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1. Executive Summary

This report aims at analysing and critically discussing the marketing strategies of Tesla Motor Company in the United States and China. It will also look at the differences and similarities between the two countries regarding the marketing strategies employed by the firm, Tesla. The report will start with an Introduction including a background information of the company, Tesla Inc (section 2) as well as the financial performance of the company in the two countries they operate. The Macro environment (PESTLE analysis) of the business will form section 3 of the report and while section 4 will discuss Porter's five forces model. Section 5 will deal with the SWOT analysis of the business and section 6 will focus on the Segmentation, Targeting and Positioning of the market and product. An analysis of the Marketing mix elements (7Ps) will be provided in section 7, and the Directional development strategy, using the Ansoff matrix, be discussed in section. Section 9 will provide the conclusion of the report and recommendations for the company.















2. Introduction
Tesla, Inc. (formerly known as Tesla Motors Inc) is a United States based automobile company that designs, manufactures and sells electric cars and electric vehicle powertrain components with a focus on energy innovation. Although it was initially co-founded by Martin Eberhard and Marc Tarpenning in 2003, another of its co-founder is Elon Musk who is the current Chief Executive Officer and owns 22.25 percent stake in the company as of April 2017. https://www.tesla.com/about?redirect=no
Tesla’s mission is to accelerate the world’s transition to sustainable energy. It currently has about 272 stores worldwide, 164 of which are in 26 different countries outside the US, with Germany having the highest number (27) of its foreign stores. http://ir.tesla.com/
Tesla is the main actor of the electric car industry and inspires both innovation and ethical values. Added to selling electric vehicles and innovating, Tesla provides full electric powertrain components and systems, which are sold to car manufacturers. 
It took five years for Tesla to sell its first model, the Roadster, the first world’s premium zero emission sedan, which became the third best-selling electric car in the USA and Europe. It is then followed by the Model S in 012, the Model 3 in 2014 and the last one is the Model X in 2015.
The company reported revenues of US$11,758.8 million for the fiscal year ended December 2017, an increase of 68% over fiscal year 2016. The operating loss of the company was US$1,632.1 million in FY 2017, compared to an operating loss of US$667.3 million in FY 2016. The net loss of the company was US$1,961.4 million in FY 2017, compared to a net loss of US$674.9 million in FY 2016. The company reported revenues of US$4,002.2 million for the second quarter ended June 2018, an increase of 17.4% over the previous quarter. Advantage.marketline.com
 









www.teslamotors.com
· NASDAQ Ticker: TSLA
· No. of Employees: 37,543
· Turnover (US$ Mn): 11,758.8
· Financial Year End: December




3. The Macro environment: PESTLE analysis
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PESTLE is a strategic analytical tool that is generally used by businesses to reduce business threats. For a business to have a comprehensive understanding of the macroenvironment in which it operates, it must examine the Political, Economical, Social, Technological, Legal and Environmental factors in play so as to gain valuable advantage over its competitors in the market.
Political 
Tesla started off by dealing cars in North America and then extended into Western Europe and Asia, implying that its business might be influenced by some clear political patterns. One major factor affecting the industry is environmental policies , which aim at reducing emissions levels by encouraging the production of environmentally friendly cars. Governmental subsidies and other incentives are also driving customers towards greener vehicles. In the US, the government set up energy loan programmes, encouraging Research and Development of new vehicle technologies and attracting car manufacturers in the market. In China, the government has also been making it easier to get a licence plate for an Energy Vehicle as opposed to a vehicle with an internal combustion engine. Many of China’s so- called tier one cities, such as Beijing and Shanghai, are incredibly congested and polluted so the government is limiting the number of new petrol cars on the road. These political decisions represent opportunities for Tesla to find new investments that could help the company’s growth.
Tesla, Inc. has the opportunity to strengthen its financial performance through incentives from governments. This external factor directly relates with the minimized carbon emissions of the company’s operations and products. In addition, this PESTEL/PESTLE analysis determines that expanding free trade agreements open opportunities for the company to expand its operations internationally. 




