in terms of manufacturers when purchasing an electric car?  
	Alternatives 
	Responses

	Traditional car manufacturers 
	8

	Newmarket entrants 
	17

	Total 
	25




Source: (Author’s work, 2021)
Purchasing a car is a long-term investment for many individuals and thus purchasing it from a trustworthy manufacturer is essential. Based on the response collected from the survey around 68% of the respondents will prefer to purchase the electric car from new market entrants. The reason is new entrants like Tesla works with new technology and so considered the measures like safety, advancement, and sustainability. 32% of the respondents prefer to buy the car from traditional car manufactures due to trust issues.  
Q14.  According to you, which sustainable marketing strategy Tesla Company can adopt to attract consumers as well as to maintain a brand image?  
	Alternatives 
	Responses

	Consumer-oriented marketing 
	9

	Innovative marketing 
	13

	Societal marketing 
	3

	Total 
	25




Source: (Author’s work, 2021)
For maintaining an effective brand image and reputed image in the market, it is essential for a business firm to adopt an effective and relevant marketing strategy to attract customers. Sustainable marketing is a concept that comes into consideration in present due to the increased concern of individuals towards sustainability. According to 52% of the respondents, Tesla should adopt Innovative marketing which relates to finding new ways to introduce the existing and innovative products to the world. 36% preferring consumer-oriented marketing which emphasis on the customer’s perspective while marketing the product. 12% of the participants suggesting Tesla adopt societal marketing which focuses on the requirement of the customers as well as business firms. Most of the participants recommend that Tesla should market the Electric car with the help of an innovative marketing strategy.     
Q15. How can Tesla Company adopt the concept of sustainable marketing?
	Alternatives 
	Responses

	Use of recycled materials 
	4

	Upgrading of vehicles and equipment’s
	8

	Support to environmental initiatives
	8

	Investment in social media marketing  
	5

	Total 
	25




Source: (Author’s work, 2021)
According to 64% of the participants, upgrading the vehicles and equipment’s and support to environmental initiatives are the best ways to adopt the concept of sustainability marketing. The strategies will help the Tesla Company in establishing and maintaining a sustainable and recognised position in the market. 20% of the respondents think that investment in social media marketing is the best approach to go sustainable whereas the remaining 16% are supporting the concept of using recycled materials.          
Q16.  What benefits the Tesla Company will gain by promoting electric cars through sustainable marketing? 
	Alternatives 
	Responses

	Improved brand image
	12

	Increased production and profitability 
	8

	Long term growth and higher revenues 
	5

	Total 
	25




Source: (Author’s work, 2021)
Evaluating the benefits of sustainability and sustainable marketing helps in understating the concept in-depth. Tesla can adopt the concept of sustainable marketing for promoting the electric car and for gaining competitive advantages. According to 48% of the respondents, the adaptation of sustainability factors in the marketing will help Tesla in improving the brand image. 32% of the respondents think that adaptation of sustainable marketing will help in enhancing business profitability and production. Remaining of the 20% supporting long term growth and higher revenues as the benefits of sustainable marketing.        


[bookmark: _Toc83291348]4.3 FINDINGS
Having achieved 25 responses, the survey was primarily completed by most of the male respondents that counted for 88% of total participants. However, it achieved a strong spread across age groups, as given 40-44 the most frequent age group. In terms of income also, a good spread is witnessed, giving that more than one third of respondents earn £50,001+.
Environmental thoughts and behaviour
 The outcomes from the survey clearly demonstrated the sample to be highly concerned about the environment. In particular, it has been observed that more than half of the respondents found air pollution to be most concerning and thus led by a considerable amount, followed by radioactive and water pollution respectively. In addition, it has come to notice that majority of the participants are also concerned about global warming getting affected due to electric cars usage, however some found it as the least concerned option. Further, the results showcased that UK consumers are accepting the fact that electric cars are more environmentally friendly than the diesel/petrol cars, yet some were denying this statement. 
In line with the above discussion, it is observed that the participants were centre ground in terms of environmental behaviour. In particular, it is noted that the rate of recycling refuge is higher than the ratio of national average, given that more than half of the respondents recycle 51% or even more of their refuge while the national average being lesser only counted to be 44.9% as evident by the Department for Environment Food & Rural Affairs (2017). It is further recognised that the most widely used environmentally friendly products among the UK consumers are energy saving light bulbs & double glazing. An even split was recognised in the survey between the individuals considering the energy rating of electrical appliances prior to make a purchase. 


