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Marketing refers to the process of creating awareness about or promoting an organisation’s product/service to its prospective customers (Kotler & Armstrong, 2016). The various stages that sum up an organisation’s marketing process are: 
Analysing the market and “identifying opportunities” such as unaddressed customers’ needs/requirements; this would require the company to carry out market research to obtain important information about customers’ needs, competitors etc. (Armstrong, et al., 2018). “Segmentation” involves the organisation dividing the market into various “segments”, which represent customer groups with common factors/characteristics such as shared needs, geographic location, age, income group or customer behaviour etc. After assessing the various segments, the company chooses a single or few segments, based on their market potential, for targeting. “Target Market Selection” represents the next key step in the marketing process, which involves the company selecting the customer group/segment that would be its main customers (Nijssen, 2017). The target market is chosen such that it should provide the company with opportunity to generate significant customer value over a long term. “Market Positioning” refers to how the organisation positions its product/service in customers’ minds relative to competitors’ products (Kotler & Armstrong, 2016). This refers to the company specifying the competitive edge that its product has, compared to its competitors’ products. All marketing initiatives should be focused on the company’s positioning strategy. 
Tesla is an electric vehicle manufacturer and a proponent for green energy solutions; the company targets people who show concern towards the adverse effects of traditional vehicle fuels such as gas/oil and are interested in environmental protection (Tesla, 2020). Tesla’s targeted segments include the regional markets of Europe, North America, Australia and Asia;  urban and rural markets; age groups of 25 to 65 years; both genders; professionals, executives and senior managers (occupational segments); and the upper and middle social class segments (Tansel, 2016). The company’s products are positioned as premium, environment-friendly vehicles in these markets. 
Marketing mix denote a set of variables, which are combined in such a manner by organisations to present the best possible solution and to attain the desired response from targeted customer segments (Armstrong, et al., 2018). The following four Ps determine the customers’ demand for the company’s products/services: “Product”: refers to the products/services offered by the organisation in the market; “Price”: represents the money that the customers pay for the product; “Place”: represents channels/locations through which the product is made available to the customers; and “Promotion”: represents the organisation’s efforts to promote product sales by providing customers with information about the product’s benefitsIn terms of the customers’ perspective, the marketing mix’s 4Ps can be replaced by 4Cs, namely Customer Solution (Product), Customer Cost (Price), Convenience (Place) and Communication (Promotion) (Padgett & Loos, 2019). 
Tesla’s marketing mix includes: “Product”: Tesla leads in the production of premium, battery-fuelled and environment-friendly electric cars (Birk, 2015). In addition to electric sedans, the company’s main product, it also makes other green technology solutions such as Tesla batteries, solar-powered panels, super-charging stations etc. (Tesla, 2020). Tesla sells three car models, namely Model X, Model S and Model 3. 
“Price”: Tesla’s products are priced in the premium range, considering that they incorporate highly advanced technology and involve significant research/development and material costs (Birk, 2015). The cars are however, relatively cheaper compared to premium cars of other competitors such as BMW. However, in order to abide by its vision of working towards a world that runs on green energy, Tesla introduced Model 3, an affordably-priced electric car (Tesla, 2020). The company’s Model S and X also provide customers with significant savings over a long term. 
“Place”: Tesla sells its cars worldwide in Europe, North America, Asia and Australia through its showrooms and website (Tesla, 2020). To address the high demand, the company plans to expand its production facilities in the near future.  
“Promotion”: Tesla does not have a significant marketing budget; the company does not invest in advertising commercials, billboards or advertising agencies (Birk, 2015). In addition to customer touch-point promotions (example: at the company’s super-charging stations), the company creates online buzz for its products through social media. Tesla’s Chief Executive Officer (CEO), Mr. Elon Musk, also plays a key part in enabling the company to build a strong positive image as an organisation interested in societal welfare.
Managing the organisation’s marketing efforts involves four main processes, namely: The first process involves analysing the organisation’s environments. SWOT (Strengths, Weaknesses, Opportunities and Threats) analysis is carried out by organisations to identify their strengths, weaknesses, opportunities and threats while PESTLE (Political, Economic, Social, Technological, Environmental and Legal) analysis is carried out to identify the various external environmental factors that can influence the organisation’s performance (Blythe & Martin, 2016). 
