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[bookmark: _lbc0gob8wjnf]1. Introduction
In account of the expanding electric car industry in India, this study assesses Tata Motors' marketing approach for EVs. Gaining insight into these tactics is essential to developing environmentally friendly transportation options and expanding market share in India's automobile industry (Devi, 2023).
[bookmark: _nfxc22f4xizi]2. Background   
As mentioned by Nayak and Sahay, (2024), the report evaluates Tata Motors' Indian EV marketing. Depending on government subsidies and public awareness of green mobility options, EV demand in India is estimated to reach 6.34 million units by 2027. However, Singh et al., (2021), stated that many consumers are unaware of the benefits, the charges are expensive, and the facilities are poor, making adoption difficult. Tata Motors, an automaker, has promoted EVs in India. Market research, industry periodicals, and Tata Motors ads will be used to analyse their strategy. Thus, the research will compare these efforts to objectives and goals and examine what helped or hindered them (Shahapure et al., 2022).
[bookmark: _rnoh5xb9qv2b]3. Rationale  
This paper is relevant as it assesses the marketing communication strategy proposed by Tata Motors for electric vehicles, specifically important when considering India's electric vehicle market, which is anticipated to reach 6.34 million units by 2027 (Nayak and Shinde, 2022). Moreover, learning these strategies will afford a deeper perspective on enhancing sustainable transport. This topic is connected to my academic specialisation in marketing and sustainability, and it holds lessons for future marketing managers in the actively evolving EV industry (Vimal et al., 2024).
[bookmark: _vvxx8866w0sq]4. Aim  
The primary aim of this research is to evaluate the effectiveness of Tata Motors' marketing strategy for electric vehicles in India.
[bookmark: _sdm0ha4kt688]5. Objectives  
· To analyse the conceptual framework and theories underlying Tata Motors' marketing strategy for electric vehicles in India.
· To determine the impact of Tata Motors' marketing efforts on consumer behaviour and market penetration.
· To evaluate the significance of Tata Motors' marketing strategy in promoting sustainable transportation in India.
· To identify the key challenges faced by Tata Motors in marketing electric vehicles in the Indian context.
· To recommend strategies for overcoming marketing challenges and enhancing the effectiveness of Tata Motors' electric vehicle promotions.
[bookmark: _wvitn7g6f130]6. Research Question 
What are the challenges faced by Tata Motors and the strategies for overcoming marketing challenges and enhancing the effectiveness of Tata Motors' electric vehicle promotions?
[bookmark: _v641ecmz4bqo]7. Literature Review  
(i) Framework and theories underlying Tata Motors' marketing strategy for electric vehicles in India
The literature will provide frameworks and theories for Tata Motors' Indian electric car marketing strategy. They will incorporate the Marketing Mix (4Ps) and Diffusion of Innovations Theory. As India's EV market is predicted to reach 6.34 million units by 2027, Tata's case will show how they enter markets through promotions, price, and innovation (Kumar and Hallur, 2020).
(ii) Impact of Tata Motors' marketing efforts on consumer behaviour and market penetration
The linked literature analysis will examine Tata Motors' marketing effects on Indian electric vehicle purchasing behaviour and market saturation. Effective promotion and lower prices than competitors have increased awareness and use. Already, the Indian EV market is expected to reach 6.34 million units by 2027. Tata's electric car tactics have changed the trend and improved market share in its segment (Kurian, 2023).
(iii) Significance of Tata Motors' marketing strategy in promoting sustainable transportation in India
Tata Motors' marketing plan to promote eco-friendly cars in India will also be examined in the literature assessment. Tata has helped reduce carbon footprints and promote green transport alternatives, and the EV market is estimated to reach 6.34 million units by 2027. Studying their marketing strategies and consumer reactions would assist in understanding how sustainable branding and environmental concepts affect markets and India's renewable energy goals (Bhosale et al., 2022).