 Electric Cars
From the ratio, it is very clear that over half of the consumers in the UK own a diesel/petrol vehicle and the ratio of consumers owning an electric and hybrid car is less. Yet, it cannot be denied that some consumers are willing to replace their cars probably in the coming three years, with diesel/petrol cars being the most likely intended replacement made for electric cars. 
When it comes to brand loyalty, it was observed that majority of the consumers prefer to buy particularly from a specific brand due to their trust over the brand. General exposures to cars and car review articles were found to be the two most likely cases when examining what best captures the attention of consumers first to a new car introduced in the market, however advertisements and TV ads drew marked up by a smaller number of consumers. 
The results indicated that perceptions and attitudes of consumers regarding electric cars vary to a great extent since some consumers were willing to make a viable replacement of combustion powered cars with electric cars while some consumers were looking for the presence of lithium battery at the time of a collision rather than the presence of petrol. In addition, the outcomes demonstrated that three key areas of considerations which were identified are Comfort, Acceleration and Look and marked with highest ranks since consumers often look for these attributes at priority in a car before making a purchase. Despite this, most respondents further implied that a premium would put them off buying an electric car while others were showing their concern towards charging their vehicle on a daily basis. Further, the core incentive/benefit that were recognised to buy an electric car was the performance of the electric car being equal to the performance of a petrol/diesel car, whereas environmental benefits being the smallest and least concerned incentive/reward. 