Economic 
Economic factors facing businesses have a direct impact on their profitability. These factors include inflation rate, exchange rate, interest rate and disposable income available to end consumers. The demand for sustainable cars is increasing worldwide since the industry is growing and the costs of fuel-engine cars are rising.
The effects of economic conditions on the macro-environment are considered in this part of the PESTEL/PESTLE Analysis of Tesla Inc. These conditions include market growth, trade levels, currencies, and other variables that influence the automotive business. For example, the solar energy market’s growth rate determines the growth opportunities of the company’s solar panel business. Tesla needs to address the following economic external factors that influence the automotive market in both China and the US.
Decreasing battery costs (opportunity)
Decreasing renewable energy costs (opportunity)
Economic stability issues (threat)
Tesla’s business performance benefits from lower battery costs. For example, this external factor translates to affordability of the company’s electric automobile products. This PESTEL/PESTLE analysis also considers decreasing renewable energy costs as an external factor that makes Tesla’s products more attractive. The business improves as renewable energy solutions become more popular. However, economic stability issues threaten the company’s financial performance, especially in Europe and Asia. This part of the PESTEL/PESTLE analysis of Tesla, Inc. highlights major opportunities for growth, despite the threat of economic instability in the macro-environment of the automotive industry.
Social
Social conditions and trends affect a firm’s macro-environment through employees, customers, and investors. This part of the PESTEL/PESTLE Analysis of Tesla Inc. considers how the business aligns with the social trends in its target markets. The company’s managers must ensure that strategies are applied to maximize the business benefits of such external factors. The sociocultural external factors important in Tesla’s business are as follows:
Increasingly popularity of low-carbon lifestyles (opportunity)
Increasing preference for renewable energy (opportunity)
Improving wealth distribution in developing markets (opportunity)
This company analysis shows opportunities to grow the multinational automotive business. For example, Tesla Inc. has growth opportunities based on the rising popularity of low-carbon lifestyles and increasing preference for renewable energy. In the PESTEL/PESTLE analysis framework, these external factors improve market demand for the company’s electric vehicles and related products. In addition, Tesla has an opportunity to boost its financial performance based on the increasing wealth distribution in developing markets. This wealth distribution trend increases the population of potential buyers of the company’s relatively expensive cars. In China, there is a growing trend among people to be drawn towards having environmentally friendly products because of the chronic pollution problem that is facing the country, and similar pattern is happening in the US.
Using the Hofstede model of culture, it is apparent that Chinese customers are less indulgent, less individualistic and more long term orientated than their American counterparts.



[image: ]
Technology
Electric cars saw the light , thanks to technological progress, rapid globalisation and the emergence of the internet. Over the years, technological advancement has guaranteed a wider range of cars, leveraging safety as well as improving efficiency and reducing costs within the car industry. Since 2006, worldwide R&D expenditures have risen, resulting in partnerships with companies in other countries as Tesla is a highly technological company.
Environment
The macro-environment of the global business is subject to the effects of ecological conditions covered in this part of the PESTEL/PESTLE Analysis of Tesla, Inc. For example, ecological trends determine the availability of materials used in the company’s production processes. In this case, the following ecological external factors affect Tesla’s market:
Climate change (opportunity)
Expanding environmental programs (opportunity)
Rising standards on waste disposal (opportunity)
This PESTEL/PESTLE analysis considers ecological factors as significant forces on Tesla, Inc.’s industry environment. For example, the company has opportunities to promote its electric vehicles based on concerns on climate change, expanding environmental programmes, and rising standards on waste disposal. The company’s electric vehicles, batteries and solar panels are considered suitable in directly addressing these external factors linked to business sustainability and environmentally friendly products. This part of the PESTEL/PESTLE analysis shows that Tesla has significant growth opportunities based on the nature of its products.
Legal 
In this part of the PESTEL/PESTLE Analysis, the effects of regulatory factors on the macro-environment are determined. Laws and legal systems shape managerial decisions and business development.Tesla, Inc., corporate strategies must include the following legal external factors:
Expanding international patent protection (opportunity)
Energy consumption regulations (opportunity)
Dealership sales regulation in the United States (opportunity & threat)
Tesla has opportunities to safely expand its business overseas, considering expanding international patent protection. In addition, this PESTEL/PESTLE analysis identifies the opportunity to promote the company’s electric vehicles and energy solutions products, based on energy consumption regulations that client organizations must follow. Also, the business has an opportunity to grow through direct sales, which is allowed in many states in the U.S. However, this external factor is also a threat, considering that other states do not allow direct sales and, instead, require dealerships to transact with customers in the automotive market. The legal conditions of the macro-environment shown in this part of the PESTEL/PESTLE analysis point out that Tesla can expect growth opportunities.

As shown in this PESTEL/PESTLE analysis of Tesla Inc., there are a variety of opportunities that facilitate further growth of the business. For example, free trade agreements make it easier to expand internationally. Thus, a recommendation is for the company to globally expand its operations. It is also recommended that the business increase its marketing aggressiveness to increase its market share, especially in countries other than the United States. This move could reduce market-based risk, considering that Tesla has limited sales operations in overseas markets.
To maximize the benefit of PESTLE, it should be used on a regular basis within an organisation to enable the identification of any trends. As with all techniques, there are problems associated with using PESTLE in an organisation. Amongst them are the oversimplification of information that is used  for making decisions, and that the process has to be conducted regularly to be effective and many times organisations tend not to make the requisite investment. The PESTLE analysis must also be used in conjunction with other tools such as SWOT and other strategic analytical tools for it to be very effective.











