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[bookmark: _Toc121924130]Executive Summary
This report is to exam Tesla’s current marketing with its price and products as focus. This is how to present a better outlook on Tesla’s marketing strategies and the direction of future improvement. Then, on the basis of these analysis, the recommendations will be provided. 
Increasingly strengthened awareness of environmental protection and better life make people have more preferences to the new energy vehicles. Nevertheless, the   frequent price fluctuation and safety accidents make the company in the disputes. Furthermore, the emerging competitors are sharing Tesla’s markets. Therefore, the company has to attach great importance to market investigation and adjustments.
This first part of this report will present a brief introduction of Tesla. The second part of this report will provide the analysis of the company’s environment that include both its macro environment and micro environment so as to understand the reasons why Tesla is implementing the current marketing strategies and the possibilities to make adjustments. On the basis of these two parts, the analysis of the company’s marketing realities will be given. This part consists of the company’s positioning, marketing segmentation and marketing mix. The research, as shown in the part of conclusion found that there remains much room for it to match the unmet consumers’ needs and the company’s unutilized resources. Therefore, the company could consider seeking more suppliers, realizing forward integration, more detailed and targeted market exploration and adjustments on their promotion focus.  
[bookmark: _Toc121924131]
Introduction
[bookmark: _Hlk121904677]This report will provide an analysis of Tesla’s marketing from the angle of price and products under the current situations. Increasingly strengthened awareness of environmental protection and better life make people have more preferences to the new energy vehicles. Tesla, the leader in this new industry, not only researches the new energy products, but also and more importantly, upholds and implements the concept of green lifestyle. Their cutting-edged products and advanced concepts conform to the society where the atmosphere of green and clean life is being shaped. In addition, its technologies are leading and pushing the development of this industry. The publicity of charge management system technology to the world makes this industry leaping forward in that the other competitors could have access to charging problem, which is beneficial for the infrastructure building up. Nevertheless, the frequently fluctuating prices and security accidents pose negative impacts on Tesla’s image. With more competitors emerging, Tesla’ s sales are facing challenges. Therefore, the report intends to present solutions from the viewpoint of marketing. 

[bookmark: _Toc121924132]1 Brief Introduction of Tesla
Tesla, the leader in new energy vehicle industry with the asset of $ 62.1 billion in 2022 (Forbes, 2022), ushers the world into the new energy vehicle time. Tesla’s business not only covers the new energy vehicles, but also software, solar power and battery (Wikipedia, 2022). This company has the main products series including Model 3, Model Y, Model X and Model S (Tesla, 2022). 
[bookmark: _Toc121924133]2.Tesla’s Environment
This report will proceed with the assignment 1 to talk about the company’s price and quality. This part will provide the analysis of Tesla’s environment that is concerned with both macro-environment and micro-environment, both of which hold keys in Tesla’s marketing strategies on price and quality.
[bookmark: _Toc121924134]2.1 Macro-environment
Pestel is tool designed to recognize the external environment facing an organization from political, economic, social, technological, ecological and legal perspective (Oxford College of Marketing, 2022).
[bookmark: _Toc121924135] 2.1.1 Political
The gas vehicles are producing more pollutants than the new energy vehicles, so the governments of many countries call on the use of new energy cars. Take the USA as an example, Biden administration is working on electric cars use and charging stations installation. The White House aims to realize the target of 500,000 charging units by 2030 (Surico, 2022). The other example is that China stipulated the subsidy measures to encourage the use of green cars so as to alleviate dependence on the fossil fuels and reduce the carbon emission (Wikipedia, 2022). Therefore, the government’s efforts are bound to bring Tesla huge opportunities.
[bookmark: _Toc121924136]2.1.2 Economical 
Pandemic incurs great pressure to the world economy, so the world economy is stagnant and people has less income than pre-pandemic. This may pose threats on Tesla’s sales, but Tesla’s several main markets remain booming including the USA and China (Isidore, 2021). Besides, it is reported that the global average inflation rate will rise from 4.7% in 2021 to 8.8% in 2022 (IMF, 2022). That means that Tesla’s cost will also rise.
[bookmark: _Toc121924137]2.1.3 Social
The social awareness of environmental protection and energy saving is being improved. There has been increasingly more people have preferences on clean energy cars, which has potentials to be an emerging trend. Plus, the young and middle-aged groups who are more readily acceptable to new thing make up for much in the current population structure. Thus, there has huge space for Tesla to exploit the consumption capacity of this targeted group.