[bookmark: _Toc83291349]4.4 ANALYSES AND DISCUSSION

The sample that was covered in this investigation was not wholly reflective of the UK population and it was observed that there was disproportionate number of males related to the populace, yet it was believed that this may be because of the subject criteria, particularly it seems that men are comparatively more interested in cars than women. Throughout the study, one premium electric car brand has been the core area of focus namely Tesla. 
As per the statistics, the average weekly income determined was £512 as of 2018 which in turn make the average earning of a household in the UK £27,000 per year around. In the current case, the respondents found to have considerably higher average income and it is quite good to see since consumers having high income becomes eligible to buy premium products and get better options and eventually the ability to access better performing electric car in the market. 
Environmental thoughts and behaviour
Reviewing the quantitative data, consumers who are educated and well-informed of electric cars and its attributes were considerably found to be more concerned about environment while consumers who are less-informed and with lower-level completed qualification were found to be less concerned about environment. In simple terms, it can be said that education offers increase state of awareness about the surroundings. Despite this, one similar trend observed with the millennial generation representing even more concern, this was simply due to the pressure on this generation to recover the harm caused by the previous generations. 
One of the biggest concerns witnessed among all the respondents were regarding air pollution, probably due to its projecting media coverage considering health concerns including the effects of greenhouse gases on global warming, issue of smog, especially influencing large regions such as London. The extant studies are evident that cars, especially diesel/petrol cars are the key cause of air pollution, also proven by the Department for Environment Food & Rural Affairs (2011). The discussion also uncovered that transportation falls under the biggest causes of greenhouse emissions, especially in the UK as stated by the Department for Business, Energy & Industrial Strategy (2016). Electric cars are found to be less polluting mode of transport as compared to the combustion engine powered cars. Radioactive and water pollution ranked second & third very much concerned factors to the respondents. 
Reviewing the theoretical data while going through the statistical responses, there is still a dilemma for the automobile industry about whether to use combustion engines for the years to come due to the conflicting arguments. It was found that to keep the use of combustion engines continue, accessing additional stores of oil will be needed, probably via fracking which is highly concerned with the pollution of ground water, however contrariwise the UK power grid, through which electric cars would charge from. It is believed that the UK power grid increasingly depends on nuclear power stations (Story, 2019). 
In the UK, nuclear waste is processed at Sellafield which is now seemed like the ground of frequent leakage incidents into ground water. From the survey, according to majority of the consumers, electric cars are more environmentally friendly as compared to diesel/petrol car, yet some were quite disagreeing with the statement and felt that water pollution is as big issue as air pollution. In this view, one clear issue developed is the energy production for the UK national grid and whether it requires a shift to renewables prior electric cars purely become green. 
From the findings, the consumers aged above 45 that are called baby boomers felt that electric cars are truly environmentally friendly and more than that of combustion powered vehicles. Not only this, but this group is even intended to replace their existing cars with the electric cars in the coming future. Also, consumers falling within this group seemed to have higher income, falling into £50,001+ category which in turn makes them eligible to buy range of vehicles provided by a premium electric car brand: Tesla and get acceleration of 0-60mph with a range up to 250 miles. Tesla is also marked to be the ideal solution for many respondents since it was observed that the performance of Tesla’s electric vehicles was equivalent to that of diesel cars provided by other car manufacturers, also the electric cars had lower running costs: these were some of the core reasons to purchase an electric car from Tesla. The key behind the Tesla’s success in the automobile industry is its adoption of sustainable marketing strategy as evident in the studies. 
In contrast, it was also observed that some respondents were only willing to buy cars from a range of traditional car manufacturers where Tesla does not belong to but can become the one only if electric vehicles will become the social norm. Based on the findings of this research, socio-technical barriers are marked as the leading barrier to the adoption of electric vehicles, especially in the UK electric car market. It is observed that while traditional car manufacturers are putting heavy investments in the production of the electric vehicle, still their key focus seems to be on the combustion propelled cars as stated by Hildermeier (2017). 
When it comes to analysing the behaviour of consumers towards environment, it has been found out that rainwater harvesting systems were popular surprisingly among majority of the participants owning them. Such findings fit in with the previous consensus in relation to the concerns of the consumers about water pollution, however it is contradicting with the results of the questionnaire. While the theoretical frameworks depicted that incorporating rainwater harvesting systems is important to store rainwater into homes for personal use, the participants believed that despite rainwater harvesting systems, putting in some simpler systems considerably, for example: garden water butt storage would be helpful and easier. 
Remarkably, the chief driver of investment in environmentally friendly products seemed financial regulation or return. One study has also indicated that running costs were a core incentive. It has been found out later those regulations put on the electric car industry has been increasing pressure on the car manufacturers to bring best alternatives in the market and prevent stagnation. As in case, consumers panic brought vacuums in the year 2014 prior to outlawing by the EU, these consumers are now not required to return to the market since they own a new model. Similarly, the car industry in the UK may face such situations since countries started introducing bans on diesel/petrol powered vehicles. 

[bookmark: _Toc83291350]4.5 CHAPTER SUMMARY

In this section, the researcher delves into the meaning, patterns, significance & relevance of the study outcomes. The focus throughout was on describing & measuring the findings, showing how it is relevant to the literature review and how it succeeded in addressing the research questions and eventually built up an argument supporting the overall conclusion. 

