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Abstract
The research aims to analyse the impact of Tesla’s vehicles on people. It has been important to conduct this study to identify the significance of electric vehicles. Direct sources have been employed to collect data that ensured originality of the dissertation.  Only secondary qualitative research methods have been utilised for the collection of data in this study. Findings reveal the way electric vehicles of Tesla enhance consumer perception towards environment. The conclusion of the overall research results highlights the link between the findings and research objectives. This chapter also suggests some measures for building consumer awareness in Tesla to meet the final research objective such as guest blogging, influencer marketing and search engine optimisation. The findings could fill the literature gap by investigating the impact of Tesla’s vehicles on perception or attitude of consumers. In future research, there can be use of mixed approach by incorporating both interview and survey methods.
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Chapter 1: Introduction
1.1 Introduction
The chosen research topic for this dissertation is Tesla vehicles’ impact on people's life.  In this research, the focus has been on identifying the way vehicle manufactured in the chosen business has influenced the life and future of people.
1.2 Research background
Tesla manufactures and designs electric vehicles including trucks and cars, solar panels, solar roof tiles, battery energy storage, and related goods (Tesla, 2022). It is headquartered in Austin, Texas. Tesla was established in 2003 in the United States and is a publicly traded company. It is found in the 2020 Annual report, that Tesla customers supported the acceleration of the transition to sustainable energy globally by around 5 million metric tons of carbon dioxide emissions (Tesla, 2020). Tesla is known to have been defining the new era for the automobile industry. The company adopts and prefers to select approaches to manufacturing electric architectures and software that allow the firm to introduce innovation more quickly than its rivals leading the analysis to compare them with Apple (Taylor et al., 2020). Thus, Tesla has become one of the most valuable carmakers across the globe they have been using the Silicon Valley approach instead of following traditional manufacturing techniques. 
According to Martinez (2021), it can be stated that Tesla as an automotive organisation serves as a driving force behind the biggest changes adopted by the automotive retail industry in recent times. According to the author, Tesla has acquired the position of the most valuable company in the automotive sector and its worth is twice that of Toyota Motor Corporation (Martinez,2021). 
It is difficult to talk about electric vehicles without mentioning the name Tesla. The first electric vehicle model known as the Tesla Roadster has been the first mass-produced electrical car for travelling 320 kilometres which are nearly 200 miles with a single charge. The firm has become a poster child for its sustainability practices (Houser, 2017).  Currently, there has been a shift in Musk’s focus from just ensuring that Tesla is the best electric car to becoming the manufacturer of autonomous vehicles and much more like solar power generation.



[bookmark: _Hlk122452881]1.3 Rationale and issue statement
The majority of motorists belonging to the age range of 16 to 49 inform that they are likely to switch to electric cars within the upcoming decade (Gov, 2022). This can lead to the rejection or an end to the sales of hybrid, diesel and petrol-driven vans and cars. Such a move is significant for the UK automotive sector to achieve its aim of net zero within 2025.  Tesla is one such organisation which has been manufacturing electric vehicles and it is expected that the firm is impacting the world and its customers. This has been a motivation behind the selection of this research topic for exploration in this study.  The issue in this research project is that Tesla’s vehicles have brought changes in the people’s life and somehow helped them in moving forward. It is considered an issue to be researched because as an electric car business, Tesla has accelerated changes in making use of sustainable energy. Currently, it is important to conduct an investigation on the topic of gaining better insights into the role of Tesla in people’s lives and society. 
1.4 Research aim, objectives and questions
Aim
The aim of this research study is to evaluate the implication of Tesla's vehicles on the progression of the life of people.
Research objectives
· To collect relevant data on Tesla’s vehicles and associated innovation
· To examine consumers' perception of Tesla’s vehicle
· To assess the implication of Tesla’s vehicle on people’s life
· To suggest strategies to Tesla to improvising consumer awareness
Research questions
1. What are the major aspects and innovations in Tesla's vehicles?
2. What is the perception of customers regarding Tesla’s vehicles?
3. In what way do Tesla’s vehicles influence the life of people?
4. Which strategies can be applied by Tesla to improvise customer awareness?
1.5 Importance of the topic
This topic has been chosen to be investigated as it holds importance in analysing the way electric cars influence the life of people and bring a change globally. By examining this research area, there is the possibility of determining the impact of the specific business on society. The section on this topic will follow providing suggestions to the firm with more strategies that can help them improve their operations in the global market. Tesla’s capability of changing or impacting the people’s life more positively shall be ensured by the same. 
1.6 Methodology
Secondary sources are selected to undertake the research and find valid information concerning the phenomenon. For analysing the secondary data in this study, a thematic analysis was progressed to provide a holistic understanding of the impact of Tesla vehicles on people’s life. 
1.7 Scope of the Study/Demarcation
Advanced knowledge concerning the performance of Tesla in the global market has been ensured through the collection of data. The scope of this research is that it has collected secondary data about innovations in the automotive sector with respect to Tesla. The changes it has brought in the people’s life and strategies for further performance enhancement of the firm.  However, the major focus has been on the UK automotive sector as this study is conducted under the university of Wales. 
1.8 Structure of the Dissertation
In the Chapter 2, a literature review has been provided which has involved documenting information from reliable published methods for understanding the concerned topic in detail
This was followed by research methodology in Chapter 3 where the used method for the collection of data and its analysis has been detailed. In Chapter 4 data analysis has been done using the thematic analysis method and a discussion was presented which involved mentioning whether the results obtained match the literature review or contradict the same. Next in the chapter 5 conclusion, limitations and recommendations are provided. This last chapter has been a determinant of the fact that the research has been capable of attaining the objectives as informed in this initial chapter of the dissertation. 
1.9 Summary of Chapter 1
[bookmark: _Hlk122452860]In Chapter 1 topic overview was provided along with a recognition of the problem statement which has been the basis for research conduction.  Next, this chapter has communicated the research aim, objectives, and questions. The project structure and scope along with rationale are provided to understand the motivation for conducting the study topic. 