[bookmark: _Toc121924138]2.1.4 Technological
Tesla is well renowned for its technological revolution on battery. Its battery that is capable of sustaining duration of long time and free of maintenance. The batteries could vary from the car series in performance so that each of the products can be coordinated best with its batteries. Its battery is also applied into the other industries (Wattco, 2021). Meanwhile, the company boasts charging management system, which is beneficial for its infrastructure building and its cars promoting. Because if the consumers could have readable access to charging, they are more likely to purchase the new energy vehicles. However, there are also negative sides on Tesla’s technologies with failed self-driving as a representative. Even though Tesla is always developing and piloting the technology of self-driving and realize the complete application of autonomous driving, the company has been reported many cases where the consumers fail to control the vehicles (McFarland,2021), which can be attributed to the malfunction from multiple aspects including the computing system, the power-steering and so on. For instance, according to BBC (2022), the company recalled 40,000 cars in potential power-steering fault.
[bookmark: _Toc121924139]2.1.5 Ecological
The company is always the advocates who advances the implementation of international ecological programs. The company was integrated into the ecological concepts from design to production. Furthermore, the technologies launched by Tesla has been playing an important role in the emission reduction and energy saving.
[bookmark: _Toc121924140]2.1.6 Legal
Because Tesla's overseas business scope is gradually expanding, the first legal issue involved is that the company needs to consider maintaining and complying with the rules and regulations of different countries, and improve its relevant patents. In addition, in recent years, safety accidents caused by Tesla's technical defects have also placed the company in multiple lawsuits.
[bookmark: _Toc121924141]2.2 Micro-environment
This part will present the analysis from Porter’s five forces. The five forces shape the structure of all industries and establish the rules competition rules to a large extent and the fundamental reason why a company will gain profits. Porter’s five forces help the company to identify its position in the whole production line and market. The five forces include the threats that are concern with competitive rivalry, buyers, suppliers, substitutes and potential entrants (Michael E, 2014, pp.32-45).
[bookmark: _Toc121924142]2.2.1 Suppliers 
  Tesla’s suppliers have relatively strong bargaining power. The power is declining as Tesla is trying to seek more premium. The breadth and length of Tesla's supply chains are comparable to those of Apple, Inc. As the report shown in Tesla website (Tesla,2022), the major three systems of powertrain system, electric driving system and charging system are supplied by 38 direct suppliers. Among them, there are 5 Japanese enterprises, all of which are lithium battery packs, also known as the manufacturer of lithium battery, covering lithium batteries, positive electrodes, negative electrodes, electrolytes and diaphragms, but Chinese company, Contemporary Amperex Technology Co. Limited, is undertaking more supplies of Tesla’ batteries (Global Times,2021). Chinese enterprises are also part of its direct suppliers with 2 in Taiwan. There are also two suppliers coming from the United States, including Tesla itself. The rest is located in the EU and the Latin America. 
[bookmark: _Toc121924143]2.2.2 Buyers
Tesla's customers have insignificant bargaining power, mainly due to the following reasons. To begin with, the targeted consumption group is those who have strong consumption capacity. Their emphasis is lied in the what is beyond the price. For example, the experience of the car, the fascination with new technology, and even the purpose of being unique. In addition, there are few competitors of pure electric vehicles, so customers lack reference when purchasing, leading to the unilateral pricing of electric vehicle companies.
[bookmark: _Toc121924144]2.2.3 New entrants
The threat of Tesla's new entrants is relatively low, as shown in the following aspects. First of all, as an emerging industry, electric vehicles industry has high requirements for technology. Without essential technologies, it is difficult to enter the electric vehicle industry. Secondly, the manufacturing of electric vehicles requires considerable capitals. To enter the industry, the entrants must be equipped with the above conditions, so the industry threshold is relatively high.
[bookmark: _Toc121924145]2.2.4 Competitive rivalry
For Tesla's existing competitors, the competition is moderate, but the intensity of competition is growing. The analysis is as follows. At present, the market of pure electric vehicle is in the development stage and has not been fully developed, so the potential is huge. Moreover, many countries have issued electric vehicle development strategies and national plans (Vanonpower,2021), making the green cars path clear. Batteries have also been attached great importance, so the investment on green cars has increased dramatically which pushes the electric vehicle industry (Shepardon, Scheyder,2022). Furthermore, some traditional vehicles manufacturers begin to produce their own green cars (Isidore,2021). As a sunrise product, although the existing level of competition is moderate, the intensity of competition is constantly improving.