[bookmark: _Toc83291351]CHAPTER 5: CONCLUSION 
Since the key purpose of the research paper is to analyse the opinions of the consumers towards electric cars and what influence them to buy an electric car from Tesla, the only way to gain comprehensive understanding over this is by asking them, in the current case, through an online survey, particularly via Google Form. The survey seeks obtaining in-depth understanding about the lifestyle of the participants in terms of green credentials while gaining a general understanding about how open the consumers are in the UK to adapt changes in technologies, particularly in this case, how much consumers, especially customers of Tesla are prepared to make “trade-offs’. In addition, physical as well as psychological barriers have been discussed associated with owning an electric car while identifying the current perceptions of the consumers towards electric propulsion. Through online survey, three distinct propulsion types have been examined namely combustion, hybrid and electric to gain a better understanding on prior exposure levels. In this investigation, the researcher took a step back from earlier studies while looking at the electric car users from a more generalised viewpoint to fit them into one global consumer type. Since the list of questionnaires doesn’t provide ‘no opinion’ option, all respondents were more likely to have an opinion about the research theme.
Since it was found that the consumers who stated they have intention to replace their current cars with a new combustion powered car instead of an electric car, however, display concern for the environment as well, which means it is unclear whether consumers in the future will be likely to purchase an electric car, this showcased behaviour-attitude gap. This persistent theme between subgroups forced the researcher to examine the factors revolving around the supply chain involved in producing electric cars since they could influence the performance of cars. However, it was recognised in the findings that those factors are throwing unnoticeable impact since they have global warming potential reduction rate as low as 9% in comparison to petrol cars and thus it remains still questionable and unanswerable whether electric cars are green enough or not? And thus, the researcher in the future studies must cover discussion on this ground. 
This investigation is set out with the aim of examining the key concerns of the potential customers of Tesla regarding electric cars. Along with the four significant themes, the researcher has also determined other smaller findings a few of which is confirming the extant literatures
· Consumers in the UK are fully prepared to make trade-offs of car performance in exchange of reducing Co2 emissions
· Consumers in the UK do not consider electric cars to be environmentally friendly
· Majority of the consumers in the UK are reluctant to pay extra or premium to buy electric cars
· UK consumers have negative opinions about lithium battery technology
· Consumers those are having the purchasing power to buy electric cars from premium brands such as Tesla are reluctant to do so, rather prefer staying with the traditional car manufacturers
To sum up, it can be said that the electric car industry in the UK has a fast-changing environment and thus there is a greater scope for the future researchers to carry out more extensive research covering each smaller detail within it, in contrast with much of the existing literature providing primarily wider research perspectives. 


[bookmark: _Toc83291352]CHAPTER 6: RECOMMENDATIONS 

[bookmark: _Toc83291353]6.1 CONSIDERATIONS FOR THE UK AUTOMOBILE INDUSTRY

Even though the car manufacturers will likely bring an excessive number of electric cars to the market, it is important for the whole automobile industry to serve concise and clear solutions which consumers may face in the years to come. Across the literature, the key theme is increasing general exposure to the users of electric cars and this investigation owns those perceptions are changes & driven in this way. It is believed that general awareness on electric cars can be raised through large scale media advertising in relation to the public recharging points, to introduce the technology to everyday driver while developing it into a ‘social norm’. 
Hybrid vehicles act as a roadmap for the public to transit between technologies. In general terms, hybrid vehicles are chiefly designed to run in the best economical manner, especially its engine run only when certain parameters are addressed. However, the number of markets where products are being sold from a wholly economical point of view is limited, as evident with the statement: performance equal as the combustion car is a leading benefit of buying an electric car. Hybrid vehicles are particularly introduced to provide advantages in terms of acceleration since the reduced running costs associated with an electric car and a combustion powered vehicle would appeal to distinct market segments. One example is of a hybrid car that uses engine in rapid acceleration for generating shorter than 0-60 mph time and then return to battery operation one the speed is attained. Also, it would enable a ‘softer’ introduction between consumers & lithium battery technology which in turn could bring a significant obstacle for the electric car industry. 