4. Porter’s five forces model
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 Michael Porter developed the Five Forces Analysis model as a strategic management tool to understand the impact of external factors on firms and the competitive landscape of their industry environment. This Five Forces analysis of Tesla looks into the external factors significant in the automotive industry and the energy solutions industry, and how such factors affect the company. As one of the biggest players in the electric vehicle market, Tesla must effectively address such external factors to ensure its long-term competence and resilience in the face of competitive rivalry involving automakers like Honda Motor Company, General Motors Company, Volkswagen, Toyota Motor Corporation, Nissan Motor Company, and BMW (Bavarian Motor Works). The company must account for the nature and characteristics of such competition in the domestic and international markets for electric automobiles.
Tesla Inc.’s success as an innovative manufacturer of electric vehicles is partly based on its strategies that tackle the external factors in the automotive industry environment and the energy storage and solutions market. This Five Forces analysis (Porter’s model) shows that Tesla must prioritize competitive rivalry as the most significant of the forces in its multinational business environment. Pressures from substitutes, suppliers and buyers are also considered in this business analysis.
Overview: Porter’s Five Forces Analysis of Tesla, Inc.
Firms in the international automotive industry environment experience a variety of external factors, including raw material availability and technology-based firm competitiveness. Tesla’s resilience is a reflection of strategic effectiveness. This company analysis shows that the business manages to grow in spite of competitive challenges. However, Tesla must ensure that it addresses external factors according to the intensity of the forces impacting the business, as shown in this Five Forces analysis:
Competitive rivalry or competition (High Force)
Bargaining power of buyers or customers (Medium Force)
Bargaining power of suppliers (Medium Force)
Threat of substitutes or substitution (Medium Force)
Threat of new entrants or new entry (Low Force)





Competitive Rivalry or Competition with Tesla, Inc. (High Force)
Tesla, Inc. operates in a highly competitive market. This aspect of the Five Forces Analysis outlines the influence of competition on the automotive and energy solutions industry environment. In this case of Tesla, the external factors and their intensities responsible for the strong force of competitive rivalry are as follows:
· Small number of firms (weak force)
· High aggressiveness of firms (strong force)
· Low switching costs (strong force)
There are only a small number of firms operating in the automotive market. In Porter’s Five Forces analysis framework, this external factor limits the effect of competition on companies like Tesla, Inc. However, these firms are generally aggressive in innovating and promoting their products. For example, large automotive companies have aggressive marketing campaigns. Tesla’s marketing mix or 4Ps partly meets such aggressiveness, which strengthens the effects of competitors against the business. Also, the low impediments for customers to buy cars from other manufacturers (low switching costs) further strengthen the force of competition. This aspect of the Five Forces analysis of Tesla Inc. points to competitive rivalry as a high-priority strategic management consideration in the automotive and energy solutions industry environment.
Bargaining Power of Tesla’s Customers/Buyers (Medium Force)
The influence of customers on firms and the automotive, battery, and solar panel industry environment is accounted for in this aspect of the Five Forces Analysis. Tesla’s customers are a direct factor that determines the company’s sales revenues. The following external factors and their intensities maintain the moderate force of the bargaining power of customers on the company:
· Low switching costs (strong force)
· Moderate substitute availability (moderate force)
· Low volume of purchases (weak force)
Low switching costs reduce barriers for Tesla customers to purchase cars from other providers. In the context of this Porter’s Five Forces analysis, this external factor imposes a strong force against the company and other players in the automotive industry environment. However, the availability of substitutes is only moderate in many cases, thereby limiting customers’ bargaining power against Tesla Inc. For example, many customers in suburban areas have limited access to public transportation, making it more practical to drive their own car. In addition, the low volume of purchases (each customer buys and keeps only one or a few cars) reduces the influence of customers on Tesla. Thus, the intensities of the external factors in this aspect of the Five Forces analysis reflect the bargaining power of customers as a moderate force and a secondary management priority. 
Bargaining Power of Tesla’s Suppliers (Moderate Force)
Tesla Inc.’s business depends on the reliability of suppliers. This aspect of the Five Forces Analysis shows how suppliers shape the industry environment by influencing the availability of materials that firms need. The intensities of the external factors that create the moderate force of the bargaining power of Tesla’s suppliers are as follows:
· Moderate forward integration (moderate force)
· Moderate size of suppliers (moderate force)
· Moderate supply level (moderate force)
Tesla Inc.’s suppliers have a low level of forward integration. This external factor refers to suppliers’ limited control in the distribution and sale of their products. For example, some suppliers use third parties to sell their materials to Tesla, while others directly transact with the company. In the framework of Porter’s Five Forces analysis, this external factor imposes a moderate force on the corporation. In addition, most of these suppliers are moderately sized, thereby having limited influence on the automotive industry environment. Another external factor is the moderate level of supply, which empowers suppliers to affect Tesla, but only to a limited degree. This aspect of this Porter’s Five Forces analysis of Tesla Inc. indicates the bargaining power of suppliers as a secondary strategic management priority.
Threat of Substitutes or Substitution (Medium Force)
Tesla, Inc. experiences the impact of substitutes on the automotive and energy solutions industry environment. In this aspect of the Five Forces Analysis, the intensities of the external factors that lead to the moderate force of the threat of substitution against the company are considered, as follows:
· Low switching costs (strong force)
· Moderate substitute availability (moderate force)
· Moderate performance of substitutes (moderate force)
As pointed out in the other aspects of this Porter’s Five Forces analysis of Tesla Inc., low switching costs enable competition. In this external analysis case, the low switching costs enable substitutes, such as public transportation, to easily attract customers. This external factor imposes a strong force against Tesla’s industry environment. However, the moderate availability of substitutes limits such influence of suppliers. For example, customers have only a moderate and limited number of substitute options in the market. In relation, many substitutes have only a moderate level of performance in satisfying customers’ practical needs. For instance, public transportation is not as versatile as a private car. This condition further limits substitutes’ force against Tesla. In this aspect of the Five Forces analysis of Tesla, Inc., the external factors point to the threat of substitution as a secondary management consideration in the company’s strategies.