(iv) Challenges faced by Tata Motors in marketing electric vehicles in the Indian context
This literature analysis will address Tata Motors' electric car charging station shortage, battery range limitations, and higher beginning costs than conventional cars in India. This slows adoption, even though the Indian EV industry is estimated to reach 6.34 million vehicles by 2027. The study will assess adoption rates, infrastructure, and consumer impressions using statistical data (Chaturvedi et al., 2022).
[bookmark: _qdn2oa3d4etw]8. Research Methodology  
A Positivism philosophy is adopted in order to understand the individual constructs of what Tata Motors’ marketing strategies of electric vehicles in India are. The deductive approach is more suitable for producing data to understand are the marketing practices for EVs by Tata are successful or not. This means that participants (Indian consumers) will be surveyed and asked about, what is the impact of marketing applied by Tata for EV vehicles, furthermore this survey results will be backed by archival data including market reports, industry publications, and marketing campaigns of Tata Motors. A mixed-method is suitable for the research as both qualitative and quantitative data will be collected on marketing strategies adopted by Tata Motors. Cross-sectional time horizon as there will be only one time data collection.

[bookmark: _gthmy8pxiz2u]9. Sample Size  
The sample size will comprise articles from databases such as Google Scholar, EBSCO and Scopus among others, with emphasis on EV marketing strategies of Tata Motors dated after 2019.
Along with that minimum 30 to 100 participants will be surveyed using Google forms on how the marketing campaigns by Tata motors on EV vehicles is affecting their purchase. 
[bookmark: _3sv7vuxwvtll]10. Sample Type  
The sample type will include empirical articles and sources from Google Scholar, EBSCO, and Scopus about Tata Motors’ marketing of EVs.
And Indian consumers who are looking forward to buy a vehicle or already own a vehicle in India, above the age of 18.
[bookmark: _vywqid6u6wdk]11. Sampling Method  
This sample type will include secondary references such as scholarly articles, industry reports, and market analysis of the marketing plan of Tata Motors Electric Vehicles.
[bookmark: _i8vnee5hkwg4]12. Data Collection Methods  
Secondary data is collected from books, articles, journals, and related sources available in Google Scholar, EBSCO, Scopus, and other sources. These databases feature peer-reviewed publications, industry studies, and scholarly sources that help Tata Motors India develop electric vehicle marketing strategies. Engaging with these sources ensures the research is supported by empirical facts and academic and professional perspectives. It allows full evaluation of marketing performance and Tata Motors' participation in Indian market development (Bera and Maitra, 2021).
Primary data will also be collected using survey strategy from Indian consumers. 
[bookmark: _7z3anb4d2y5i]13. Analysis of data  
While conducting the secondary research for the topic marking strategy of Tata Motors on EVs in India, the thematic analysis will be used to analyse the data collected. This is useful as it helps to find and discuss major trends and patterns in the utilised marketing strategies, consumers’ perceptions, and market trends. The data is organised by themes which enable a systematic analysis of the key issues affecting Tata Motors’ marketing effectiveness while offering guidance on the changing dynamics of the Indian EV market (Kumar et al., 2020).
[bookmark: _a8lt11iqx93r]14. Research Ethics  
Ethical decisions related to research will be respected by making sure that all data sources are properly cited and used with permission if required. Respect for material and subjects’ identity shall be provided and honoured. This research will be standards-based in terms of ethics to avoid violation of the rightful rights of the participants (Sonar and Kulkarni, 2021)
[bookmark: _mzjogl2frqxb]15. Gantt Chart
[image: ]
Figure 1: Research Timeline
(Source: Developed by Author)
[bookmark: _ofksimrj52jo]16. Conclusion  
The following research proposal is intended to assess Tata Motors’ marketing plan for electric vehicles (EVs) within India. Continuing on the use of secondary data and thematic analysis, it will analyse the effectiveness, the challenges, and the importance of these strategies in the context of Tata. The result will help in gaining an understanding of improving the strategic outcomes of marketing EVs and fostering green mobility in India.
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