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1. INTRODUCTION

Tesla is a company that is focused on creating sustainable transportation options for the future. Their mission is to accelerate the world's transition to sustainable energy. Tesla is best known for its electric cars, but the company also produces solar panels, energy storage systems, and related products.

Tesla's approach to innovation and technology has helped it become a leading company in the industry. Their products are designed to be sustainable, efficient, and environmentally friendly. The company's electric cars are equipped with advanced features such as autopilot, over-the-air updates, and the ability to charge quickly.
[image: ]
Tesla's dedication to sustainability extends beyond their products. The company is committed to reducing its carbon footprint by using renewable energy sources, such as solar panels and wind turbines, at its facilities. Tesla also focuses on reducing waste and recycling materials in its production processes.

Overall, Tesla is a company that is leading the way in sustainable transportation and energy solutions. Its focus on innovation, technology, and sustainability makes it an exciting company to follow and study.

Tesla is one of the most valuable car manufacturers in the world, with a market capitalization of over $700 billion as of April 2023.

2. 
COMMUNICATION

Communication is the process of exchanging information, ideas, or thoughts between two or more individuals, groups, or organizations through various mediums such as verbal, written, or nonverbal forms. It involves the transmission and reception of messages, which can be expressed in a variety of ways such as speaking, writing, gestures, body language, and facial expressions. Communication plays a crucial role in all aspects of life, including personal relationships, business, education, and politics.

Effective communication is essential for building strong relationships, establishing trust, and achieving common goals. It helps individuals to express their thoughts and feelings, exchange information, make decisions, and resolve conflicts. In a business context, effective communication is critical for building strong teams, managing conflict, providing feedback, and achieving organizational objectives.

In summary, communication is a vital process that involves the exchange of information, ideas, or thoughts between individuals or groups. Effective communication is essential for building strong relationships, establishing trust, and achieving common goals in both personal and professional contexts.

2.1 SHANON WEAVER COMMUNICATION MODEL

The Shannon-Weaver model of communication, developed by Claude Shannon and Warren Weaver in 1949, is a linear model that explains the process of communication in the most basic sense. The model is based on the concept that communication involves a sender who encodes a message, which is then transmitted through a channel to a receiver who decodes the message.

The model comprises of the following elements:

1. Sender: The sender is the person who originates the message or information and wants to convey it to the receiver.
2. Encoding: The sender puts the message in a form that can be transmitted to the receiver through a communication channel. The message is encoded into a symbolic form such as language or pictures.
3. Channel: The channel is the medium through which the encoded message is transmitted from the sender to the receiver. It can be a telephone, email, letter, or any other form of communication.
4. Decoding: The receiver receives the encoded message from the channel and translates it into a form that he or she can understand. The message is decoded into its original form by the receiver.
5. Receiver: The receiver is the person or audience for whom the message is intended.
6. [image: ]Feedback: Feedback is the response of the receiver to the message. It may be verbal or non-verbal, and it helps the sender to understand whether the message was received and understood.
Source: (https://study.com/academy/lesson/what-is-communication-definition-importance.html, n.d.)
https://www.businesstopia.net/communication/shannon-and-weaver-model-communicationhttps://www.businesstopia.net/communication/shannon-and-weaver-model-communicationhttps://www.businesstopia.net/communication/shannon-and-weaver-model-communication



The model assumes that communication is a one-way process, where the sender transmits the message and the receiver receives it. However, the model does not account for the possibility of noise or interference that can occur during the communication process. It also does not take into consideration the role of context, culture, or the interpersonal relationships between the sender and receiver.

Despite its limitations, the Shannon-Weaver model is still widely used in communication studies and provides a basic framework for understanding the communication process.


3. INTEGRATED MARKETING COMUNICATION

The American Marketing Association defines Integrated Marketing Communication (IMC) as a strategic approach to planning and executing marketing communication activities that are designed to ensure that all brand messaging is consistent, persuasive, and coordinated across all channels and touchpoints. The goal of IMC is to create a seamless and unified experience for the consumer by ensuring that all marketing communication activities are aligned with each other and with the overall brand strategy.

IMC involves coordinating all aspects of a brand's communication efforts, including advertising, public relations, personal selling, sales promotion, direct marketing, and online and social media marketing. By integrating these various channels and touchpoints, IMC seeks to create a more effective and efficient marketing campaign that can deliver a consistent message and build stronger relationships with customers.

The key to successful IMC is careful planning, coordination, and monitoring of all marketing communication activities. IMC requires a deep understanding of the target audience, the brand's values and messaging, and the overall marketing strategy. Through effective integration, IMC can help companies create a more powerful and memorable brand experience for their customers.