[bookmark: _Toc121924146]2.2.5 Substitutes    
From the perspective of Tesla's alternative products and services, the threat of is relatively high. Hybrid electric vehicles and fuel cell electric vehicles are the main alternative products (Wikipedia, 2022). Tesla's alternatives mainly include hybrid vehicles and fuel cell vehicles. From the angle of fuel cell electric vehicles, the battery can sustain long and the stability is reliable. However, due to the complexity of its system, the price remains high (EPA, 2022). Hybrid vehicles have been researched and developed for a long time, with much mature technology, higher stability, and increasing market recognition (Wendler, 2022). Accordingly, the threats of substitutes are significant.
[bookmark: _Toc121924147]3.Analysis of Tesla’s marketing 
The above part of report analyzes Tesla's macro environment and micro environment. This part will analyze Tesla's market based on the company's environment.
[bookmark: _Toc121924148]3.1 Marketing Strategies
[bookmark: _Toc121924149]3.1.1Tesla’s Market positioning
Market positioning is a kind of marketing strategy, which is intended to create a specific image of the product and the perception of the enterprise in the eyes of customers (Neirotti, Raguseo, and Paolucci, 2016). According to Tesla's strategy, the company's market position is to provide consumers with environment-friendly, high-end and fashionable products. Tesla can be associated with "exploration, environmental protection and success" in most people's minds. Tesla's main products in the market at present, Model3, Model Y, Model X and Model S, are all corresponding to people with medium or higher consumption capacity. Tesla adopts a mono-positioning method. That means that it focuses on those groups who pay attention to the impact of gasoline vehicles on the environment. Therefore, Tesla builds itself into an advocate and practitioner of the concept of environmental protection.
[bookmark: _Toc121924150]3.1.2 Marketing Segmentation
  Segmentation refers to the process where the customers are grouped depending upon the differences that are both relevant and irrelevant to the targeting to influence consumers’ intention to purchase (Zhang, Zhou, Liu, 2020). In this way, the company could organize the further marketing activities as efficient as possible.
From the viewpoint of value-based segmentation, Tesla targets the groups who have awareness of protecting environment and pursuing the vehicles free of pollutants. These groups of consumers are the people who have preferences to the new energy cars. Besides, Tesla’s market is also targeted according to the profile of the consumers. The consumers who have the need of clean and green vehicles can be further divided into more group by age, occupation and gender, etc. According to the market investigation, the customers of Tesla tend to be the young and middle-aged people who have identity as white collars or the other jobs with high profile and decent salaries (Zucchi, 2021). For one thing, that means that they are less sensitive to the prices. For another thing, the products are more targeted to the groups who live in urban areas. That also conforms to the company’s promotion that their cars are mainly sold in cities where the road is more smooth and more suitable for new energy vehicles. Beyond that, these people are interested in new and innovative things and willing to embrace them. Therefore, Tesla’s fashionable designs and innovative concepts are fit to these targeted consumers.
[bookmark: _Toc121924151]3.2 Tesla’s marketing analysis by Marketing mix.
A marketing mix refers to a set of tactical marketing tools that a company uses so as to get the responses it is seeking for its products. It usually consists of products & services, prices, place and promotion (W, L,2018).
[bookmark: _Toc121924152]3.2.1 Products & Services 
As a manufacturer in new energy vehicle industry, Tesla provides physical products and intangible services. The core value of Tesla's products is to provide cars powered by clean and environment-friendly energy. In this regard, Tesla, as the industry leader, is in a forefront position in many aspects of technology, so the core value it brings can satisfy its consumers. In terms of physical products, Tesla also pays attention to product design, attribute and quality. Many consumers also choose Tesla because of Tesla's appearance and quality. However, a major problem related with quality recently is that the system is often out of control. Because the whole car is controlled by the computer operating system, there have been problems with the brakes, windows, etc. This issue has aroused disputes in media. In addition, for additional services, Tesla focuses on customer experience and feedback, and makes real-time statistics tracking based on customer feedback and adjusts its corresponding strategies . Nevertheless, the delivery speed of Tesla has been affected because the supply chain has been less than the market demand in recent years. Therefore, the orders of ordinary customers cannot be met immediately, and they need to wait for weeks to months or even a year. Then, it is about Tesla's product range. Compared with other competitors in the industry, Tesla has significantly fewer product lines. Model 3, Model Y, Model X and Model S are the main product series. Due to the high prices of the latter two models, only the first two are Tesla's main revenue pillars.
