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INTRODUCTION

Tesla, Inc. is an American firm that specialises in the production of electric vehicles and
sustainable energy. Its headquarters are located in Palo Alto, California. Although Elon Musk,
the business's current co-founder and CEO, joined in 2004, the company was established in
2003 by Martin Eberhard and Marc Tarpenning. Nonetheless, the company is most commonly

connected with Musk because of his role as CEO (tesla.com, 2023).

Em Company: TESLA, Inc.

&k CEO: Elon Reeve Musk

& Founders: Elon Musk, Marc Tarpenning., Martin Eberhard, lan Wright, JB Straubel
Year founded: 2003

¥ Headquarter: Palo Alto, California

iiii Type: Public

& Ticker Symbol: TSLA

l&” Revenue (2021): US$53.8 Billion

4l Profit | Net income (2021): USS5.6 Billion

(Source: bstrategyhub.com. 2023)

The mission statement of Tesla is to hasten the world's transition to sustainable energy. This
ambition is reflected in the company's product offerings, which include electric cars, energy
storage systems, solar panels, and other products and services that are relevant to these areas
of focus. Tesla's purpose is to assist diminish the world's dependence on fossil fuels and to
avert climate change by making renewable energy more accessible and affordable to customers.
This will be accomplished by improving Tesla's electric vehicles and battery storage

technology (bstrategyhub.com, 2023).

DISCUSSION

COMMUNICATION

The term "communication™ refers to the process of conveying information from one person to
another, whether verbally, in writing, through nonverbal cues, or through the use of visual aids.
An essential element of every successful communication is mutual comprehension of the

message and its intended recipient (Carradini, 2020).
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A communication model is a diagrammatic depiction of the conversational flow. There are a
number of components necessary for good communication to take place within it. The
Shannon-Weaver model is a popular communication model that incorporates the following
parts (Xu and Zhang, 2021):

Sender: The sender is the one who starts the communication.

Encoding: The sender converts the message into a format that is capable of being transmitted
through a communication channel, such as spoken aid, written assistance, or visual assistance
(Miazga and Krélikowska, 2020).

Message: The information or concept that the sender is attempting to convey is known as the

message.

Channel: The medium through which the communication is sent, such as a phone call, email,

or in-person discussion, is referred to as the channel (Miazga and Krélikowska, 2020).

Decoding: The receiver translates the symbols or signs used by the sender to decode the

message.
Receiver: The recipient of a message is referred to as the receiver.

Feedback: Feedback is the recipient's reaction to the sender's communication, indicating
whether or not the message was successfully interpreted and received (Miazga and
Krolikowska, 2020).

Noise: Any interruption, such as distractions from the environment or language obstacles, that

could interfere with the message's transmission or reception is referred to as noise.

The Shannon-Weaver model shows how information is transported from a source (the sender)
to a destination (the receiver) over some medium (the channel). There are multiple points in
the communication process when noise might interfere and diminish its efficacy (Miazga and
Krolikowska, 2020).
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Fig 1: Shannon-Weaver Model

(Source:
https://newsmoor.com/s)

INTEGRATED MARKETING COMMUNICATION

Muhammedrisaevna et al. (2020), strategically coordinating and integrating numerous
marketing communication methods and platforms to deliver a unified and engaging message
across all of them is the goal of Integrated Marketing Communications (IMC). Integrative
marketing communications (IMC) takes a 360-degree view of marketing by coordinating
multiple channels of communication (such as traditional and online ads, PR, personal selling,
and direct marketing) into one unified strategy. The purpose of IMC is to make sure that brand's
marketing efforts are consistent and coherent across all channels of communication. A
successful marketing campaign that connects with the intended audience and produces the
required outcomes can be developed with the aid of integrated marketing and communication
(IMC).

A crucial part of IMC is the feedback loop, which assesses how successful each communication
method has been and how it may be used to enhance the overall marketing effort. A more
powerful and successful marketing campaign can be achieved through the coordinated use of
multiple marketing communication methods (Laurie and Mortimer, 2019).
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Tesla’s Integrated Marketing Communications (IMC) approach is well-known for being among
the best in the business. Tesla’s IMC approach aims to produce a unified and effective
marketing campaign by combining a number of different marketing communication tools and

platforms (Muhammedrisaevna et al. 2020).

