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Executive summary
This document is designed to critically evaluate Tesla’s marketing activities covering the following:
· Concepts and importance of marketing.
· The micro and macro marketing environment of Tesla by looking at recognised analysis models. (S.W.O.T., Micro) & (P.E.S.T.E.L., P.O.R.T.E.R.S. 5 - Macro)
· The target market and reviewing segmentation, targeting, differentiation and positioning.
· Selection of media and whether they are effective or not. 
· Measuring metrics for success and effective strategies.
The document will then provide conclusion addressing the shortcomings of the marketing strategy for Tesla
From the conclusions, the document will then provide recommendations based upon the conclusions discovered in the main body of research.





1.0	Introduction
Tesla Inc is a designer innovator and manufacturer of fully electric vehicles. The business also manufactures power storage and photo voltaic solutions for the commercial and domestic market. (Phorbes.com, 2022)
Tesla was founded in 2003 by a group of engineers who wanted to prove that people didn’t need to compromise as an electric vehicle can be better, quicker and more fun to than gasoline cars (Tesla.com 2022)
Elon Musk has been Co-founder and CEO since 2008 He is renowned for his unapologetic and cavalier attitude towards business decisions and media communications. In addition to Tesla, Elon Musk also owns companies in the fields of tunnel digging (BORING), space exploration (Space X) and even bioelectronics. (Hannah Towe, 2022).

2. Main findings

2.1 The Marketing Concept

2.1.1 Macro Environment

2.1.1.1 PESTEL Analysis
Political drives for reducing climate change have impacted the fossil fuels market for the benefit of Tesla. Political and legal obligations towards workers and supply chain can further affect businesses with shady reputations of using child labour. Wakefield, J. (2016)
Economic factors such as the strength of the economy, exchange rates, available workforce and raw materials may have led to Tesla to possibly favouring lower cost options in a new developing market. (Appendix 1)
Social factors are favourable when there is a rapidly growing demand for the product. Especially when the perceived social status and environmental benefit, outweighs the knowledge of the destructive manufacturing process. (Trompenaars and Hampden-Turner, 2012, p.129) Tesla’s CSR strategy does appear to exist for the exposure and acceptance to customers e.g. Tesla (2022) where they celebrated a pride event for LGBTQ community.
R&D has enormous importance on a high-tech organisation, especially TESLA. The key selling point of TESLA is that it is clean, green, high-performance technology for the end consumer. (Fahy and Jobber, 2022, p. 375) In the initial stages of manufacturing, the available technology meant that high volumes of Cobalt needed to be used. This component improves the performance of the technology, however it is mined and extracted in poorly regulated circumstances. These circumstances have impacted in lawsuits of workers within the supply chain of the product assembly. (Fahy and Jobber, 2022, p. 375)
Environmental benefits have mixed opinions when it comes to understanding the reality of green technology. The hand that gives also takes away because the environment of the end user is improved, such as lower noise and air pollution. However, the manufacturing process creates a significant carbon footprint, and a devastating polluted environment in the supply chain. BBC. (2022)
Legal issues such as workers’ rights have impacted the company image. Lawsuits against TESLA and its supply chain have diminished the image of their clean sustainable brand. There are additional lawsuits and claims from workers of Tesla that there has been reported harassment and racial discrimination within the organisation. This would likely be a damaging image for the company.



2.1.1.2 Porters 5 Forces (Appendix 4).
Rivalry amongst competitors has been less of a concern for Tesla in the past than in recent years. Up until 2019, Tesla had very few concerns about they’re competition. Since 2020 there have been multiple car manufacturers launching fully electric equivalents. Charles Riley. (2016)
The bargaining power of buyers has increased due to both the increase of new entrants as mentioned in competitor rivalry, and new substitutions such as the rapid growth electric micro mobility. (Dibb S et al. 2019, p. 58)
Bargaining power of suppliers will no doubt put pressure on TESLA to maintain affordability and profitability. Due to the increase in extraction of raw materials, energy costs and covid related workforce problems, suppliers have a strong bargaining position. Furthermore, as new entrants and substitutes enter the market, Tesla is just one of many customers for a quickly expanding supply chain. (Appendix 4) Therefore, there are now more opportunities than ever for the suppliers of TESLA’s components. Richard Walters. (2022).
Threat of new entrants has quickly become a serious issue for TESLA. The market that they once had is becoming crowded by existing car manufacturers and their electric equivalents. Charles Riley. (2016). Where innovation may not proceed Tesla also continues to unethically lobby against competitors.  Jessie Li. (2021).
Threat of substitutes is possibly one of the biggest threats as the micro mobility age has not yet started. Due to government legislation being constantly held back, the growth of e-micro mobility remains stagnated. Pure Electric (2022)
Another element that is not included in (Appendix 4) is the point of complementors. Charging points at locations with free or paid charging could be considered complementors that support the sale of electric vehicles.