SWOT analysis primarily aims to enable organisations to gain awareness about the various factors, which are vital for its decision-making process (Padgett & Loos, 2019). Technology represents Tesla’s major strength; the company’s core competencies include powertrain/vehicle engineering, energy storage and innovative production capabilities (Tansel, 2016). The company’s exceptional abilities to use electric power’s unique benefits in its automobiles provide it with a significant competitive advantage. Tesla’s other strengths include its product-related diversification, effective marketing policies, technology supply  to other automobile producers, good brand image/recognition, a sustainable innovation/development model and vehicles that deliver outstanding performance. Tesla’s key weaknesses include high vehicle production costs and pricing (compared to competitor products), high debts, significant research/development costs and lower manufacturing capacity (Birk, 2015). Developing countries such as China present significant opportunity for Tesla’s business expansion; the growing worldwide demand for ‘green’ fuel-based vehicles and other related environment-friendly products presents a major opportunity (Holland, 2018). Entry into new markets poses a major competitive threat for the company from various automotive brands; fewer suppliers represent another key threat for the company.  
PESTLE Analysis of Tesla involves analysing the external environmental factors, namely Political: Tesla can benefit from the various incentives provided by the governments of countries, where it operates; for example, the US government provides various initiatives to encourage electric/hybrid vehicle production (Hirsch, 2015). 
Economic: Significant growth in the global economy, declining battery cost (which signifies an important cost element of electric vehicles) along with reducing material costs presents Tesla with considerable scope for business growth (Holland, 2018).  
Social: Tesla’s electric vehicles appeal to customers who prefer environment-friendly automobiles (Birk, 2015). The cars also cost less in terms of operational/maintenance costs, which can help attract customers. 
Technological: Technology enables Tesla to gain a competitive edge over competitors; incorporating technological advancements such as driver-less technologies and other technologies to decrease carbon foot-print can help the company attract more customers and garner higher market share and business growth. 
Legal: Tesla conforms to various stringent environmental and other regulations pertaining to automobiles (Tesla, 2020). 
Environmental: Growing concerns worldwide about automobile-related greenhouse emissions are favourable for the company, which produces electric vehicles that save energy and possess minimal adverse impact on the environment.
After analysing the company’s internal and external environments, the next stage is marketing planning; this involves developing appropriate marketing strategies/plans to achieve the company’s marketing objectives (Blythe & Martin, 2016). This is followed by implementation of the marketing strategies/plans. The last stage, marketing control, involves evaluating the performance outcomes attained after implementing the marketing strategies and taking the requisite steps to ensure that the company’s marketing objectives are achieved.
Marketing helps create a single bundle of products/services that an organisation provides at a price to its customers; this bundle includes a tangible aspect (product) combined with intangible aspects (product’s benefits, service) and a price (Wind & Hays, 2016). These three aspects together constitute a single value bundle, provided by an organisation to its customers. The scope of marketing extends beyond just selling products or advertising; it enables businesses attain their primary purpose of identifying, acquiring and retaining their customers (Armstrong, et al., 2018). Marketing creates value by building connections between organisations and its customers and between products/services/brands and people. Marketing plays a crucial role in identifying, satisfying and retaining organisations’ customers. The initial step in this process is to identify a need/want, which can be addressed by the company; determine potential customers that possess this need/want; and outline ways to access these customers (Wind & Hays, 2016). The second step involves ensuring that the right product/service is made available to the right customers when they actually want it. Organisations should ensure customer satisfaction, which involves the customers feeling satisfied with the value (product/service bundle) they obtain for the price that they pay. In simple terms, value refers to the amount of benefits that customers gain from a product/service, proportional to its cost. In exchange, the organisation should feel satisfied for the payment it obtains for the value it delivers; this would ensure satisfaction for the parties involved in the exchange process. Effective marketing further extends to retaining existing customers by building opportunities to attain customer loyalty; the organisation should give customers reasons to make repurchases from the same company (Armstrong, et al., 2018). Irrespective of its complexity or size, marketing programmes would be worth their expenditure only if they enable organisations to attain their respective goals. 
