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1. [bookmark: _Toc122527569]Introduction
The report aims to discuss the environmental marketing analysis considering both external and internal environmental factors. Further, this will provide key recommendations for the future scenario of the chosen company. Tesla is a multinational American manufacturer of electric automobiles and batteries for cars. The company excels in manufacturing, designing and developing automobile parts (Tesla, 2022). It is regarded as the best-selling electric car in history and is involved in developing solar panels and Lithium-ion battery energy storage. The company focuses on fostering a future that includes zero emissions and zero reliance on fossil fuels. Some of the most popular models of Tesla are Model S, Model X and so on. Therefore, this report will evaluate the external and internal influences affecting Tesla. 
2. [bookmark: _Toc122527570]Macro environment using PESTLE factors
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Figure 1: PESTEL Tool
(Source: https://corporatefinanceinstitute.com/resources/management/pestel-analysis/)
Include a referenced diagram of the Macro environment.
Political: The primary reason for the rapid growth of energy-efficient vehicles is the policies that support the growth in different countries across the world. Since 2017, several nations worldwide have launched an ample number of fuel-efficient electric vehicles (Chen and Perez, 2018). Whereas, several countries are taking measures to reduce the growth of traditional automobile manufacturers with the aim to replace fuel vehicles with electric vehicles. Therefore, political factors favour Tesla’s future. 
Economic: The rising GDP of both developing and developed countries are favourable for Tesla. Cars are considered luxury goods in developing countries (Chen and Perez, 2018). The rapid improvement in purchasing power and the reduction in the inflation rate are beneficial for the company. 
Social: The rising trend in society and the population focusing on environmental concerns can profit the business, and the idea of electric car sound more promising to consumers seeking fuel-friendly vehicles (Sieklucki, 2018). Therefore, Tesla has occupied a competitive edge in the industry due to this social trend. 
Technological: The rapid advancement in technology and machines allow businesses to reap the benefits of innovation. Therefore, the integration of technology into products of Tesla is profitable for the business and can secure a great future. 
Environmental: The world is shifting towards a sustainable future and people are more inclined towards purchasing electric vehicles and contributing to the sustainable future (Perkins and Murmann, 2018). Whereas, the governments of different countries have also developed measures and policies to reduce the environmental impact. Tesla seeks to reduce greenhouse gas emissions which embraces environmental measures. 
Legal: Tesla operates in different countries and the countries differ in legal laws and frameworks. Hence, Tesla needs to stay updated with international patents and copyrights to successfully expand. Labour laws, wages and employment laws are adhered to by the organizations to manage the legal forces. There are certain manufacturing laws that are required to be followed. 
3. [bookmark: _Toc122527571]Porter 5 forces analysis
Include a referenced diagram for the Porter’s Five Forces model.
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Figure 2: Porter's five forces
(Source: https://www.planiumpro.com/wp-content/uploads/2021/03/five-forces-diagram.jpg)
Bargaining power of suppliers: 
The bargaining power of suppliers is high due to the restricted supply chain network. The industry is comparatively new and is in the development stage (Ahmad and Khan, 2019). Tesla’s majority of suppliers are from Germany and the power is high due to limited production. However, the company impose strict switching cost for the suppliers. 
Bargaining power of buyers: 
The bargaining power of the customers is low for Tesla. This is because of the target segment of Tesla that focuses on the high-end market with premium pricing (Thomas et al. 2020). Since the company focuses on the luxury market due to the intense competition in the low-end market. Therefore, the bargaining power of purchasers is low because of the diversification of the products. 
The threat of substitute: 
The threat of substitutes is high for Tesla as the automobile manufacturers are competing in developing electric vehicles (Yang, 2022). There are several automobile manufacturers which serve the same market segment. Hence, the threat of substitutes is a strong force for Tesla. 