2.1.2 Micro Environment 

2.1.2.1 SWOT Analysis (Appendix 5)
Micro marketing environment page 97 figure 3.3.
Strengths - Lobbying power is a huge strength combined with the backing of many global governments. The company is recognised as a highly recommended employer and most valuable automotive company. Jessie Li. (2021).
Weaknesses - As per (Appendix 5) There remains a limitation on production, even with the production ramped up from the new Giga factories. The demand for the product remains high when there is an unstable supply of batteries, and therefore long lead times creates frustrated customers who may divert to competitors or substitutes. High value investors could be considered high risk if the funds were pulled in challenging circumstances. Richard Walters. (2022)

Opportunities - Despite Tesla being recognised as a global brand, the business has not sufficiently penetrated the eastern European, African and south American markets due to affordability and competition. At present the company buys components from many suppliers, and outsourced battery production from Panasonic. As per the Ansoff Matrix (Dibb et al. 2019, p. 50). 

Threats - There are several threats, especially the lawsuits around the extraction of Cobalt in the PRC (Peoples Republic of Congo) which can impact the image of the brand. Despite the batteries being manufactured by another company, the distasteful image of the supply still exists. Product liability claims around the autonomous technology has further diminished brand image with additional lawsuits. Emily Rosenthal. (2022).


2.1.2.2 The Target Market
The Target Market selection needs to be understood to develop effective strategies to sell products and services. This data can be captures in a structure such as feedback forms, consumer digital behaviour, purchasing data and even artificial intelligence (Dibb S et al. 2019, p. 235). It is likely that Tesla will monitor the activities of users on its website and social media sites. High volumes of accurate data will allow for immediate segmentation and retargeting using sophisticated algorithms.

2.1.2.3	Segmentation
Segmentation in marketing helps the resource and direction of marketing initiatives to be targeted at specific audiences. This can be done collectively by creating compound segments that contain several variables that are lucrative for any organisation if understood well. (Fahy and Jobber, 2022, p. 124) In the case of tesla, segmentation can be broken down into three main areas as behavioural, psychographic and profile (Appendix 6) courtesy of (Fahy and Jobber, 2022, p. 125). Understanding the data means that customer segments such as age, sex, race, location income etc. See also corporate segmentation.

2.1.2.4 Targeting
The targeting strategy can be developed once the correct segmentation study is completed. 
See (Appendix 7) Typically, car manufacturers execute undifferentiated and differentiated targeting strategies as their customers can be generic. The EV market has become diverse by the growing number of competitors, markets and customers. From a narrow tech orientated consumer base to a broader generic, environmentally conscious society lead by changing morals and culture. (Trompenaars and Hampden-Turner, 2012, p.186-187) Tesla’s targeting is now customized to take advantage of valuable market data to maximise revenue channels, as new products and customer segments have been discovered.

2.1.2.5 Positioning
How will the strategy be communicated at the segmented audience, and will the audience receive and interpret the message in the way that it was intended. More than ever customers know what they want and are very decisive in high value and long-term purchases. Because consumers buy benefit, a high value product such as Tesla must provide recognisable value. Both in the form of pleasure and moral status. (Fahy and Jobber, 2022, p. 139-140) Although many marketing strategies are formed with the customer in mind, positioning is often based on the customers perception that is beyond the design or intention made from segmentation and targeting. (Dibbs et al. 2019, p.248).
In summary Tesla can target its customers with a mixture of cleverly optimised communications that are personalised and relevant to their demographic.