Threat of New Entrants or New Entry (Low Force)
New entrants are new firms, which impact the industry environment and determine the performance of companies like Tesla Inc. This aspect of the Five Forces analysis identifies the intensities of the external factors that create the weak force of the threat of new entry, as follows:
· High cost of brand development (weak force)
· High cost of doing business (weak force)
· High economies of scale (weak force)
Tesla’s business is difficult to compete with, especially because of the high cost of brand development. For example, it is difficult for new entrants to match the company’s strong brand. This external factor is an entry barrier in the context of Porter’s Five Forces analysis. In addition, automobile manufacturing has high costs, which impose a barrier to new firms. Also, established players like Tesla benefit from increasing economies of scale, which new entrants can only achieve upon exceeding a production threshold. Based on the external factors in this aspect of the Five Forces Analysis, the threat of new entry is only a minor strategic management concern in Tesla Inc.’s industry environment.














5. SWOT analysis
A SWOT analysis is a planning tool which seeks to identify the strengths, weaknesses, opportunities and threats involved in a project or business. It is a model for matching an organisation’s goals, programmes and capacities to the social environment in which it operates.




This aspect of the SWOT Analysis of Tesla Inc. deals with the business strengths that contribute to organizational growth and improvement. Business strengths are internal factors that empower the company to compete against other firms, and to ensure profitability, especially in the long term. For example, the company’s strong brand can support strategic expansion in the global market. In this company analysis case of Tesla, the following strengths shape the capabilities of the business as a competitive player in the automotive industry:
Highly innovative processes
Strong brand
Strong control on production processes
Tesla, Inc. is known for its high rate of innovation, especially in introducing the world’s first fully electric sports car. This internal strategic factor is a strength that empowers the company to develop competitive and profitable products. Also considered in this SWOT analysis, the Tesla brand is a strong symbol of innovation and renewable energy solutions, in line with CEO Elon Musk’s business goals. Such a strong brand optimizes the company’s ability to attract and retain new customers. The internal factor of strong control on production processes is based on vertical integration, as well as the centralization and hierarchy in Tesla’s organizational structure. For example, the company manufactures automobiles and many of their components. This factor is a strength that minimizes issues linked to the involvement of third parties. Overall, this aspect of the SWOT analysis of Tesla points to innovation and brand image as major strengths of the company.
Tesla’s Weaknesses (Internal Strategic Factors)
The internal factors that limit organizational performance are identified in this aspect of the SWOT Analysis. These internal factors are weaknesses that can reduce Tesla’s competitiveness and business growth. In the context of this business analysis, weaknesses are issues that the company must overcome through strategies, reforms, and initiatives. Despite its strong brand as a manufacturer of electric vehicles, Tesla, Inc.’s performance and potential future growth suffer from the following major weaknesses:
Limited market presence
Limited supply chain
High prices
Tesla suffers from limited market presence. For example, the company generates most of its revenues in the United States and has a small presence in China and the developing world. This internal strategic factor is a weakness that limits business growth based on the rapid economic development of overseas markets. This SWOT analysis also determines that the company’s limited supply chain is a related weakness that prevents the company from rapidly expanding in such markets. Moreover, Tesla’s products are relatively more expensive than competing cars, especially those that have internal combustion engines. Such high prices prevent the company from rapidly growing its customer base and market share. The weaknesses identified in this SWOT analysis reflect Tesla’s need to reform its strategies related to global expansion and growth.
Opportunities for Tesla, Inc. (External Strategic Factors)
This aspect of the SWOT Analysis focuses on the external factors that present potential growth and development for the organization. These external factors are opportunities that Tesla can use to improve its business performance, management effectiveness, and strategic growth, among other aspects. For example, the company can expand in the global automobile market to support further business growth. Tesla, Inc. has major opportunities to improve its financial standing and competitiveness in the global automotive market, as follows:
Global sales expansion
Global supply chain expansion
Business diversification