4. NEW PROMOTIONAL STRATEGIES FOR TESLA

Tesla's marketing strategy is based on several key elements. First, the company emphasizes product innovation as a way to differentiate itself from competitors. This has included the development of electric vehicles, solar panels, and energy storage solutions. By continuously pushing the boundaries of technology and design, Tesla has been able to establish a reputation as an innovative brand.

Second, Tesla uses content marketing to educate customers about the benefits of electric vehicles and renewable energy. This includes producing blog posts, videos, and other content that highlight the advantages of Tesla's products and the company's mission. By providing valuable and informative content, Tesla is able to establish itself as an authority in the industry and build trust with potential customers.

Third, Tesla relies on brand advocacy to promote its products. Tesla owners are often passionate about the brand and its products, and they are encouraged to share their experiences with others. Tesla also uses social media and word-of-mouth marketing to reach new customers and expand its reach.

Fourth, Tesla frequently hosts events such as test drives, product launches, and solar roof installations. These events give potential customers the opportunity to experience Tesla's products first-hand and learn more about the company's mission. By creating opportunities for customer engagement and education, Tesla is able to build stronger relationships with its customers and create a sense of community around the brand.

Finally, Tesla's marketing strategy is focused on sustainability. By promoting the benefits of electric vehicles and renewable energy, Tesla is able to appeal to customers who are concerned about the environment and want to reduce their carbon footprint. This message has resonated with a growing number of consumers who are looking for sustainable solutions to everyday problems.


4.1 ONLINE PROMOTIONS

Tesla is a leading electric vehicle and clean energy company known for its innovative products and sustainable solutions. In today's digital age, online promotional strategies play a crucial role in building brand awareness, engaging with customers, and reaching new audiences. In this assignment, we will discuss the online promotional strategies used by Tesla to promote its brand and products.

1. Social Media Marketing: Tesla has a strong social media presence, with active accounts on platforms like Facebook, Twitter, Instagram, and YouTube. Tesla uses these channels to share product updates, news, and announcements, as well as to engage with its followers and customers. Social media marketing helps Tesla to reach a wider audience and build a loyal customer base.

2. Content Marketing: Tesla uses content marketing to promote its brand and products. The company has a blog where it publishes articles on a variety of topics related to sustainable energy, electric vehicles, and technology. Tesla also produces videos and other multimedia content to showcase its products and share its brand values. Content marketing helps Tesla to establish itself as an authority in the electric vehicle and clean energy industry.

3. Search Engine Optimization (SEO): Tesla's website is optimized for search engines, making it easy for potential customers to find the company online. The website includes detailed product pages, as well as information on Tesla's mission, history, and team. SEO helps Tesla to improve its online visibility and attract more traffic to its website.

4. Influencer Marketing: Tesla has a large following of brand advocates, including celebrities, influencers, and loyal customers. The company often partners with these individuals to promote its products and brand values on social media and other online channels. Influencer marketing helps Tesla to reach new audiences and build trust with potential customers.

5. Email Marketing: Tesla uses email marketing to communicate with its customers and subscribers. The company sends out regular newsletters and promotional emails, highlighting new products, events, and other news. Email marketing helps Tesla to stay in touch with its customers and keep them informed about its latest offerings.

6. Online Advertising: Tesla also invests in online advertising to reach new customers and promote its products. The company runs ads on platforms like Google, Facebook, and Instagram, targeting users who are interested in electric vehicles, sustainable energy, and technology. Online advertising helps Tesla to increase its brand awareness and attract more customers to its products.

Tesla's online promotional strategies are designed to build its brand, engage with customers, and reach new audiences. By using a combination of social media marketing, content marketing, SEO, influencer marketing, email marketing, and online advertising, Tesla is able to establish itself as a leader in the electric vehicle and clean energy industry.


4.2 OFFLINE PROMOTIONS

1. Showrooms: Tesla operates showrooms in various locations worldwide, providing potential customers with the opportunity to see and test drive its vehicles. These showrooms offer an immersive experience that showcases Tesla's innovative products and brand values.

2. Events: Tesla hosts various events and product launches throughout the year to generate buzz and promote its brand. These events are attended by journalists, industry experts, and potential customers, and are often covered by the media.

3. Print Advertising: Although Tesla's focus is primarily on digital marketing, the company has also used print advertising to promote its products. Tesla has placed advertisements in newspapers and magazines targeting environmentally-conscious consumers.