[bookmark: _Toc121924153]3.2.2 Prices
The pricing of an enterprise will affect multiple groups, and the enterprise needs to adjust the price at different stages. Tesla is positioned as a high-end model, so the price is more expensive. Ordinary consumers are unable to afford it. However, a significant problem with Tesla's price is that Tesla frequently adjusts its price (Templeton,2019), compared with gasoline vehicles. The traditional vehicles have mature production lines and fully equipped markets, so it is reasonable for gasolines cars to maintain a relatively stable price, but Tesla ’s adjustments on pricing is relatively frequent. The pricing adjustment needs to take the reactions of many groups into account, including existing consumers, potential consumers and loyal consumers. If the price is adjusted too frequently, it may affect potential consumers who will possibly hesitate to continue to purchase Tesla products. For loyal consumers, if the price is lowered much than the level when they bought, it may cause them to be dissatisfied with the original price (Yvkoff, 2018).
[bookmark: _Toc121924154]3.3.3 Places
Tesla's sales model is different from the traditional gasoline vehicles. Tesla connects with customers in the way of setting up direct-sale stores to avoid the involvement of middlemen (Moris,2022), so as to maintain the brand image and ensure that the service is in place. Tesla's sales stores are usually located in downtown areas or business centers, which is related to Tesla's marketing philosophy. Tesla always pays attention to the customer's personal experience and believes that personal experience is a good way to drive its sales. In addition, new energy vehicles are different from traditional gasoline vehicles, and most consumers are still unfamiliar with the concept and use of new energy vehicles. Therefore, the way to set up direct-sale stores can popularize products to consumers in the fastest way and with the most specific services.

[bookmark: _Toc121924155]3.3.4 Promotion
The promotion model of Tesla is also different from that of the traditional automobile industry. Tesla has little money invested in advertising (Koesier,2019). Tesla does not approve of traditional commercial advertising promotion methods, so it takes physical store experience, customers’ praise and celebrity effect as its main publicity models (Pressman, 2016). At the beginning, Tesla sold its products to politicians, stars, etc., making its products invisible in the impression of the public who associate Tesla with high-end and quality, so that promoted its products with the help of the network of original customer groups.
[bookmark: _Toc121924156]4 Conclusion
As a benchmark of the new energy vehicle industry, Tesla has strong advantages in product and enterprise marketing. However, Tesla has much room for improvement in terms of price and products. For price, the current political environment and social consciousness are advocating the concept of low carbon, so the overall development trend is promising. Nevertheless, due to the impact of many aspects such as the volatile international exchange rate and the insufficient development of the new energy vehicle industry, Tesla needs to constantly adjust the price as its response (Jin, 2022). Tesla's market positioning is to provide high-end vehicles, but compared with other new energy vehicle brands in the industry, Tesla's generally high prices discourage owners who desire for environmental needs. The configuration of its several high-end models is also less impressive than that of cars with same price in the gasoline vehicle industry. In terms of quality, it is mainly the imperfection of the operating system and the excessive marketing of automatic driving technology. To sum up, Tesla has space where consumers’ needs and the company’s unutilized resources are not matched. In other words, the needs of consumers have not been fully met, and the company's unused resources have not been fully exploited and targeted to their consumers
[bookmark: _Toc121924157]5 Recommendations
Tesla can establish cooperative relations with more local suppliers, and local suppliers can directly supply goods to factories in their region, so as to reduce costs in freight, customs duties, etc. and try to keep prices stable. In addition, for the production of some important parts, if Tesla also masters the relevant technologies, Tesla can consider realizing forward integration, and directly controlling the production in its own hands. That will reduce the risk of cost fluctuation, but it may require a lot of early investment. Then, Tesla needs to improve the local adaptability of its products, conducts in-depth research on the markets in different major sales regions, understanding the main reasons why each major market attracts consumers to buy. That could enhance the product pertinence in each major sales region, and make the products meet more needs of diversified customer groups. Finally, Tesla should strive to improve product security, reduce or adjust the focus of promotion in terms of automatic driving technology, and give customers correct guidance on automatic driving technology.
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