In relation to its weaknesses, Tesla must consider the opportunity for global sales expansion. This opportunity is based on the significant economic growth of countries where the company has insignificant market presence. For example, the company can increase its revenues through expansion in Asian automotive markets. In this SWOT analysis, another opportunity is to expand Tesla’s supply chain to support the global expansion of production and sales operations. This external factor puts emphasis on the relatively small extent of the company’s operations, compared to larger firms like General Motors. Also, the company can improve its performance through diversification. This external strategic factor involves establishing or acquiring new businesses to reduce business exposure to risks in the automotive market. This aspect of Tesla’s SWOT analysis points to the benefits of international expansion.
Threats Facing Tesla, Inc. (External Strategic Factors)
The external factors that limit or reduce Tesla’s organizational performance are covered in this aspect of the SWOT Analysis. These external factors are threats that prevent the company from maximizing the benefits of its strengths and opportunities. For example, competitive forces limit the company’s potential revenues from the global market for electric vehicles, batteries, and solar panels. Even though its business has shown considerable profitability, Tesla needs to address the following threats to maintain resilience despite the changing conditions of the automotive industry:
Aggressive competition
Fluctuations in material prices
Dealership regulations
Automotive companies aggressively compete against each other. This external strategic factor threatens Tesla, considering current efforts of other firms in producing electric vehicles. The fluctuations in material prices are another threat determined in this SWOT analysis. This external factor especially highlights the fluctuating and generally increasing cost of lithium, a material used in the company’s energy storage products. The company also faces the threat of dealership regulations. At present, Tesla directly sells its products to customers without dealership involvement that increases selling prices. However, some states like Virginia and Texas prohibits direct sales of the company’s products, requiring that such sales must go through dealerships. Based on this aspect of the SWOT analysis, Tesla must maintain competitive advantage to remain profitable despite aggressive competition from large automotive firms.
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6. SEGMENTATION, TARGETING and POSITIONING

‘The process of breaking down the market into groups of customers with similar needs, so that a business can concentrate its effort on effectively serving the needs of a selected group or groups, is known as Market Segmentation’ (Gbadamosi et al p.143) There are three broad categories of Market Segmentation: Geographic, Demographic and Psychographic Segmentation. Whilst Geographic Segmentation calls for dividing the market into different geographical units such as nations, regions, states, countries  or cities, Demographic Segmentation divides the market into segments based on variables such as age, gender, income, occupation religion or ethnicity, and Psychographic Segmentation divides buyers into different segments based on social class, lifestyle, or personality characteristics.
Targeting involves the process in which marketers evaluate the attractiveness of each potential segment and decide which of these groups they will invest resources in to try to turn them into customers (Solomon et al 2013). Targeting can either be Differentiated (where there is one marketing mix for one group and a separate marketing mix for quite another), Undifferentiated, with one marketing mix for the whole market, or Concentrated, where focus is placed on a particular group market like high-earners to serve a niche market.
Positioning means developing a marketing strategy aimed at influencing how a particular market segment perceives a good or service in comparison to the competition. To position a brand, marketers have to clearly understand the criteria target consumers use to evaluate competing products and then convincing them that their product, service or organisation will meet those needs.
One of the toughest challenges that marketers face when marketing their product to the community is understanding who they want to attract, defining different group of consumers for their product, understanding their unmet needs and working around building a product or service that appeals to all the members of the group.
To achieve this successfully, it is important to understand the concept of segmentation, targeting and positioning process (STP) in modern marketing.
In segmenting the market, the business is acknowledging that different ‘types’ of buyers may require different products or marketing approaches / marketing mixes(1) . Once that is achieved, you strategically target that segment and position it appropriately in the market space.
To help understand this process better, let’s look at the marketing strategy of Tesla Motor,  “one of the leading producers in Electronic vehicles”.