The threat of new entrants: 
Tesla is one of the leading automobile manufacturers of electric vehicles. The company ensures major entry barriers for new entrants. Thus, Tesla has made its brand image with impressive advertising efforts and the popularity of CEO Elon Musk. It will not be easy for the new entrants to replicate the position and financial strengths which implies the low threat of new entrants for Tesla. 
Competitive rivalry: 
The electric vehicle market is rapidly evolving across the world with a CAGR of 30%. The outbreak of the pandemic has also caused an improved market for electric vehicles. This makes the electric vehicle industry intensely competitive and can be adverse for Tesla. The major competitors of Tesla are VW Group, General Motors, Ford, Volkswagen and so on (Liu, 2021). Therefore, Tesla may face stiff competition in future. 
4. [bookmark: _Toc122527572]SWOT analysis
	Strengths
· Tesla is regarded as the most valuable automotive company and the sales of the company accounted for $53.8 billion in the fiscal year 2021. 
· Tesla has a strength of brand image as it is considered the best-in-class electric car manufacturer (Liu et al, 2022)
· The company has the strength of high rate of innovation which makes it competitive and profitable in the industry 
· The automobile manufacturer is better positioned in the market as the revenue of the company doubled in the fiscal year 2021 compared to 2021 (Jiang, 2022). 
	Weaknesses
· Mechanical complications and production risk factors create challenges for the business which is a weakness of Tesla (Shu, 2019)
· Tesla faced endless manufacturing issues
· Tesla lags in producing high-volume vehicles 
· Shortage of batteries is also a weak point for Tesla 

	Opportunities
· The company has the opportunity due to the growing trend of electric vehicles (Lugtu, 2019)
· Tesla aims to manufacture battery cells by integrating of the technologies 
· The development of pick up truck can be a potential opportunity for Tesla as the market accounts for 17.6% of the US automotive market (Wang, 2022)
· The company has the opportunity to exploit innovative air taxi services that will reduce traffic congestion and pollution. 
	Threats
· Extensive competition in the market is the biggest threat to the company
· The increase in product defects can affect the business
· Disruption of the supply chain due to the shortage of materials in the future scenario can be a threat 
· Economic uncertainty and market volatility cause threat



Include the advantages and disadvantages of ONE of the situational analysis models e.g. PESTLE, Porter’s Five Forces model OR SWOT.
Advantages: The primary advantage of SWOT is that it helped in identifying the problem within the organization. The SWOT method helped in evaluating the brand process. It helped in brainstorming the process in order to identify the internal and external factors that are desirable and undesirable to the achievement of the objectives. 
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Figure 3: SWOT analysis
(Source: https://www.managementstudyguide.com/swot-analysis.htm)
On the other hand, lack of prioritization is a significant disadvantage because it overwhelms the executive on what they are going to prioritize. Further, the weakness and strengths are identified with the help of this method but it does not offer enough clarity to the executives. 
5. [bookmark: _Toc122527573]Segmentation, targeting and positioning of the company
Tesla focuses on high-incomed market segments and brand-conscious segments. Tesla also focuses on demographic segmentation that incurs different ages, gender, occupation and life-cycle stages. Whereas, behavioural segmentation includes the status of the consumers, their degree of loyalty, personality traits and the needs for products and services offered by Tesla (Chen, 2022). The psychographic segmentation of Tesla emphasizes the lifestyle of the market segment and the groups. 
In terms of targeting, the company focuses on high-income earning upper middle class. This includes entrepreneurs and business executives who have high purchasing power. The target market of Tesla indicates its focus on the tech-savvy, trendy and fashion lovers group. Thus, customers having unique and exotic tastes are targeted by the company. Again, it targets the wealthy baby boomer generation (Musonera and Cagle, 2019). Consumers aged between 35 to 45 years are mainly targeted by the company who purchase the products equally. The purchasers set who seek out premium quality and luxurious cars and who are able to pay more for the quality product are targeted by Tesla. 