4. Public Relations: Tesla's public relations team works to secure media coverage and positive press for the company. This includes managing relationships with journalists and publications, as well as coordinating interviews and press releases.

5. Brand Partnerships: Tesla has partnered with other brands and companies to promote its products and brand values. For example, the company has collaborated with luxury brands like Hermès and Swarovski to create custom interior designs for its vehicles, which positions Tesla as a high-end, luxury brand.


5. BRANDING & BRAND EQUITY

5.1 BRANDING
Branding is a critical aspect of business and marketing strategy. It involves creating a unique identity, emotional connection, perception, and reputation for a product or service. By developing a consistent and recognizable brand identity, businesses can differentiate themselves from competitors and establish a loyal customer base. A successful brand can evoke positive emotions in customers, build trust and reliability, and influence customer perceptions of a product or service. Ultimately, effective branding can help businesses to achieve long-term success by building strong customer relationships and standing out in the market.


5.2 BRAND EQUITY
In both case studies, it is evident that Tesla has successfully built a strong brand equity. The company has positioned itself as a premium electric car brand that is synonymous with innovation, sustainability, and luxury. This has allowed the company to differentiate itself from traditional car manufacturers and establish itself as a leader in the electric vehicle market.

In the first case study from The Branding Journal, Tesla's brand equity is attributed to the company's clear and consistent branding across all touchpoints, including its logo, website, and advertising campaigns. The company's strong brand personality and reputation have created a sense of exclusivity and desirability around its products, which has helped it to maintain a strong market position.

In the second case study from IIDE, Tesla's online and offline promotional strategies were analysed, highlighting the ways in which the company leverages social media and word-of-mouth marketing to build and maintain its brand equity. Tesla has also used a range of offline promotional strategies, such as events and partnerships, to further enhance its brand equity.

Overall, these case studies demonstrate that Tesla's brand equity has played a critical role in the company's success, helping it to establish a strong market position, build a loyal customer base, and maintain higher profit margins than many of its competitors.

6. KELLER’S BRAND EQUITY MODEL

Keller's Brand Equity Model is a framework that helps businesses to understand the value of their brand and the factors that contribute to it. The model was developed by Kevin Lane Keller, a marketing professor at Dartmouth College, and it is widely used by marketers and brand managers.

The model consists of four components that work together to create brand equity:

1. Brand Salience: This refers to the awareness of the brand in the minds of consumers. The more easily a brand comes to mind when a consumer thinks about a product or service, the higher the brand salience.

2. Brand Performance: This refers to how well the brand meets the functional needs of consumers. It includes factors such as quality, reliability, and value for money.

3. Brand Imagery: This refers to the intangible and emotional aspects of the brand, such as its personality, values, and associations. Strong brand imagery helps to create a unique and compelling brand identity.

4. Brand Judgements and Feelings: This refers to the overall evaluation and emotional response that consumers have towards the brand. Positive judgements and feelings lead to greater brand loyalty and advocacy.

By leveraging these components, businesses can build a strong brand equity that differentiates them from their competitors, creates a loyal customer base, and drives long-term growth and profitability.

6.1 MERITS OF KELLER’S BRAND EQUITY MODEL

There are several merits of Keller's Brand Equity Model, including:

1. Comprehensive: Keller's model provides a comprehensive framework for understanding the various components of a brand, including its tangible and intangible aspects. This allows companies to develop a more holistic understanding of their brand and develop more effective branding strategies.

2. Customer-focused: The model is based on the perspective of the customer, which is essential for building a strong brand that resonates with customers and drives long-term loyalty.

3. Strategic: Keller's model provides a strategic approach to brand building, helping companies to develop a long-term vision for their brand and create a roadmap for achieving their branding goals.

4. Measurable: The model includes specific components that can be measured and tracked over time, such as brand awareness, customer loyalty, and financial performance. This allows companies to assess the effectiveness of their branding strategies and make adjustments as needed.

6.2 DEMERITS OF KELLER’S BRAND EQUITY MODEL

Keller's brand equity model is widely recognized and used by marketers, but it also has some limitations and shortcomings that need to be considered. Here are some of the demerits of Keller's brand equity model:

1. Limited scope: Keller's model focuses only on the customer-based brand equity and ignores other types, such as organizational or financial. This narrow scope limits its applicability to different brand dimensions or industries.

2. Lack of empirical evidence: While the model is widely used, there is limited empirical evidence to support its validity or reliability. The model is based on Keller's own observations and research, which may not be generalizable to other contexts.