What comes to the mind when one thinks of Tesla Motors?
• Futuristic? Elon Musk? Premium Electric luxury Cars?…
While these are appropriate, one of the most fitting descriptions would be the high end disruptors in the automotive industry. In other words, how one prefers an Apple over Samsung, Starbucks over local coffee shops, similarly Tesla is now considered as a preference over all other electronic vehicles (EV) in the automotive industry.
Now, let us view Teslas Marketing strategy through the STP lens.
Segmentation:
Tesla started with Roadster with a base price of US $109000 in 2007, then in 2012 came with Model S priced US $85,000. Last week (April 2016) Model 3 was launched with a starting price of US $35,000(3).
Tesla’s former market focused on customers who were high end affluent consumers looking for a vehicle that was not only efficient and eco-friendly but also drove like a true luxury sports car.
However, with the release of their latest model (Model 3) a new segment of target audience has been added to their former consumer base. Their current target audience although not uber-rich, can still manage to afford an entry level premium luxury car. They have built on their brand loyalty by implementing a number of driver friendly marketing strategy such as booking the latest model with a $1000 US ($1500 AU) refundable deposit, Certified Pre Owned (CPO) program which allows Tesla’s consumers to return their car to Tesla after 3 years for 43-50% reimbursement of its initial price and their referral program where Model S customers had received a $1200 credit for installing a home EV charger.
Tesla from the beginning ensured to cut through the typical auto industry advertising strategy by providing their customers infinite mile warranty, direct customer sales and owning its own stores and service centres by being the only automaker that sells their cars directly to their customers all of which helped ignite both consumer and media loyalty.
Targeting:
Good marketing and good strategy are both about making choices that build and maintain a set of capabilities that enables the company to outperform its competitors with a particular set of customers(1).
Tesla entered the automotive industry with an expensive, high end product that focused on consumers who could afford luxurious automobiles that was eco-friendly and equipped with one of its kind technology offering a new level of convenience.
In order for Tesla Motors to keep growing now and into the future it was vital that they expand their target market to reach out to a variety of consumers. As the company’s product and their consumer’s acceptance matured they started to shift into a larger and more competitive market by lowering their price with the Model 3.
Positioning:
Tesla Motors market position is unique because it is not only selling cars but also selling technology. It has positioned itself in the market as a high end manufacturer and dealer of electric sports cars. With its initial pricey releases like the Tesla Roadster’s, Model S’s and Model X’s, Tesla built its reputation in the market space as a leader in electric automobiles. However, one of the long term goals of Elon Musk, mastermind of Tesla, as mentioned in his  2006 blog(4),  was to have a vast range of car models including their affordably priced family cars that speeds the world towards an eco-friendly, solar powered future. The announcement of Model 3 last week (April 2016) helped achieve that goal and position themselves to a mass market segment.
The added advantage that Tesla possesses is that the brand does not need its consumer interested in buying a Tesla, to fit all the needs of the brands market segment. The nature of the company is such that it allows Tesla to dip into the segments interested in either luxury cars or electric eco-friendly cars without alienating the consumers in either segments. This added advantage helps in both expansion, stability and safety in the automotive market.
When it comes to showrooms, well Tesla has one of the strangest car showrooms compared to any car maker in the world. They are not located on main roads or on a famous street as such, instead they are in shopping malls right next to your favourite Zara or Dior showroom. Nonetheless, Musk can be considered as a consummate marketeer by interacting with the community through Tesla blogs and providing his fan base with updates on the company which is important when it comes to positioning Tesla against the giants of the automotive industry.
Musk and his cohorts have succeeded in doing what almost everyone thought would be impossible: Make EVs cool and wildly desirable. With well over 300,000 (5) and up pre-orders in just about a week since it unveiled the Model 3, to be delivered by the end of 2017, it is irrefutable proof that the world is ready for Tesla.



Marketing Mix elements(7Ps)

Central to Marketing Management is the concept of the Marketing Mix. It is a conceptual framework which highlights the principal decisions that marketing managers make in configuring their offerings to suit customers’ needs (Palmer 2012). These are tools that can be used to develop both long-term and short-term programmes.
Product:

Model S is a fully electric four door five adult passenger sedan that also provides compelling range and performance with no tailpipe emissions. Model S is a beautiful model that functionality, convenience and safety along with style and energy efficiency. Overall, Model S means performance, safety and luxury in one.