The positioning of Tesla includes the selection of the marketing mix and the implementation of a marketing mix which aligns with the target audience of the company. The positioning also includes strategies addressing the needs of consumers who are concerned about the environmental impacts due to the effect of oil and gas. Again, Tesla positions some of its products and services to address the needs of the market segment with a relatively low turnover. This helps the company to anticipate that the turnover of the market segment can be improved over the period. The company mainly focuses on developing sustainable energy products that can be afforded by anyone across the region. Thus it places importance on mono-segment positioning that will help it to boom in the future scenario. 
6. [bookmark: _Toc122527574]Marketing mix strategies of the company
Product: The products produced by Tesla are environmentally friendly and are battery-enabled electric cars. The electric sedans are produced in a large volumes by the company. Whereas, it has diversified its product portfolio by producing other sustainable technologies such as solar panels, Tesla batteries, supercharging stations and other powerpack. The company has four models that created a buzz in the industry. Model S, model X, model 3 and model Y are some of the benchmarking achievements of Tesla (Qin, 2022). Tesla’s logo branding subtly communicated about the brand. It’s logo in the products help it to brand its products. The products reflect the eco-accommodating highlights which help it to brand the products. 
Pricing: The company uses a premium pricing strategy as it charges premium pricing for its products (Handa, 2018). However, compared to BMW electric cars, Tesla charges a low price for the electric models which shows a competitive pricing strategy. 
Place: Tesla's headquarter is in the US and it operates in international countries. The manufacturing plant of the company is located in California from where, the products are delivered to the suppliers (Ding and He, 2022). The brand owns stores and galleries located at shopping malls and premium locations that help the company boost sales. Tesla also has its service centres where customers can access repair and maintenance services. 
Promotion: Tesla employs a viral marketing strategy that helps in promoting the brand and its products (Maoheng, 2018). Viral marketing has been a major contribution to the company in the communication strategy. The launch of the Tesla Model S for kids achieved huge popularity due to viral posts on social media (Pathak et al. 2023). Therefore, Tesla does not spend on advertising efforts because of the viral tactics. Sales promotions and discounts on certain items are also used by the company. The company finally uses a direct marketing strategy for selling the products. 
7. [bookmark: _Toc122527575]Conclusion
From the above analysis, it can be concluded that Tesla holds a wide market in the automobile manufacturing industry. The external factors are favourable for the business while the company has the strength of brand image that helps it to grow over the years. The marketing mix of the company revealed that the company uses a smart communication strategy to reach a wide set of customers and make the products available for the target segment. Despite this, the company face challenges due to intense competition. Again, the company has a weak point in that it faces huge manufacturing defects that affect the business image. 
8. [bookmark: _Toc122527576]Recommendations for future marketing strategies for Tesla
· The company presently faces endless manufacturing issues which affect the purchasing decisions of the customers and affect the brand image in the industry. Therefore, Tesla needs to improve transparency so that it can rebuild trust among consumers and improve overall sales. The use of YouTube videos and short videos on Facebook and Instagram presenting the manufacturing process can improve transparency on social sites. This will also allow Tesla to showcase value for the customers and the efforts of the manufacturer. The use of social media strategy can definitely benefit the company. 
· The marketing strategy of Tesla can be improved if it adopts a unique promotion strategy. The implementation of the sponsorship strategy will be helpful for the business. Tesla has the opportunity to sponsor the car race. The company can promote the cars and the brand itself by sponsoring the car races. This will help in generating sales and awareness at the same time. The company can use live communication channels so that the car race can be broadcasted worldwide. 
· Tesla has the opportunity to improve its CSR activities which will help in generating awareness and improving its brand image. The company can encourage several CSR activities and can invest in the development of infrastructure of the emerging economies. This will help it to be the preference of the customers. It can also abolish the impact of negative publicity. CSR activities can be promoted using social media platforms and can encourage other businesses and suppliers to contribute to the activities using social media platforms. It has the opportunity to use hashtags and employ a dedicated marketing team for improving its marketing efforts. 
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