Chapter 2: Literature Review
2.1 Introduction
A literature review is a method of research that contributes to the methodological, conceptual, and thematic development of specific domains. Review papers are the evaluation of research studies including systematic and meta-analytical reviews. In this section, a literature review will be provided on the automobile sector of the United Kingdom with a specific focus on the way vehicles manufactured by Tesla impact people’s life. Consumer perception concerning electric vehicles will also be documented and a conceptual framework for the study will be done. Further, in this section of the literature review, a relevant theoretical background relating to the study will be detailed.
2.2 UK’s automobile industry
The automobile industry of the UK contributes to the country’s economy. Manufacturing of automobiles contributes to around 67 billion GBP turnover and 14 billion GBP value that is added to the economy of the nation (SMMT, 2021). Every year 3 billion GBP is invested in research and development in the automobile sector. This industry employs around 180,000 staff in manufacturing while 780,000 are employed in the wider industry. It accounts for 10% of UK exports and vehicles are exported to more than 150 nations which leads to the generation of 77 billion GBP of trade. Around 30 manufacturers are there in the industry that built more than 70 models supported by 2500 component providers and skilled engineers. 8 out of 10 cars of manufactured vehicles are exported to 140 markets globally. More than 859,000 cars, 1.6 million engines, and 72,913 commercial vehicles have been produced in 2021 in the United Kingdom.
[bookmark: _Hlk122495857]According to Statista (2022), England is the territory with the largest number of manufacturing employees of automobiles in Great Britain. 50-64 years group spend most on diesel, petrol and other oils in the country. The EU car imports from the UK have lessened by more than 18% in 2020-2021 down to 7.6 billion Euros. As a result of the pandemic, United States imports from the UK were down by 2.14%. Additionally, in 2020 and 2021 multiple challenges have been faced by the UK automotive industry. With the end of the Brexit transition, the industry grappled with trade rules newly imposed with passenger car destinations. This has been followed by a shortage of supply for semiconductor chips as an outcome of supply chain disruption occurring due to the Covid-19 pandemic. The same has been responsible for the drop in production by UK car production (Statista,2022). Thus, it can be understood that the automobile sector in the UK is a prominent and well-functioning industry which has witnessed issues due to the pandemic and Brexit. 
In the opinion of the automotive council (2022), it can be stated that the UK automotive sector is built on a strong foundation with a history and heritage of cutting-edge engineering and innovation. The industry has a wide verse range of technologies and products. This sector is known to ship engines, vehicles, and components to over 150 nations globally. The automotive industry is the 2nd largest sector concerning high expenditures for the purpose of research and development.  The collaboration of the government and the industry through the Automotive Council has been responsible for the success of the sector and it helps determine the correct conditions for future growth. There are genuine long-term prospects as the industry adopts goals of net zero emission for transition (Automotivecouncil,2022). 
2.3 Innovation in the automobile industry
The innovation environment incorporates the external innovating environment and resources of innovation. The environment includes cultural, social and natural environments, legal framework and policy environment including protection of intellectual property rights to stimulate innovative talents and intention of innovation. The ecological environment improves innovation vitality and sustains innovation activities. The resource of innovation is talents, funds and upgrading. Sufficient research funds, talents, infrastructure, and information networks are important. Transformation and upgrading in the industry promote the enhancement of the benefit of offerings that generate innovative resources (Zhou and Wang, 2019). 