3. Complex and theoretical: Keller's model is complex and theoretical, making it difficult to implement in practice. The model can be overwhelming for marketers who seek a practical framework for managing brand equity.

4. Overemphasizing the role of the brand image: The model places a heavy emphasis on the brand image or perception, which may not always reflect its true value or performance. The model assumes that a strong brand image always leads to higher brand equity, which may not always be the case.

5. Does not address the specific challenges of building and managing brand equity: The model does not provide specific guidance on how to address the challenges of building and managing brand equity, such as competing brands, changing customer needs, or market conditions.

In conclusion, while Keller's brand equity model has many strengths and has proven to be a useful tool for marketers, it also has several limitations and weaknesses that need to be considered when applying it in practice.

7. CUSTOMER JOURNEY

A customer journey refers to the sum of all experiences that a customer has with a brand or company from the moment they become aware of the brand to post-purchase evaluations. This includes all touchpoints and interactions that the customer has with the brand, such as advertising, website visits, social media interactions, customer service interactions, and product usage.

The customer journey is a critical aspect of marketing because it helps businesses understand the various stages of the customer experience, and how they can tailor their marketing efforts to better meet the needs and expectations of their customers at each stage. By analysing the customer journey, businesses can identify pain points or areas of friction in the customer experience and work to improve them, ultimately leading to increased customer satisfaction, loyalty, and advocacy.


8. CUSTOMER TOUCH POINTS

A customer touchpoint refers to any interaction between a customer and a company, both pre- and post-sale. This includes any point at which a customer comes into contact with a brand or its representatives, including advertising, salespeople, customer service, social media, email marketing, and product usage. 

Customer touchpoints are critical because they can have a significant impact on a customer's perception of a brand or company. Positive experiences at touchpoints can lead to increased customer satisfaction, loyalty, and advocacy, while negative experiences can lead to frustration, dissatisfaction, and even brand abandonment. 

As a result, businesses must pay close attention to their customer touchpoints and work to create positive experiences that meet the needs and expectations of their customers. This can involve investing in customer service training, improving website design and functionality, offering personalized experiences, and monitoring social media channels for customer feedback and complaints.


8.1 Pre-Purchase:

1.Website: Tesla's website is the first point of contact for potential customers, where they can explore the vehicles, design their own car, view pricing and financing options, and schedule a test drive.

2. social media: Tesla is active on various social media platforms, such as Twitter, Instagram, and Facebook, where they share updates on new product launches, technology advancements, and customer experiences.

3. Referral Program: Tesla has a referral program that incentivizes existing customers to refer new customers. This helps create a sense of community and encourages word-of-mouth marketing.



8.2 Purchase:

1. Showrooms: Tesla's showrooms provide customers with the opportunity to test drive the vehicles, ask questions, and get a closer look at the features and functionalities.

2. Online Store: Customers can purchase their Tesla vehicle online and customize it to their liking. They can also schedule a delivery date and location that is convenient for them.

3. Delivery Experience: Tesla delivers the vehicle to the customer's specified location and provides a personalized delivery experience, including a tutorial on how to use the features and functionalities.


8.3 post-Purchase:

1. Service Centres: Tesla has service centres where customers can take their vehicle for maintenance and repairs. They also provide mobile service for certain repairs, where technicians come to the customer's location.

2. Software Updates: Tesla provides regular software updates to improve the functionality and performance of the vehicle.

3. Community Engagement: Tesla has a strong community of owners who engage with each other through forums, events, and social media. This creates a sense of belonging and loyalty among customers.

9. Tesla’s CUSTOMERS JOURNEY MAP

Customer journey mapping is a process that helps businesses understand and visualize their customers' experiences and interactions with the brand throughout the customer journey. This involves mapping out every touchpoint that a customer has with the brand, from the initial awareness stage to post-purchase follow-up. 

For Tesla, the customer journey typically starts with brand awareness through various touchpoints, such as social media, word-of-mouth referrals, and Tesla's website. During the pre-purchase stage, Tesla creates touchpoints that provide customers with more information about their products, such as test drives, online configurators, and virtual showrooms.

The purchase stage for Tesla involves the actual buying of the vehicle, which can take place online or in person at a Tesla showroom. Tesla also offers touchpoints such as financing options and custom ordering to provide customers with a personalized buying experience.

In the post-purchase stage, Tesla continues to engage with its customers through touchpoints such as vehicle delivery, training, and ongoing customer support. Tesla's customer service team is available through various touchpoints, including phone, email, and chat, to provide assistance and support.