Model X is a long range SUV. The vehicle offers functionality, high performance features and can seat up to seven. Its falcon wings give the vehicle a unique and luxurious look and feel. Apart from design, quality and technology, the brand also offers safety and convenience.

Model 3 has not been released yet and is under development. This model of electric vehicles is also a combination of functionality, design, style and convenience. Tesla will produce it in larger volumes and price it lower than its existing vehicles. Apart from Model 3, Tesla is also planning to introduce commercial electrical vehicles in the future years.


Place:
Tesla markets and sells its vehicles directly to the consumers through its international network of company owned stores and galleries.  Currently Tesla stores and galleries can be found in key metropolitan cities globally in 27 countries.  The brand is also working on developing its supercharger network throughout North America, Europe, Asia and other key markets to enable convenient long distance travel. While Tesla has not been able to spread to all the corners of the world and is playing in limited markets then it is for two reasons. First, its concept is different and not accessible for all. Second are the prices. Still, the brand is working on extending its network of superchargers and stores. Tesla’s market entry method is done through Direct selling via its website and through various strategic locations. It refuses deliberately to deal with Agents, Distributors and other Middlemen. 
Price:
In terms of prices, Tesla has utilized the premium pricing strategy. Apart from their functionality the brand is also focused on style and design. Its products are not just sustainable products but they are also great in terms of technology, quality and design. Apart from that Tesla also invests in research and development to make its vehicles and other products more efficient, safe and convenient. However, higher prices also mean a premium customer segment. So, Tesla is working on releasing more affordable products and has decided to release Model 3 which is priced lower than the existing two models of vehicles. This will also help it find a larger customer segment and grow its sales.
Promotion:
There are some important elements in the marketing strategy of Tesla. First of all what works in its favor is its brand image. Apart from it, its website and the strategic locations of its stores also work to promote the brand and its products. The brand promotes its products from its website. However, since it is a brand selling sustainability product, it also gets its due media coverage. Apart from that Tesla has been using the social media for promotion of its brand and products.
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Marketing strategy of Tesla: How does Tesla market and promote its brands and products?
 
Tesla has a great marketing strategy which begins from quality. Its products are great in terms of technology, design and functionality too. Every great brand sells great quality and has great products to offer. Great marketing always begins from great products. Tesla has made two superb looking and highly efficient vehicles. Both model S and Model X are great looking vehicles. One is a sedan and the other is SUV and both are great in terms of functionality and efficiency as well as customer convenience.  However, these vehicles have got sporty looks and the falcon wing doors of Model X are especially an attraction.  These vehicles are designed to maximize safety and for higher customer convenience and satisfaction.  This is the first part of Tesla’s marketing strategy.
Apart from that Tesla has also made great use of store locations to market its brand and to connect with customers.  Its stores are located strategically in key metropolitan markets where high end customers arrive frequently. It is because it sells mainly high end products. Same is true about its super charger networks which apart from serving its customers are aimed at promoting the brand. These supercharger stations are located at key points. These supercharger stations are located inside malls, restaurants and resorts. Tesla partners with these facilities and in this way attracts prospective customers who frequently visit these places.
Tesla’s website is also an efficient channel for its sales and marketing.  Buyers do not always need to visit a store to book a car but can book it from Tesla’s website. This website showcases Tesla products and is also the major sales channel for Tesla. It complements its website with its social media channels for promotion and customer engagement. There are more than 150 videos and 364k followers on Tesla’s official YouTube channel.  These videos showcase the beautiful Tesla models of vehicles and also their great features. Its Facebook page has more than 2.2 million followers. Tesla uses its Facebook to ignite discussion about its products and technology. Not just Facebook and YouTube, Tesla has also used Twitter to successfully connect with a large base of fans and followers. There are more than 1.73 million followers following it through Twitter too.

People:
Tesla’s organizational culture creates human resource competence necessary for innovative products in the global automotive business. A firm’s organizational or corporate culture represents the customs and values that define workers’ behaviours and decisions. Tesla’s organizational culture empowers its workforce to search for ideal solutions that make the business stand out in the automotive industry and the energy generation and storage industry. The company encourages employees to innovate to support continuous improvement of the business. For example, through its corporate culture, Tesla maintains the human resource capabilities important in its continuing growth in the global market for electric automobiles, batteries, solar panels, and related products. In this way, the corporation’s cultural traits function as a channel for adding to strategic effectiveness in enhancing the business. Through the organizational culture, Tesla Inc.’s management optimizes employees to achieve creative and innovative behaviours. These behaviours are essential to maintaining the technological innovation that forms part of the company’s foundation.
Process:
As observed from the Hofstede model earlier, the Chinese way of doing things is quite different from their American counterparts. Power Distance is more pronounced in China than the US and therefore there is a possibility that there may be less delegation of duty in Tesla China than the US, and people are more likely to take risk in Tesla USA than in China.