Innovation in the automobile industry in the present times relates to using less harmful substances, adoption of technologies that help the conservation of technologies and several others. Agarwal et al. (2020), believed that issues of climatic change have been the major driver for innovation in the automotive sector across the globe. Automotive manufacturers have developed composite materials that are innovative for reducing fuel consumption by vehicles. Polypropylene is being used in manufacturing automobile parts like wheel covers and bumpers and this has replaced engineering plastics. The major reason for using the same is the ease of recyclability, weight reduction, improved mechanical performance and economic viability. This innovation is effective as this material can withstand humid and different temperature conditions and thus it is widely used in the manufacturing of automobile parts. 
Additionally, Wang et al. (2019) have put forward that service innovation improves the ability to compete in maintenance and increases the number of consumers. Service innovation as per the view of the authors focuses on the extension to serve concepts and contributions by generating new ideas for meeting consumer demand. The service in the automobile industry plays a crucial role in offering after-sales service for maintaining the vehicles. Service innovation is thus required in the automobile sector for improving and sustaining service quality to offer satisfaction and gain a competitive advantage in the market sustainably.
Alam (2018) has furthermore stated that innovation practice in the innovation strategy of the automobile industry is technology-related, society-related, and infrastructure-related. It is discussed that innovation is an effective source of competitive advantage and improvement in the quality of products, reliability of service, and innovation of the new product. It also impacts organisational sustainability. Industrial dynamics and innovation patterns reveal that there is a trend for continuous improvement based on new technology adoption and process innovation.  
2.4 Consumer perception towards electric vehicles
Initially the concern and fear of people with respect to electric vehicles have been an outcome of their anxiety. They feared that inability of the electric vehicles to hold charge would result in not allowing the travellers to reach their desired destination. The fear was also related to the fact the low charges will not let them reach home. Thus, customers that are accustomed to using fuel-driven cars and gasoline engines with which they can easily avail for filing stations prevented the acceptance of EVs. However, the possibility of charging and recharging the battery of electric vehicles has enabled more customers to shift their preferences towards electric vehicles.
According to Bhalla et al. (2018), different factors are associated with purchasing decisions of customers related to cars. Some of them are individual perceptions like cost, technological advancement, environmental issues, trust, society acceptance and infrastructure. Consumer trust and technological advancement are two of the major factors that affect the purchasing decision of consumers related to electric vehicles. The authors have stated that for sales promotion of such vehicles government has a leading part in creating environmental policy, lowering brand interest rates, and subsiding the cost of vehicles. Supporting this, Secinaro et al. (2022) have stated that purchasing intention of electric vehicles is triggered by factors such as environmental concern, price awareness, and consumer personality and perception. Government policy cars promote sustainable production and use. Policy related to green production and incentives contribute the consumer decision-making. Technological evolution is a factor behind the development of electric vehicles that also determines the value of such cars.
Some of the major factors that are responsible for the purchase of electric vehicles as the perception of others customers and their positive attitude toward electric vehicles. In the opinion of Tu and Yang, (2019), interpersonal influence arriving from interaction with family, advisors and friends leads to the selection of electric vehicles by customers. The serious thoughts of human relating to sustainable development and their concern for the environment have been responsible for the choice of electric vehicles. This is because one of the solutions to the damage caused to the ecological environment is the adoption of electric vehicles. 
2.5 Impact of Tesla vehicles on people’s life
In the Annual report of Tesla (2020), it is found that its vehicle fleet surpasses tens of millions of automobiles by 2030 and each of them can save tons of carbon dioxide from being emitted into the atmosphere every year of use. It is also observed that a high adoption rate of electric vehicles is good for the planet and the next generations. In the view of Aguirre (2022), the electric vehicle made by Tesla has average combustion of 450g of carbon dioxide every mile. Conversely, model 3 emits 180g of carbon dioxide per mile when charged using the American power grid. People save around 40 metric tons of carbon dioxide over their lifetime for each person who leaves gas cars for electric vehicles. Its sales have saved the planet from about 80 million metric tons of carbon dioxide. Based on a study, every 4000 metric tons of emission can lead to death, which means with the sakes of 10 million electric vehicles 120,000 lives have been saved.