2.2 The Marketing Mix

The marketing mix that consists of Product, Price, Place, Promotion, People, Process, Physical evidence is often the starting point of most marketing strategies. (Dibbs et al. 2019, p. 11). In many ways the marketing mix is also the foundation for creating segmentation, targeting and positioning. Tesla has both products and extended services to those products. (See Appendix 3)
The place or distribution is both physical in affluent locations and online. Although Tesla’s marketing is not obvious, they promote their brand with product placement in TV and film, and SEO activities. Tesla tends to avoid promotion in the form of competition as the brand positions it’s self as a luxury high end image but does this elevate the brand with some consumers opinions of shady manufacturing operations.
As a high-end brand with high technology and perceived benefit, naturally the price of the product is too. This also interlinks with positioning as it places itself as a mid to high end car brand. The price of the product does vary depending on model but is fixed with little variance due to its consistent high-end image.
The people and physical element are linked due to the showrooms and sales representatives. These locations are clean, sophisticated premises with well dressed, highly trained staff to assist customers. 
Process – Direct to consumer and third party via car leasing comparison sites.

2.3 Marketing Media
Tesla have a diverse range of mediums for marketing their products. The key channels are social media in the form of Twitter where CEO Elon Musk plays strong brand representation and ambassadorship. Elon Musk attends many public relations events that create high levels of brand awareness via high volume, viral, video content across multiple social platforms. Sometimes this is not always the most appropriate channel, however the consistency increases traffic through other channels. The viral momentum of awareness as mentioned, leads to generating high-volume, low-cost web traffic to Tesla’s website and third-party operators. Search engine optimisation (SEO) is potentially low cost since the brand name Tesla is synonymous with the westernised image of an electric car.
Direct mail and email remain vital to communicate with customers, although this is utilised best when a prospective customer has voluntarily given their contact details to be communicated with.
Tesla advertise on most mediums shown in (Appendix 8). Some are more effective than others which is important to be considered, especially regarding segmentation, targeting and positioning. Tesla products are not advertised in the same way that general car manufacturers advertise such as radio and TV. The brand is represented much more discreetly without the need for slogans gimmicks or memorable endorsements like competitors. 
Despite the use of twitter by CEO Elon Musk, social media is used in formats that combine inhouse and end user generated content. The traction of followers and interaction here is generally gained through organic traffic and not overly promoted content. Influencer marketing can therefore yield significant value from prospective customers, but also existing long-term customers can be identified as a fan base and future advocates. (Fahy and Jobber, 2022, p. 77).
2.4 Measuring Success
Measuring success can be broken down as objectives, data analysis, Interpretation, and Recommendation. To be effective all campaigns must me measurable, substantial and accessible.
Objectives can start with an evaluation of existing markers such as market share, sales value and volume, profitability, end user reach, exposer, interaction etc. When identified, numerical growth values can be set in place, concurrent with existing market and competitor comparison. 

Data analysis can provide valuable insights providing that the analysis is inline with the objectives and is unbiased. Tesla can identify its exposer to target audiences by analysing data regarding social media reach. For example, the sales or at least interaction gained from a particular target audience can be compared to either other customer segments or previous sales periods with correlating data. This ensures it is measurable and substantial.
The interpretation of this data is the next step which can either be surprising or inline with expectations. So that the recommendations are of value, the interpretation of data must be relevant, comparative and accessible.
Recommendations are then made from the interpretation of the analysis. Again, it is difficult to avoid unconscious bias so that they are valuable and not just fulfilling a narrative. When making recommendations, the data may suggest e.g., increasing marketing spend to improve reach, reduce pricing to increase sales, or choose different styles to communicate as trends and large data patterns emerge, that are visible in social channels. 