Physical Presence:
In China, Tesla’s presence is felt in certain places. More locations are planned for the company and more power charging stations have also been installed to further promote the existence of Tesla. And a manufacturing plant is soon to be installed in China, which will eventually stop the importation of the vehicles from California, USA.


 
Sources:
Tesla Annual Report 2016
http://marketrealist.com/2015/09/understanding-tesla-motors-marketing-strategy/
 

Directional Development Strategy: Ansoff Matrix
Directional Development strategy is the game plan a company decides on and implements to grow business, increase profits, and accomplish goals and objectives. It acts as a rudder to steer the company through both calm and turbulent times. With a directional development strategy, companies may lose sight of their goals and objectives or wander off track with projects and plans.https://www.smallbusiness.chron.com
Market Penetration (Primary Strategy). Tesla, Inc. uses market penetration as its current primary intensive growth strategy. This intensive strategy enables business growth by increasing sales revenues in current markets. For example, with aggressive marketing, the company aims to rollout and sell more of its electric cars in the United States. In this way, the corporation maximizes its revenues from the markets where it currently operates. This intensive growth strategy relates with Tesla’s generic strategy by developing competitive advantage based on increased market share. A strategic objective based on this intensive strategy is to grow the company’s sales revenues through aggressive marketing.
Product Development (Secondary Strategy). Product development is Tesla Inc.’s secondary intensive growth strategy. In this intensive strategy, the company grows by developing new products that generate new sales. The company applies this strategy by developing new products with advanced technologies for minimal environmental impact. For example, the company offers solar panels, and developed the Tesla Roadster, which was the world’s first fully electric sports car. This intensive strategy supports Tesla Inc.’s differentiation generic competitive strategy by focusing on unique high-technology automobiles and related products that attract target customers. In relation, a strategic objective for this intensive growth strategy is to maintain extensive investments in research and development (R&D).
Market Development. Tesla, Inc. uses market development as a tertiary intensive growth strategy. This strategy involves entering new markets to generate more sales and grow the global business. For example, the company gradually expands its market reach worldwide by establishing new offices and facilities. At present, the company sells in only a handful of countries, but further international expansion is expected. This intensive strategy supports Tesla’s mission and vision statements, which highlight global leadership in the automotive industry, with energy solutions for the transportation and other sectors. The differentiation generic strategy enables market development by creating unique products that attract customers when the company enters new markets. Based on the market development intensive strategy, a strategic objective is to grow Tesla Inc.’s multinational business by establishing alliances with other companies that make it easier to enter new markets.
Diversification. Tesla applies diversification, but only as a minimally significant intensive growth strategy. This intensive strategy helps grow the company through new business creation. For example, the firm aims to create new battery products for a variety of non-automotive applications. However, this intensive growth strategy currently has insignificant effects on the company’s financial performance. Tesla focuses most of its efforts on market penetration and product development to grow its automotive and energy solutions businesses. The company can apply the differentiation generic competitive strategy to increase the likelihood of success in using this intensive growth strategy. A strategic objective linked to diversification is to increase Tesla’s R&D investment to identify new business opportunities. Another strategic objective based on this intensive strategy is to acquire other firms or enter joint ventures to develop entirely new products.














Conclusion and Recommendation
Tesla's organisational culture lays emphasis on innovation. The benefit of this cultural trait is that it allows the organisation to develop and grow high-technology products that attract customers. This cultural trait also keeps the company abreast with new technologies while making its products effective and useful to the needs and preferences of its customers. The downside of this culture is pressure on employees to constantly innovate. Innovation benefits the company, but puts tremendous strain on human resources.
Mainly present in China, Europe and North America, expansion opportunities still offer to the electric car manufacturer. One of the major countries where Tesla could establish its production activities is India, which is an emerging economy. Expanding manufacturing activities there would enable benefitting from cost savings. It would also be close to Asian markets which will therefore reduce shipping costs. The Indian government makes the market more attractive by investing in infrastructure and setting up regulations that will appeal to foreign investors.
Tesla has the strengths to remain successful in the business in the years ahead. However, there are various issues that the company must address to maintain its competitive edge and hence improve its profitability. Tesla must improve its multinational presence. New facilities and sales operations in high-potential developing countries can enhance business growth, satisfying its mission and vision statements.  also, the company must continue its major investments in R&D to produce technologically advanced products that are desirable and competitive. 
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