Tesla has not only impacted people’s lives but has changed the automotive industry totally.  Hawkins (2017) opined that it is the innovations by Elon Musk with respect to electric vehicles that have been responsible for Tesla’s rivals embracing electrification. It is expected that the innovations concerning electric vehicles by Tesla would impact the entire industry and the preference of car purchasers. It has been estimated that nearly 54% of the cars on the planet earth would be electric vehicles by 2040. The Tesla cars are not only desirable but cool as well and people remain lined up before new models are released by them. Tesla has impacted the life of people by changing their preferences towards sustainable and eco-friendly cars over selecting traditional gasoline or fuel-driven automobiles. 
2.6 Theoretical framework
[bookmark: _Hlk122450402]The black box model represents outputs and inputs or transfer characteristics by using analytical methods and is the prominent theory in helping understand consumer behaviour. Traditionally, the black box was employed to generate marketing data after sales or execution of service. Presently, this method is not satisfactory (Panwar et al., 2019). However, earlier it was a black box for companies between the post-purchase behaviour and information search in the buying process. The back box model is also referred to as the Stimulus-response Model. According to this model buyer’s decision-making process and characteristics of the buyers are affected by two factors which are environmental stimuli and marketing stimuli. This model speaks that buyers' characteristics can be personal, psychological, cultural, or social. Next, this theory posits that there are four stages of decision making which are recognition of the problem, search for information, evaluating the alternatives and making purchase decisions. Lastly, there is a post-purchase behaviour where users can revise their view concerning a service or product based on certain criteria. Buyers’ decision according to this model is not impulsive rather they make purchases when they are well-informed and conscious. 
2.7 Conceptual Framework
The visual representation of the links between variables in a study is considered or named the conceptual framework of a study. It is possible to clarify the association among variables in forming a diagrammatic conceptual framework in a study. The diagram below will represent the relation between the variables that are a part of this present research. 
[image: ]
Figure 1: Conceptual Framework
(Source: Created by the learner)
2.8 Previous studies and lessons learnt
[bookmark: _Hlk122450391]From the previous studies discussed above it is learnt that black box model can help in understanding consumer behaviour. Innovation in electric vehicles impact the automotive sector and people have diverse opinions regarding Tesla’s vehicles. The fears and the reasons behind the selection of electric vehicles by customers have been important knowledge developed through this literature review. 
2.9 Gaps identified to situate own research
Although the literature review has documented the background of the industry it has not involved stating the demand for cars in the UK. Insight into the same would have enabled evaluation of the topic more efficiently. Rather the literature above has found consumer’s perception about electric vehicles. The reason for such perceptions could not be included due to time constraints. Further, the gap can be attributed to the aspect that it has not involved documenting specifically the ways Tesla has played a role in changing the lives of people using automobiles from the firm. 
2.10 Summary of Chapter 2
This chapter presented a literature review on the research area with a focus on Tesla’s vehicles on consumers. An industry background has been provided and consumers’ perception of electric vehicles has been discussed. As an outcome of innovation in automobile technology sustainable goals are being supported by the industry. The advanced technology of vehicles and environmental concerns have been two dominant factors in the selection of electric vehicles. The negative impact on the environment through the selection of Tesla electric vehicles could be reduced and this in turn has reduced negative impacts on people’s health. The black box model presented insights into consumer behaviour.