Organisations, which support the marketing concept, strive to acquire maximum information about customers and their needs/preferences; they use this information as the basis for all their product-, marketing- and strategy-related decisions (Blythe & Martin, 2016). Adopting the marketing concept can help companies to outperform their competitors in understanding, developing, providing and conveying value to their customers. An organisation is said to possess a competitive advantage if it can create higher value for its customers, compared to competitors (Chernev, 2019). Organisations aim to develop a competitive advantage in respective markets whereby they provide higher value through a combination of unique approaches, assets or strategies. An organisation’s value proposition is its business/marketing statement, which outlines the reasons for a customer to purchase its product/service (Padgett & Loos, 2019). The value proposition would convince potential customers that a specific product/service would deliver higher value or address a problem better compared to competitors’ offerings.  
The prices of electric vehicles worldwide continue to be very high despite swift technological advancements or significant government support (Mimaroglu, 2019). Tesla, which enjoys a strong position in the electric vehicle market, aims to expedite the extensive adoption of environment-friendly transport by introducing reliable electric cars for the mass market (Tesla, 2020). To support its vision of creating superior, affordable electric vehicles, the company’s business model effectively combines its roles as an automobile maker, technological company and a hardware provider. Tesla’s value proposition is to provide finest, sophisticated electric vehicles, designed to deliver exceptional performance, high energy efficiency and long range (Tesla, 2020). The company enjoys a significant competitive advantage through a unique combination of the following aspects: 
Direct Sales: The company sells directly to customers through its worldwide network of own showrooms/galleries, providing customers with a better experience (Wind & Hays, 2016). Further, customers can customise/buy Tesla cars online through the company’s website. 
Outstanding Service: Tesla integrates its sales and service centres, since the company believes that opening new service centres would mean higher demand for its products (Mimaroglu, 2019). “Tesla Rangers”, the company’s mobile technicians, can service customers’ vehicles at their houses.
Super-charger Network: Tesla’s super-charger network encompasses stations that allow drivers to charge their Tesla vehicles fully for free (Tesla, 2020). The company’s intent in establishing this widespread charging network is to expedite the adoption of electric vehicles. 
Tesla has managed to build an excellent repute in terms of continuous innovation/design and has outpaced competitors in this regard (Tansel, 2016). The company has attained significant success as a major electric vehicle producing company, which has helped revolutionise the automobile sector towards intelligent, computer-based vehicles that use green technology.
An organisation’s stakeholders include its customers, employees, suppliers and shareholders; Stakeholder engagement is a crucial factor for organisational success (Bourne, 2016). To ensure stakeholders’ continued engagement, the organisation should clearly communicate its objectives/goals; the stakeholders (example: employees) should understand the company’s vision and their role in achieving the organisation’s goals. The company should involve stakeholders in strategy-related discussions so as to reinforce common goals and ideas. Stakeholder engagement would help instil involvement and sense of ownership among stakeholders. 
Benefits of stakeholder engagement include: it offers stakeholders who are affected by or might affect a strategy’s outcomes, with an opportunity to express their views; it ensures that the company possesses a better clarity and shares a common vision with its important stakeholders; it helps bring together people with necessary expertise/experience to jointly develop effective solutions; and it can help determine strategies to attain a competitive advantage. 
Customer engagement refers to the emotional linkage between a brand and customer; highly engaged customers generally make more purchases, show higher loyalty and promote the brand better (Rossi & Krey, 2019). Satisfied customers are considered as an organisation’s best sales people. Research has shown that an organisation’s customers can play a vital role in significantly influencing potential customers’ purchase decisions (Chernev, 2019). As such, customers are vital in maintaining the company’s current revenues and also help boost its future revenues. Customer proponents can aid in brand building by posting favourable online reviews, providing positive feedback, improving social media engagement with the company’s content and writing honest testimonials. 
A crucial element of an effective customer engagement strategy is to deliver a superior, positive customer experience, which would transform into favourable word-of-mouth promotion (Chernev, 2019). Key focus areas of the strategy should be on simplicity, clarity and empathy when dealing with customers. 
