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Introduction
The study discusses the concept of market process and marketing mix strategies with the context of the organization, Tesla, Inc (Shevchenko, 2018). The study evaluates the different stages of the process of marketing and further evaluates the process of marketing by using various external and internal models. The marketing mix techniques are elaborated in the study with appropriate context with the organization.
Stages and processes of marketing including the marketing mix:
Marketing is defined as the process through which companies develops value for consumers and creates strong consumer relationship for capturing values in return from the consumers (Godwin, 2019). Initially, marketing covers everything that consists of the involvement of production of goods and services. Moreover, marketing also includes the consumer’s use of the product sold, satisfaction and evaluation.
The process of marketing can be generally elaborated as a series of steps that enables the organization to recognize consumer issues and helps in analysing the market opportunities to create and develop products and services to reach the targeted audiences (Seturi and Urotadze, 2017). The marketing process is the steps through which a firm usually fulfils its desired objectives by following the entire step. Companies need to adopt the marketing process to remain competitive in the market and attain further development. The marketing process is generally modelled in a sequence of steps that includes the mission, situational Analysis, Marketing strategy, Marketing Mix decisions and Implementation and Control.
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(Source: Seturi and Urotadze, 2017)

The phases of the marketing process of Tesla include its mission, its objectives, strategies, implementation and control.
The mission of Tesla is to accelerate the world’s transition to sustainable energy.  The mission statement of the organisation elaborates that electric cars are usually improved than the gasoline powered cars (Bruijl, 2017). The company lays emphasis on eliminating the world’s dependence on carbon fuels and with the implementation of sustainable energy; it aims toward a cleaner world.
The vision statement of Tesla is to create the most compelling and promising car company of the 21st century to drive the world’s transition to electric vehicles. The vision of Tesla generally focuses on two aspects; the first includes its brand image and the another aspect includes its product. The vision statement states that the compelling car company helps in developing a sustainable future of compelling vision that helps the company create real value and a strong brand image.
The objectives of Tesla are usually divided into three sections; the primary objectives, secondary objectives and the Overarching objective. The primary objective of Tesla is to drive up sales and generate demand for its Motors electric car and to develop long-term brand awareness for creating a strong consumer base (Lugtu Jr, 2019). The secondary objectives of Tesla include enhancing its market share and educating customers about its future goals as well as to increase its production. The overarching objective of the company aims to inspire, educate and empower the consumers for attaining further growth and development
The primary strategy of Tesla, which makes it difficult from other companies, includes its focus on creating a new architecture (Thomas and Maine, 2019). The vehicles of Tesla usually have a different architecture with regards of its both software and hardware. It is evident that many car users deliver products whereas Tesla tries to provide a full experience that includes the car, charging, upgrades, and insurance. Tesla basically adopts a multi-level strategy that usually targets the products, systems and the components. This multi-level strategy is a brilliant strategy behind the growth of the brand as well as its success. Thus, these strategies make the brand different from its competitor and helps in the growth of the company.
Its leadership, people, organisational structure and other organisational procedures and sytems usually affect the strategic implementation of Tesla. Therefore, it is the responsibility of the company’s management to ensure that the strategies of the company are properly assessed and review periodically. It can be done by comparison with the company’s previous businesses or by comparison with its competitors.  Thus, the management officials of the company should assess the factors of risks before implementing the strategies.


	Factors
	Characteristics

	Political Factors
	The external political factors that are vital for Tesla are global trade agreements, political stability and the government incentives for the electric automobiles. Thus, Tesla has the opportunity to make the financial performance strong from incentives of governments as the external factors are linked with the minimization of carbon emissions of the operations and products of the company. 

	Economic Factors
	The economic components that affect the automotive business and operation of Tesla include the trade levels, currencies, market growth. For instance, the growth of the company is usually determined by the solar energy’s market growth rate. The other factors that influence Tesla includes reducing cost of batteries, economic stability issues and reducing cost of renewable energy.

	Social Factors
	Tesla’s business is influenced by various socio-cultural factors like enhancing distribution of wealth for expanding markets, enhancing preference for renewable sources energy and adopting low-carbon lifestyles. This factor generally provides opportunities for the growth of the automotive multinational business.

	Technological Factors
	Tesla’s energy solutions and automotive business generally relies on the available technology. Therefore, technological change is considered both as a threat as well as an opportunity for Tesla. The external technological factors that affects the business of Tesla includes enhancing automation, enhancing use of mobile systems online, and other implementation of other technological advancements. Advancement in technology helps Tesla to remain competitive in the market as well as promotes the growth of the company.

	Environmental Factors
	The environment factor that affects the operation of the business of Tesla includes expanding programs of environment, climatic change and increasing standards on disposal of waste. Thus, the organisation has scope to promote its vehicles based on the factors such as increasing standard of waste disposal, climate change and increasing programs on environment.