[bookmark: _Hlk122450342]Chapter 3: Research Methods and Methodologies
3.1 Introduction
Saunders’ research onion as a framework has been used to structure the research methodology and select the most appropriate methods for the current research project. Justifications for the same will be added for realising the value and benefits of the used methodology in this study. The Saunders research opinion comprises of potential steps to be regarded for the data collection and acquiring knowledge in this research therefore the framework was referred to. 
3.2 Research philosophy
Interpretivism research philosophy was chosen for verification of the impact of Tesla vehicles on the life of people. An interpretivism research philosophy was used in this study which believes in exploring a studied phenomenon with the support of qualitative and social constructs (Alharahsheh and Pius, 2020). The philosophical approach of interpretivism is known to focus on reasons and motives behind human behaviour and thus the same has been selected in this study. In-depth understanding is possible in interpretivism although chances of bias inclusion are high. Positivism only studies a topic through factual and logical knowledge development and thus it has been avoided in this study. Moreover, the positivist research approach is ineffective in relation to interpretivism and only helps gain an overview of the topic rather than emphasising depth and finding reasons behind obtained data. Thus, this study has focused on the elimination of the same. 
3.3 Research paradigm
The epistemology paradigm has not been chosen for this dissertation. This epistemology deals with the ways knowledge is gathered and the sources considered for the same. It focuses on the approaches of rationalism and empiricism which have not been the basis of this study (Žukauskas et al., 2018). As ontology involves studying aspects already existing in the world and humans might acquire knowledge about the same this research has utilised this paradigm for understanding the ways Tesla has affected people’s life (Kamal, 2019). Secondary information is already sets of data that exist in the world and researchers search the same for communicating and developing knowledge about a phenomenon this study might be stated to have followed the secondary data gathering method. 
3.4 Research approach
An inductive research approach was chosen for studying the impact of tesla vehicles on people’s life. This is due to the fact inductive reasoning begins from observations for reaching generalisation (Woiceshyn, and Daellenbach, 2018). The present study has focused on the case of Tesla and found information concerning the ways it has changed people’s life. It has been possible to find, multiple answers to the set research questions in this study with the help of an inductive method which would not have been possible using the deductive research approach. 
In deductive research methods hypothesises are made and then the same is tested for refuting them or for acceptance (Pandey, 2021).  A deductive research approach in this study has been avoided as there is no chance of moving to specific findings in this study from existing theory. This research has only observed the case of Tesla and thus deductive approach could not be selected. The scope of creativity is also reduced when deductive research approach is selected avoiding the inductive research methods. Therefore, it can be stated that the benefits linked to the inductive method have allowed its inclusion in this study. 
3.5 Research Methodology
[bookmark: _Hlk122450068]A mono method was considered for the collection of data in this research which adheres to selecting either a quantitative or qualitative data collection. Qualitative data collection was done in this study due to the greater possibility of acquiring data that provides in-depth knowledge for understanding the research phenomenon (Rahman, 2020). Rich data accumulation for understanding and describing complex phenomena with the support of qualitative data is possible. Quantitative data collection was not considered here because it would have led to the inclusion of statical analysis making the findings more factual but complex. In order to avoid the complexity, the same has been ignored for analysing the impact of Tesla vehicles on people’s life.  
Secondary data collection from sources that exist beforehand in the form of records like books, articles, websites, and journals have been selected here (Ranjit, 2020). The major cause which has led to the selection of a secondary approach in this study is that the reliability and validity of the research can be elevated with the collection of data from secondary sources. This happens when the data sources in secondary are authentic and the case has been similar for this study. Primary data collection although provides more accurate data however, this has been avoided as it might be expensive and time-consuming as due to the size of the company the research sample population should include a large number of Tesla vehicle owners.
3.6 Data collection and Data Analysis Tools
Data collection in this study has been done from articles and websites available on Google that are trustworthy such as company websites, newspaper articles and similar others. Such articles and websites have been considered for ensuring that the inclusion of wrong data from incorrect sources could be avoided.
Statistical analysis could not be employed for analysing the data in this study as it involved gathering qualitative information concerning the phenomenon. The application of statistical analysis is known to be effective for remaining objective in the research approach and enhancing chances to generalise the findings. It was not deployed as the acquired information through secondary data has entirely been qualitative.  Thematic analysis has been utilised for the analysis of qualitative data, which is holistic and flexible. Themes have been formulated based on the phenomenon and this has followed the collection of appropriate information for each theme and systematically analysing of the findings by comparing the opinion of authors relating to them.
3.7 Ethical Considerations of the Research
[bookmark: _Hlk122453016]Consideration of ethics refers to ensuring all authentic approaches have been referred to for the collection of data and there has been no harm caused to society while performing the plethora of activities under a study (Bos, 2020). Data Protection Act has been considered in collecting, processing, and storing data. The authors of the secondary sources have been acknowledged with the correct referencing style. Thus, credits have been appropriately given to the authors of the secondary sources used in this study. It has been ensured through this study that the included data is available on public platforms or forums like books, and the internet although included without permission the authors have been given recognition. 
3.8 Summary of Chapter 3
Chapter 3 presented an evaluation of different research methods employed in this dissertation to undertake research. From the above evaluation, it has been found that the collection of secondary data in this study was the focus and the same has been interpreted flowing a thematic analysis technique. In order to search for valid information data in this study has been gathered from valid sources like scholarly articles, authentic websites with authors and information from the website of the company. The rationale behind selecting specific methods has been presented as well. 