[bookmark: _GoBack]Tesla can be said to be a trailblazer in delivering exceptional customer experiences in the automobile industry through its customised cars, attractive showrooms and haggle-free pricing (Morgan, 2019). 
Tesla reported an overall customer satisfaction rating of about 90% and possesses highest number of loyal customers compared to other automobile manufacturers (Wind & Hays, 2016). The company delivers outstanding customer experience by selling its cars to the customers directly; this provides the company with better control on how they showcase their products to customers. The company’s website enables customers to customise the cars as per their preferences. Nearly 80% of Tesla car repairs can be carried out outside service centres, which provides higher customer convenience. Customers are shown to identify with organisations/brands with specific missions (Kotler & Armstrong, 2016). Tesla’s mission of expediting the world’s switchover to green energy is embedded in all its activities and staff including its marketing operations; this resulted in customers having a better emotional connection with the brand. Customer engagement can be ensured by companies such as Tesla that consistently provide customers with superior experience in all their interactions with the organisation. The company’s CEO, Mr. Elon Musk, has played a key role in improved customer engagement by responding to various issues on social media (Feroldi, 2017). These Public Relations (PR) interactions, which represents an element of the promotion mix, have helped the company build an image as an approachable, customer-friendly brand. Tesla has thus benefited significantly from building superior customer engagement experiences through its marketing and customer service initiatives.

[bookmark: _Toc37964022]TASK 1B
Organisations create brand awareness and build  interest in their products among potential customers using various promotional materials/tools  such as online advertising (social media ads), offline advertising (print, television ads etc.), personal selling, direct marketing, public relations (PR), sponsorships/events and content marketing (Padgett & Loos, 2019). Key promotional materials/tools that can be used by organisations include tactical digital communication tools such as a well-designed website, which constitutes the primary hub of its digital marketing initiatives; a good search engine optimisation (SEO) strategy that helps link keywords used by customers to discover the company’s products; personalised email campaigns; online reviews by satisfied customers; PR initiatives such as news stories and press releases; and a corporate blog, which allows companies to build better customer trust and connections by sharing its product-related information and suggestions. 
[bookmark: s]Brands are increasingly turning to tactical online promotional materials/tools such as social media posts and blogs to influence customers better (Rossiter, et al., 2018). Corporate blogs are vital tactical communication tools that enable organisations to enjoy substantial business growth by enhancing their online visibility and improving their brand awareness. The blog-posts in Tesla’s corporate blog enable the company to interact with and establish an emotional connection with its customers. These posts play an important role in creating awareness and interest about the company’s products among its potential and existing customers. The blog ensures better engagement with the potential customers by using attractive content, pertaining to product-related information/benefits that customers generally desire in a good automobile. For example, the blog-post about Tesla’s Model 3 car includes information about how the automobile provides swift acceleration within a span of few seconds; delivers excellent stability at high speeds; offers the customers with the convenience of driving several miles with a single charging or charging the vehicle across the company’s extensive charging network worldwide; and its various sophisticated, futuristic features. Relevant pictures that support the blog-post’s content are added to enhance its attractiveness to customers.
The blog-post also highlights Tesla’s strong emphasis on safety, which represents a major concern for customers. It includes detailed information about how the automobile’s various components face stringent safety testing in the company’s facilities; the blog also specifies the myriad safety excellence awards won by the company’s cars in various continents. 
Customers can sign up for Tesla’s newsletters using the newsletter sign-up box at the bottom of the blog-post; this would ensure that the company provides product-related and other information updates to interested customers, thereby improving their engagement. Customers can obtain prompt replies for their queries from the company using the question/comment box, provided in the blog-post’s bottom section; customers who are impressed with the blog-post can share the post on their social media accounts (Facebook, Twitter etc.) using the social media share buttons provided in the section. Sharing of blog-posts by visitors in social media can help the company improve product awareness and interest among a wider audience thus potentially improving the company’s revenues significantly.  
Thus by maintaining a corporate blog, Tesla can set itself apart from its competitors by developing higher engagement among its potential/existing customers and driving additional traffic to its website, which in turn would enable the company to attain higher revenues and work towards achieving its vision/objectives.
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