Based on the above findings, it is not likely that new market entrants such as Tesla will gain the ability to disrupt the entire car industry, particularly in the short term since some of the traditional car manufacturers those have built up their brand value over past couple of years remain the preference of the market. However, there is possibility that this may change, and complete landscape of the automobile industry get transformed in the years to come, thus traditional car manufacturers would be suggested to keep their interest on and starts making large scale investments into electric models in a way to protect their goodwill and image in the market. More importantly, there is also possibility for the car manufacturing industry to leave Tesla to incur risks & later replicate technology at the time when it is positively perceived by a wide range of market segments. 
The consumers in the UK did not find electric cars to be as green as the car manufacturers in the industry would hope them to be. This means, the manufacturers still need to look over the workings of their supply chains along with all other aspects to add on features and make cars more environmentally friendly. Today, in this digital era, since almost everyone has full access to the internet, it is possible that consumers visit number of social media platforms and company websites over internet for research prior to purchasing a car. In particularly, it is possible that consumers will delve in depth into how environmentally friendly products can be. Conversely, a core issue the automobile industry cannot cope up with is concerned with the way the National Grid is powered & hence how the electric models will get the power. Thus, it would be recommended to the electric car manufacturers to educate the public on the benefits of the electric cars while proving them why electric cars are purely a greener alternative to others. 


[bookmark: _Toc83291354]6.2 OPPORTUNITIES FOR FUTURE RESEARCH

The most obvious field that requires attention from the scholars and researchers is on the ground of public’s perceptions about lithium batteries and the ways of directly dealing with the seeming negative connotations revolving around this. In addition to this, other fields that further requires major focus of researchers are associated with that of the functionality of hybrid vehicles and on examining the ways consumers would prefer the combination of engine & battery technology in their vehicle to generate better outcomes for themselves. Also, the social resistance to the adoption of electric vehicle also requires to be investigated. 
Creation of a greener manufacturing & supply chain system covers another scope for the researchers to conduct an extensive investigation. It is believed that since incorporating supply systems in place may benefit the car manufacturers in terms of making low level changes while improving their carbon footprints, it is also possible that the development of an entirely new system would help them in convincing consumers over green credentials of the company. Undeniably, it can be said that the automobile industry is a champion of JIT (Just in Time) as proven by Dinsdale and Bennett (2015), however a core issue with such systems is that it does not allow full flexibility for large scale changes to take place within the supply chain. JIT may not be considered environmentally friendly with large scale transports such as trucks which are merely travelling with what is required for production despite being filled. With this consideration, the researchers in the future studies must emphasize principally on how improvements would change consumer perceptions & potential financial incentives, prior to start investigating into the methodology of changes. In sum, consumers in this contemporary world are now taking a closer look at how environmentally friendly products are.
A recurrent theme that this investigation and other related studies have undergone is lack of participation from females. Although, lack of females may be due to number of reasons, right from the lack of active interest in the research to the internal family hierarchy issues, this remains a considerable consumer segment and hence requires key focus from the scholars. 

[bookmark: _Toc83291355]6.3 FAILURES AND RESTRICTIONS OF THIS STUDY
During piloting, it was observed that majority of the participants lost their interest in filling survey; this might be due to the length of the questionnaire. As a result, the researcher had to remove a few of the demographic questions and thus failed in identifying distinct types of consumers involved in purchasing electric cars. However, this did not influence the general success of examining the opinions and attitudes of the consumers in the UK significantly. 
Another area the researcher struggled to identify was the impact of charging, the reason was simple: due to content volume restrictions. For the researcher, this was a huge disappointment. The charging requirement completely altered the way in which the product is used, and it is argued it would possibly discourage the consumers to make a purchase. However, the findings of the current study revealed from a theoretical viewpoint that consumers were not overly discouraged by this issue. In fact, the findings have disclosed that consumer were willing to adopt new technologies, though they were looking at perceived ease of use. It is believed that introduction of new technologies paves the way for a new complementary sector coming up with wireless charging approaches as proposed by Fuller (2016) and Panchal et al (2017). 
 Undergoing the study, it was further noted that a crucial, yet critical aspect was fully excluded from the research which if included would have filled the gap in the existing academic literature: the significance of resale value in buying a new electric car. However, yet it is too early for the automobile industry to capture the ways resale values could get influenced by new technologies at the initial stage of adoption.
In case of surveys, exclusion of ‘no opinion’ option proved a success, yet the interface depicted that several individuals gave up on responding each question since they went through sections, due to this decision. Thus, it is stated that the researcher could have applied other scaling alternatives in place of ‘no opinion’ option despite the significant difficulties it may create in result interpretations. In sum, it can be said cluster approaches may be helpful in the analysis of the scaled outcomes. 
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[bookmark: _Toc83291358]APPENDIX 1: ONLINE QUESTIONNAIRE