Chapter 4: Data analysis and discussions
4.1 Introduction
[bookmark: _Hlk122453063]This chapter will document the collected secondary data from scholarly articles and only trustworthy sites like the authentic company website has been trusted. Data has been documented in the form of themes and accordingly analysed. 
4.2 Secondary research
[bookmark: _Hlk122453268]Thematic Analysis 
[bookmark: _Hlk122453262]Theme 1: Key aspects and innovations of Tesla's vehicles
Shao et al. (2021) have perceived that Tesla’s innovation is primarily focused on the business model and promotion development of electric vehicles. Technological innovation enables it to meet market demands. It follows architectural innovation not disruptive one for commercialisation purposes. Wang and Peng (2020) moreover asserted that Tesla uses open innovation with an open source strategy. This enables technology sharing for the development of gods and software.  The Tesla automotive vehicles have improved in terms of their safety with a five-star rating from Euro NCAP.  The innovations with respect to Model Y vehicles from Tesla have been far-side airbags, a monitoring system for drivers to avoid collision and several others. The airbags prevent any head injuries that might occur due to contact occupant-to-occupant (Tesla, 2022). 
[bookmark: _Hlk122453275]Theme 2: Consumer perception of Tesla's vehicles
Long et al. (2019) have put forward that consumers think Tesla is the representative of electric vehicles. In the opinion of GS and LS (2020), it can be stated that customers feel Tesla is likely to lead the market for electric vehicles in the future. The cars from the company are perceived as eco-friendly and customers believe that is the largest automotive corporate with advanced EVs. Business Standard (2022) reported that it is considered the most trusted brand for autonomous vehicles.  
[bookmark: _Hlk122453284]Theme 3:  Impact of Tesla's vehicles on people’s life
In Tesla (2020), it is found that the customers help in accelerating the transition towards sustainable energy globally that reduces carbon emissions. Life of people is changed as Hause(2022) stated that the adoption of electric cars reduces the death rate induced by climate change. According to Aguirre(2022), Tesla has saved the planet earth already from 80 million metric tons of CO2 emissions. In the absence of the electric car revolution, there would be no option for customers other than selecting gas cars. By using electric cars by customers, including new models from Tesla instead of gas cars, the survival rates of adults and children have increased and the potentiality of positive impacts on the future generation has improved. Customers switching to EVs has reduced particulate matter and the atmospheric haze and this has positively affected human lives and the environment. 
[bookmark: _Hlk122453295]Theme 4: Strategies for building consumer awareness
Social media communication is helpful in building consumer awareness and decision-making. Liang (2022) has the view that Tesla's use of offline car experience in stores as per the hunger-marketing model develops their purchasing decisions. Customers in this approach were asked to make a reservation a year before purchase to enhance the brand value. This is quite opposed to the conventional large-scale marketing strategy.
4.3 Discussions
A discussion can be provided based on the results of secondary research by aligning the same with the literature review presented earlier in this research project.  According to Bhalla et al. (2018), consumer trust is one of the critical factors behind their purchasing behaviour. It is found in the secondary research that customers consider Tesla as the most trusted brand Secinaro et al. (2022) have put forward that environmental concerns trigger their decision of purchasing electric vehicles.  The secondary data has found that major innovations have been in Tesla in the context of safety. Tesla has received a five-star rating from Euro NCAP and some of the safety aspects have been far-side airbags and monitoring systems for drivers to avoid collision and several others (Tesla, 2022). 
The secondary research results also state that concerns towards sustainability and climate change have influenced the life of people. As per secondary data, Aguirre (2022) customers switching to EVs have reduced particulate matter and the atmospheric haze and this has positively affected human lives and the environment. In the literature review it has been discussed that the electric vehicles of Tesla lead to a reduction in carbon dioxide emission that lessens the risk of deaths of thousands of people that could have been induced by climate change implications. This is mentioned that the adoption of electric cars could reduce the risk to the lives of people from climate change (Aguirre, 2022). This implies that the findings from the literature review are parallel rather than supporting the obtained information in secondary research. 
The findings of secondary research suggest that Tesla can make use of social media marketing for enhancing consumer awareness. In the words of Valentina and Lupiyoadi (2021) social media communication would be an effective strategy for building consumer awareness about a brand. On the other hand, another beneficial strategy that can be employed by the company is offline car experience through reservation which can be provided prior to making purchases of the car. This is known as the hunger approach for building value and brand awareness (Liang, 2022).  These exclusive findings in only evident from the secondary research in this study. 
4.4 Summary of Chapter 4
The gathering of information in this study has been only secondary and data collection has been done followed by interpreting or analysing each theme. In this chapter, the utilisation of thematic analysis has helped systematically produce the collected information. 