3 Conclusion
Tesla has made incredible advances in technology and has shaped the way forward in the public vehicle industry. The brand has established 5 major products that specifically cater for those intended customer segments and is continuing to develop products and services that excite and provide substantial benefit.
The main short comings of Tesla’s poor CSR are historically down to the production process of its products. High carbon footprints, environmental damage, and poor working conditions within the supply chain. As evidence suggests, the extraction of Cobalt used to produce Tesla’s batteries is an inadequately monitored practice and involves the exploitation of low-cost workers with little to no health and safety regulation. Although the Tesla and its’ suppliers has had to pay significant fines to the communities affected, Tesla has managed to avoid mass public disapproval as its high-tech, science-baffles-brains approach has clearly worked. 
Furthermore, to corporate social responsibility, the recent lawsuits of February 2022 have pushed further negative images of the business.
The current marketing strategy of the CEO Elon Musk’s approach will not win over all the potential customers of the car market. Since multiple competitors, new entrants and growing substitutions threaten the market share and growth of the business. Tesla’s apparent lack of CSR strategy shows that despite its ability to innovate its products, it neglects the emotional value of its customers in their purchasing decisions.
There have been numerous deaths and injury relating to over reliance of autonomous technology by the vehicle operator. Tesla has been lucky because the operation of the vehicle remains the responsibility of the driver, regardless of technology failure. Many drivers using the auto pilot function of the vehicle are often under the impression that they no longer remain responsible for actions of the vehicle. It is possible that the communication and advertising around this feature of the product is misleading and likely ambiguous in its description. Were injury and fatality have occurred, Tesla has defended its position and that the liability remains with the vehicle operator. 
Other cases of over selling or misleading communication of performance are that of battery range and performance. Tesla continues to deny its ‘real world’ performance of its products.
Tesla remains to have a limited product range at a price point that is still very high. Despite improvements in affordability Tesla does not make a product that is available to emerging markets or regions with challenges around electrification. As improved infrastructure continues to develop in modernised society, so do the products that Tesla produce. What is yet to be understood is the long-term performance of electric cars when battery degradation is concerned. Does the industry as it stands today, have an after market of used electric vehicles, and is the second-hand market a lower cost option to lower income customer segments.


4 Recommendations
Tesla would benefit from a much stronger CSR approach and aim to push an image of much stronger responsibility to its workers within its supply chain. Although the issues around the extraction of Cobalt have been one of the most damaging images for the organisation, the company should aim to develop better messaging and show increased humility for its actions. Where there are toxic and damaging environmental circumstances, Tesla should devise or at least display programs to introduce technology that avoids such damage. 
By introducing these key changes around corporate social responsibility Tesla would be able to build a much more reputable brand. Activities such as working much more closely with communities and improving partnerships to assist and develop poor regions of the world would go far for winning the hearts and minds of those with negative views towards the company.
Regarding the lawsuits that have been made against Tesla for harassment and racial discrimination it would be wise for Tesla to improve its impression of culture and diversity. Despite the image of happy workers in its careers section of the website. The image of social sustainability could be better communicated. This should then also spill into social media via platforms such as Linked in. All companies need to keep recruiting for its work force and Tesla is no different from the rest. 
The science benefit of electrification over Fossil fuel energy production is still misunderstood and if Tesla were able to communicate this better then the public would appreciate the product and services better. There remains a lot of misinformation about the long-term benefits of electrification, however if this was sufficiently communicated, then Tesla would be at the fore front of more potential customers minds.
Tesla would also benefit from Advertising on physical touch points as per (Appendix 8) since every single customer using that touch point would be a potential customer of the future. The customer might be nudged into beginning to research about electric vehicles. Tesla as the first thought.
Where Tesla may improve is developing their aftermarket or out of warranty services. Tt is difficult to determine whether electric vehicles will be a strong second hand or used market. If this is so, Tesla would benefit from a stronger network of service agents that would create additional revenue streams and would be able to provide products for developing markets and lower cost customer segments within the regions of the existing target markets.
Regarding the Porters 5 Forces analysis, a key opportunity would be the micro mobility market, despite it being a threat, it also remains and opportunity. While many small companies are lobbying together for the change of laws in many countries, micro mobility is still in its primitive state. If Tesla was to be able to use its government relations to drive change, the company would be able to also produce a plethora of products using its enormous manufacturing superpower and immediately dominate the market. Not only would this create an immediate revenue channel but would also improve its CSR branding in existing and developing markets with lower cost alternatives.
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