Q1. What is your age? 
	Alternatives 
	Responses

	18-22
	2

	23-29
	7

	30-40
	5

	40+
	11

	Total 
	25



Q2. What is your gender? 
	Alternatives 
	Responses

	Male
	18

	Female
	7

	Total 
	25





Q3.What is your income? 
	Alternatives 
	Responses

	£0-£15,000
	4

	£15,001-£20,000
	5

	£20,001-£25,000
	9

	£25,000+
	7

	Total 
	25



Q4. Which type of car do you own currently? 
	Alternatives 
	Responses

	Electric cars
	3

	Petrol/ Diesel 
	21

	Hybrid Car 
	1

	Total 
	25





Q5. Are you wishing to purchase or replace your car in the upcoming years? 
	Alternatives 
	Responses

	Yes  
	16

	No 
	9

	Total 
	25



Q6. What qualities/ features/ specifications do you look for while purchasing a car? 
	Alternatives 
	Responses

	Price Range
	6

	Comfort
	14

	Latest Technology 
	3

	Seating capacity  
	2

	Total 
	25





Q7. Which of the following word you will use to denote electric cars?
	Alternatives 
	Responses

	Eco-Friendly
	13

	Fast
	5

	Stylish
	2

	Cheap
	3

	Expensive 
	2

	Total 
	25



Q8. Are you concerned about the environment?   
	Alternatives 
	Responses

	Yes
	18

	 No 
	2

	Not sure  
	5

	Total 
	25





Q9. Which type of pollution is considered to be the biggest issue according to you? 
	Alternatives 
	Responses

	Air
	16

	Noise
	2

	Water
	6

	Radioactive 
	1

	Total 
	25



Q10. Do you think electric cars to be more sustainable than petrol and diesel cars? 
	Alternatives 
	Responses

	Yes
	19

	 No 
	4

	Not sure  
	2

	Total 
	25





Q11. When deciding what car to buy, which type of media or advertisement attracts you the most? 
	Alternatives 
	Responses

	Internet Ads
	2

	TV Ads
	3

	Car review articles 
	18

	Display in Car Showrooms 
	2

	Total 
	25





Q12. In future, if you wish to buy an electric car, which features would most encourage you? 
	Alternatives 
	Responses

	less CO2 emission
	2

	Cheap maintenance
	1

	Less noise pollution 
	1

	Purchase cost 
	15

	Latest technology
	2

	Safety features 
	4

	Total 
	25


Q13. What would be your buying preferences in terms of manufacturers when purchasing an electric car?  
	Alternatives 
	Responses

	Traditional car manufacturers 
	8

	Newmarket entrants 
	17

	Total 
	25





Q14.  According to you, which sustainable marketing strategy Tesla Company can adopt to attract consumers as well as to maintain a brand image?  
	Alternatives 
	Responses

	Consumer-oriented marketing 
	9

	Innovative marketing 
	13

	Societal marketing 
	3

	Total 
	25



Q15. How the Tesla Company can adopt the concept of sustainable marketing?
	Alternatives 
	Responses

	Use of recycled materials 
	4

	Upgrading of vehicles and equipment’s
	8

	Support to environmental initiatives
	8

	Investment in social media marketing  
	5

	Total 
	25





Q16.  What benefits the Tesla Company will gain by promoting electric cars through sustainable marketing? 
	Alternatives 
	Responses

	Improved brand image
	12

	Increased production and profitability 
	8

	Long term growth and higher revenues 
	5

	Total 
	25
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