Chapter 5: Conclusions, Limitations and Recommendations
5.1 Introduction
In this chapter, key conclusions derived from the findings will be provided. Besides, possible limitations and recommendations to the company will be presented.
5.2 Conclusions
Conclusions can be derived from the findings of secondary sources. In this section, it will be confirmed that the results of the research project could successfully meet the set research objectives. The first research objective has been to collect data on Tesla’s vehicle and associated innovation it could have been appropriately met with the use of secondary research methods. In the secondary research findings, it is observed that Tesla uses innovation in business model and promotion of products. Architectural innovation is used in its commercialisation strategy besides open innovation. The firm has improved its models in terms of their safety and prompted their innovation with respect to electrical vehicles and architectural improvement of the cars.  In regards to the second research objective, it is found that different consumers have varied perceptions about the vehicles of Tesla where the customers feel that they are eco-friendly and the future dominating brand for electric vehicles. The secondary research posits that Tesla is considered the most trusted brand when it comes to autonomous vehicles.
[bookmark: _Hlk122451475]To meet the third research objective on the impact of Tesla vehicles on the life of people it is found that it accelerates the use of sustainable energy among the public. By adopting electric cars, customers help reduce the death rate that might have occurred as a result of pollution and climate change. The vehicles also improve the experience of customers with proper performance and comfort level. Atmospheric haze and particulate matter in the atmosphere have been reduced this has positively affected human lives and the environment simultaneously. Finally, the researcher could attain the last objective by presenting some recommendations to the business for enhancing consumer awareness. In the secondary research, it is found that social media communication and the hunger-marketing model are the best strategies for raising awareness of customers. Hunger marketing involves providing customers with the option to have an offline experience with the cars before they make a purchase of the same and this can be effective in building brand awareness and value of Tesla.
5.3 Conclusions on the research issue
It is found from the research findings that the research problem is addressed as it is identified that Tesla’s vehicle changes perception of people towards natural environment.
5.4 Summary of the research findings and outcomes
The secondary research findings in this study state that electric vehicles impact the perception of consumers and make them more concerned about environmental sustainability. Additionally, people’s lives have been improved with innovative electric vehicles from Tesla which have reduced pollution resulting from harmful emissions of use gasoline automobiles and death rates. The research findings can be applied in the automobile industry for enhancing consumer awareness towards electric vehicles.
5.5 Original Contribution of the Research
The research contributed to fill the gap in literature by investigating on Tesla’s vehicles and consumer behaviour. The results can be considered in automobile industry to decide effective strategies for improving consumer awareness. In academics, this study may be used as a basis of knowledge to conduct further research.
5.6 Limitations
The limitations of this research are that it has not involved collecting information through primary data collection like surveys and questionnaires. This could have provided accurate information concerning customers’ perceptions and the impact of Tesla vehicles on their life. The objective standards of the study could have been improved using a survey and that might have elevated the chances of generalising research findings to the wider population making use of EVs from Tesla. 
5.7 Recommendations
Some recommendations can be offered to Tesla to enable it to enhance consumer awareness. They include:
· Search engine optimisation in marketing is an effective strategy for leveraging organic traffic to a website through search engines (Antony, 2019). It can be applied in Tesla to increase website traffic and conversion rate. By using SEO, consumers' visits to the website will be increased which can trigger their purchasing decisions with growing awareness of the brand and its products.
· Guest blogging involves a content marketing strategy, which includes writing and making publishing articles for another website (Krasniak et al., 2021). Guest bloggers can be invited to write about the brand and its offerings to raise awareness among consumers.
· Social media marketing increases the power of social media networks to attain marketing goals (Wibowo et al., 2020). Influencer marketing can be used as a part of the social media marketing that involves using creators to expand the reach on social media platforms. By using this, Tesla can engage with customers and improve their awareness of the brand.
· Tesla can accelerate the use of the hunger-marketing model in different markets for a varied group of customers to raise brand value and awareness. This approach focuses on the emotions of people as a psychological marketing strategy (Zhang et al., 2022). It can trigger their desire of buying the products.
5.8 Summary of Chapter 5
Major conclusions derived from the findings are related to electric vehicles impact and strategies for further improvement in Tesla. However, limitations have occurred in research methods. The suggested recommendations can be applied in the business.
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[bookmark: _Toc122453391]Terms of Glossary
Electric vehicles: They use one or more electric motors for propulsion
Consumer behaviour: Study of activities associated with consumer purchase, use or disposal or products and services