	Legal Factors
	Several legal factors like energy consumptions rules and regulations, dealership regulation of sales in the United States and expanding global patent protection. The legal laws provide opportunities to Tesla expand its business globally as well as help the company to promote its product as Tesla’s products are environment friendly. 



(Table 1: PESTEL Analysis)
(Source: Sharma, 2016)


	Force
	Impact
	Strength

	 Bargaining Power of Buyers
	The power of bargaining of purchasers or consumers tends to be high when the consumer base of a company tends to be low. Tesla can develop a large consumer base by innovating its product as new products reduce the risk of competition as well as bargaining. Developing a large consumer base helps Tesla to streamline its production and sales.
	Moderate

	Bargaining Power of Suppliers
	Tesla is an Automobile manufacturer company so it does relies on a single supplier for its raw material. Thus the power of bargaining suppliers in this respect is usually low as Tesla purchases its raw materials from a multiple chain of suppliers.
	Low

	Rivalry
	The major rivalries of Tesla are usually General Motors, Ford Motor Company and Honda Motor company. Though Tesla has its competitor from the most renowned automotive companies yet Tesla does not receive any impact in its profitability. Tesla can tackle its rivalry by developing a sustainable variation and creating more innovative products. Though being a reputed company the strength of competitors remains low.
	Low

	Substitutes
	Tesla being a reputed company does not only rely on a single product. Apart from cars it further produces life style products like phone batteries, solar roof tiles, solar panels, etc. Tesla can tackle the threat of substitute products by being service oriented rather than product oriented and by enhancing the switching cost of customers.
	Low

	Threat of New Entrants
	The products of Tesla are usually expensive and it does face a slight threat from the new entrants in the market. As price is a significant factor that usually influence the purchasing behaviour of the consumers, the new entrants puts pressure at Tesla as the other companies seems to produce the same products in a minimum price. Though the quality and reputation of Tesla does not affect its profitability and growth 
	Moderate



(Table 2: Porters Five Forces)
(Source: Hoelzlhammer, 2018)
	Strengths
	Weakness

	The strengths of Tesla include the positive aspect of the organisation. Therefore, Tesla’s strengths includes it is one of the most huge rated employer company, it is one of the most leading automotive organisation globally, it is usually top in the class of electric cars and it further dominates the sales of the United States Electric vehicle. 
	The weaknesses of Tesla include its complications in manufacturing, lack of valuable production, Battery shortages. Due to the huge standard of innovation of the company, the company often faces complication in its manufacturing. The brand value of Tesla is further affected as faces an unbalanced demand and supply.

	Opportunities
	Threats

	The opportunity refers to the external factor that further provides scope to the company to improve its business. The opportunities of Tesla include expanded sales in the untapped market, market confidence, implementing battery technology production and implementation of the pickup truck. The Model 3 of Tesla is usually less expensive that provides opportunity for its more market sales. 
	The threats that Tesla faces includes its growing competition, adaptation of consumers and its self-driven cars are still a matter of concern for the pedestrians. Tesla’s cars are usually expensive due to which it usually faces competition from new entrants in the market. Tesla’s cars due to its high complex energy products have faced major flaws in its manufacturing and design, which is a major threat for the company.



(Table 3: SWOT Analysis)
(Source: Mas, 2018)
 Segmentation, targeting and positioning
Segmentation: It including grouping population as per specific features like social status, age, psychological characteristics, etc (Andaleeb, 2016). There are various segment methods through which Tesla segments its customers like geographic in which cars are essential for transportation and the location is under the targeted group of consumers. The psychographic factor includes it is usually aimed at people that are socially market oriented. The demographic factor includes that Tesla mainly targets males and where the income of people is usually high such as the individuals in the white-collar workforce.
Target Market: Tesla mainly targets the market that is established especially ages between 40-55. The target sex of Tesla is usually males as Tesla mainly produces sport vehicles and the products of the company are usually expensive. The company targets the white-collar job people and the upper middle class. Tesla mainly establishes its market in the suburban areas as the people living in these locations are socially responsible and environmentalists.
Positioning: Distinctive positioning is usually best for Tesla, as the electric cars are uncommon (Sawhney et al. 2017). Therefore, it is evident that Tesla uses mono-segment positioning as it aims in producing environment friendly cars that reduces the emission of carbons. Therefore, it is found that the products of Tesla are usually expensive and affordable only by the upper class people. Tesla further uses the anticipatory kind of positioning.


 Conclusion and Recommendations 
To conclude, the study analyses the various marketing mix strategies and techniques in the context of Tesla to analyse its operation and marketing technique. Tesla can furher expand its market by producing more innovative and clay design that attracts consumers. Tesla should produce its products in a price range that is affordable for every class of the society as its product is usually expensive. Moreover, to keep the challenge of competition away Tesla should operate by following the process of marketing and should recognize the tactics for faster growth and development.
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