By mapping out these touchpoints, Tesla can gain a better understanding of the customer journey and identify areas for improvement to enhance the overall customer experience. This allows Tesla to create a more personalized experience for its customers and build long-term relationships.

9.1 Strengths of Tesla's Customer Journey Map

Tesla's customer journey map is one of the key strengths that sets it apart from its competitors. The following are the strengths of Tesla's customer journey map:

1. Personalization: Tesla's customer journey map focuses on delivering personalized experiences to its customers. The company has integrated technology into its customer journey map to provide personalized recommendations, relevant content, and a seamless experience across touchpoints.

2. Omnichannel experience: Tesla has created an omnichannel experience that allows customers to interact with the company through multiple touchpoints, such as online, mobile, and in-store. This enables customers to seamlessly move between touchpoints and receive consistent messaging.

3. High-touch customer service: Tesla offers high-touch customer service by providing customers with a dedicated customer support team that is available 24/7. Tesla's customer support team is knowledgeable, responsive, and provides timely solutions to customer issues.

4. Simplified purchase process: Tesla's customer journey map simplifies the purchase process for customers by providing a streamlined online purchase process, transparent pricing, and easy financing options.

5. Emotional engagement: Tesla's customer journey map focuses on creating an emotional connection with its customers by providing them with a unique experience. This emotional connection is achieved by showcasing the company's mission to accelerate the world's transition to sustainable energy and highlighting the benefits of owning a Tesla.

9.2 Weaknesses of Tesla's Customer Journey Map

It is hard to find weakness of tesla’s customer experience however, some general weaknesses that could be present in a customer journey map include:

1. Incomplete customer persona: If the customer persona is not properly developed or is not updated with time, it can lead to an incomplete understanding of the customer's needs and desires, which can affect the overall journey map.

2. Limited channels: If the journey map is designed to focus on a limited number of channels or touchpoints, it may miss out on other channels that are relevant to the customer. This can result in a suboptimal customer experience.

3. Poor data analysis: If the data analysis is incomplete or inaccurate, it can lead to incorrect assumptions about the customer's behaviour and preferences, which can affect the journey map and result in a suboptimal customer experience.

4. Failure to adapt: If the journey map is not regularly updated or adapted to reflect changes in customer behaviour or preferences, it can quickly become outdated and ineffective, resulting in a negative impact on the overall customer experience.


10. TOTAL ENGAGEMENT MODEL

The total engagement model is a business engagement model that involves a comprehensive approach to building a long-term relationship between a company and its customers. This model emphasizes the importance of creating a positive customer experience throughout every stage of the customer journey. The aim of the total engagement model is to create a deep and lasting connection between the customer and the company, resulting in increased loyalty, higher customer satisfaction, and increased revenue over time.

The total engagement model involves a variety of tactics, including personalized marketing, targeted messaging, and ongoing customer support. It requires a deep understanding of the customer's needs and preferences, as well as a commitment to providing high-quality products and services that meet those needs. Companies that successfully implement the total engagement model are able to build a loyal customer base that is willing to advocate for the brand and provide valuable feedback and insights for future growth.
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11. RECOMMENDATION

1. Expand international marketing efforts: Tesla should expand its marketing efforts to reach a wider international audience. This can be achieved by developing customized marketing strategies for different regions, leveraging local influencers, and partnering with local organizations to promote the brand.

2. Enhance digital marketing strategies: Tesla should focus on enhancing its digital marketing strategies, including search engine optimization, email marketing, and content marketing. By utilizing these strategies, Tesla can reach a wider audience and increase engagement with customers.

3. Provide personalized customer experiences: Tesla should invest in providing personalized customer experiences to strengthen customer loyalty and increase customer lifetime value. This can be achieved by leveraging customer data to create customized marketing messages and providing personalized service at every touchpoint.

By implementing these recommendations, Tesla can improve its marketing strategies, raise brand awareness, manage customer journey, and meet stakeholder expectations


12. CONCLUSION

In conclusion, Tesla has become a prime example of effective branding and marketing in the automotive industry. Through a combination of online and offline promotional strategies, Tesla has created a brand image that emphasizes innovation, sustainability, and exclusivity. Their strong brand equity is reflected in their high brand ranking and credibility among customers. Tesla's customer experience is personalized and seamless, with touchpoints throughout the entire customer journey that emphasize convenience and efficiency. By leveraging the Total Engagement Model, Tesla has been able to cultivate a loyal customer base and stay ahead of the competition. Overall, Tesla's success can be attributed to their focus on innovation, customer-centric approach, and effective branding and marketing strategies.
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