[bookmark: _Toc122453392]Appendix

Secondary research
	Themes
	Sources
	Authors
	Year of publishing
	Major findings

	Theme 1:
Key aspects and innovations of Tesla's vehicles
	Business Analysis and Future Development of an Electric Vehicle Company--Tesla.
	Shao, X., Wang, Q. and Yang, H.
	2021
	Current innovation at Tesla focuses mostly on research of business models and electric vehicle promotion development. It is at the forefront of technological innovation, and subversive innovation by leading the demand. Architectural innovation is followed in the commercialisation strategy instead of disruptive innovation.

	
	A study of patent open source strategies based on open innovation: The case of Tesla.
	Wang, J. and Peng, X.
	2020
	Open innovation is implemented in Tesla as it is representative of open-source strategy. Patent open source is the leading support for technology sharing which is developed by sharing software and goods open source.

	
	Model Y Earns 5-Star Safety Rating From Euro NCAP
	Tesla
	2022
	Tesla has improved their cars in terms of safety. A five-star rating for the same has been acquired where Tesla scored the highest for Euro NCAP. Some of the innovations in their model Y have been far-side airbags, a monitoring system for drivers to avoid collision and several others.  The airbags are placed between the front seats and this helps prevent any head injuries that might occur due to contact occupant-to-occupant. 


	Theme 2:
Consumer perception of Tesla's vehicles
	What does Tesla mean to car buyers? Exploring the role of automotive brands in perceptions of battery electric vehicles.
	Long, Z., Axsen, J., Miller, I. and Kormos, C.
	2019
	It is found that customers perceive Tesla as representative of battery electric vehicles.

	
	Tesla was named 'most trusted' brand developing fully-autonomous vehicles.
	Business Standard
	2022
	Consumers perceive Tesla as the most trusted brand among fully autonomous vehicles.

	
	Customer perception towards Tesla electric car’s innovative. 
	GS, G., and LS, R.
	2020
	The authors have found that customers feel that Tesla as a brand for electric cars will lead the market in future. Some of the key factors that drive demand for Tesla EVs are the gasoline cost, availability of battery charging stations for cars and appeal to the green movement. As per the customers, it is one of the largest corporate successful with their advanced electric vehicles and the automobiles from Tesla are perceived to be eco-friendly. 


	Theme 3:
Impact of Tesla's vehicles on the life of people
	 2020 Impact Report
	Tesla 
	2020
	Tesla customers support the acceleration of the global transition to sustainable energy by preventing 5 million metric tons of carbon dioxide emissions.

	
	Tesla and other EVs have already saved 120k lives says study, Not a Tesla App.

	Aguirre, J.
	 2022
	Tesla has been able to save the planet from about 80 million metric tons of CO2. In the absence of the electric revolution, the possibility of customers making use of gas cars would have been high. This has increased the survival rates of children and adults and is likely to have a positive impact on the new generations. Particulate matter and haze in the atmosphere have been reduced as a result of customers switching to EV cars leading to a positive impact on the environment and thus human lives. 


	
	Calculating the positive impact of electric car adoption, Ars Technica.
	Hause, B.
	2022
	It is observed that the adoption of electric cars, around 2 million of them by customers could reduce deaths of 20000 from climate change. 

	Theme 4:
Strategies for building consumer awareness
	The Implementation of Promotion through Social Media in Increasing Consumer Awareness and Purchase Intention.
	Valentina, E. and Lupiyoadi, R.
	2021
	Social media as a communication strategy helps in raising customer awareness besides developing the decision-making process of a business.

	
	A Case Study of Marketing at Tesla Based on the 4V Theory.
	Liang, J.
	2022
	Tesla has adopted an offline car experience and customers were told to make a reservation a year prior to purchasing after store experience to build brand awareness and value. This model is known as the hunger approach which is opposed to the traditional large-scale marketing approach.
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