IMC efforts:

To market its brand, products, and services, Tesla employs an IMC strategy that integrates a
wide variety of promotional tactics across several channels of communication. Specifically,

Tesla's IMC consists of the following parts:

Ads: Tesla promotes its products using a number of mediums, including traditional print ads,

TV commercials, and social media Muhammedrisaevna et al. 2020).

Public Relations:To maintain positive ties with journalists, opinion leaders, and the media at
large, Tesla employs a formidable public relations department. To further strengthen company
reputation and foster goodwill, Tesla also participates in community engagement programmes
(Noveriyanto, 2021).

Sales Promotion: Tesla regularly runs sales and price reductions on its products and services

to encourage consumers to make purchases (Noveriyanto, 2021).

Direct Marketing: With email and traditional mail, Tesla can reach out to certain demographics

with tailored promotions.

Personal Selling: Direct sales staff at Tesla interact with consumers one-on-one to demonstrate

products, answer questions, and seal the deal (Raja, 2020).

Social Media: On the social media scene, Tesla is well represented, with numerous active
profiles across the most popular networks. Tesla's social media accounts serve as hubs for

customer support, company updates, and product promotion (Raja, 2020).

NEW PROMOTIONAL STRATEGIES TESLA CAN USE TO RAISE AWARENESS
OF THE BRAND

Although Tesla’s name recognition is high over the world, the corporation may always benefit
from expanding its reach. In order to expand its customer base, Tesla should think about

implementing the following advertising strategies:
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Influencer marketing: Tesla can team up with users who already have a sizable fanbase on
popular video sharing sites like Instagram, TikTok, and YouTube. When influential people talk
about their positive experiences with Tesla cars, they generate excitement and draw more
attention to the company (Chopra et al. 2021).

Interactive digital campaigns: Engaging customers and potential buyers with interactive digital
campaigns is a strength of Tesla's marketing efforts. Tesla, for instance, could design a video
game that mimics the sensation of driving one of their cars or a virtual reality experience that

allows users to explore the interior of a Tesla (Chopra et al. 2021).

Cause-related marketing: Aligning the Tesla brand with a social or environmental concern and
running campaigns to bring attention to that cause is an example of cause-related marketing.
As an example, Tesla may highlight its dedication to sustainability by teaming up with groups

that advocate for better treatment of the environment (Kopalle et al. 2022).

Event marketing: Through event marketing, Tesla may introduce its wares to potential buyers
at special events. For instance, Tesla may host a product launch party or pop-up store where

customers can try out the company's latest offerings before they go on sale.

Product placement: By coordinated efforts with film and television production companies,
Tesla may have its goods included in a variety of settings, thereby raising brand recognition.
A Tesla automobile, for instance, might appear in a major motion picture or television drama
(Tu et al. 2021).

Tesla can employ these updated marketing approaches to pique the interest of potential buyers,

expand its consumer base, and deepen its bonds with current patrons.

BRANDING AND BRAND EQUITY

Branding is the practise of giving an item (or an organisation) a special name, logo, or symbol
in order to set it apart from similar items on the market and to encourage consumers to choose
it over alternatives. It's an essential part of marketing since it helps people remember about the
brand and its offerings (Hunt, 2019).

Brand equity describes the additional worth that consumers place on a product or service
because of the brand's name or logo rather than the product's basic qualities. What a brand is
worth to a firm is the sum of the benefits it provides through advertising, word-of-mouth, and
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other channels. Awareness, perceived quality, affiliations, and loyalty are all parts of what

contribute to a brand's equity over time (Hunt, 2019).

KELLER'S BRAND EQUITY MODEL

Keller is credited with developing the idea of brand equity, which is today a well-known
business approach for establishing and sustaining successful organisations. It is constructed on
the basis of four pillars, which are brand salience, brand performance, brand imagery, and brand
judgments/feelings/resonance (Stukalina and Pavlyuk, 2021).

A brand's "salience" is its ability to be recognised by its target audience and to create favourable
connotations in the minds of those consumers. The success of a brand can be evaluated based
on how well it achieves the goals it set out to accomplish, as well as on the basis of the
reliability, consistency, and durability of the goods and services it offers (Stukalina and
Pavlyuk, 2021). The image that consumers' brains and senses conjure up when they think about
and experience a brand is the sum total of the brand's imagery. "Judgments” or "feelings"
regarding a particular brand refer to the ideas, beliefs, and emotions of customers in connection
with that particular brand. These assessments and feelings are formed based on a range of
factors, such as personal experience, advertising, word of mouth, and the reputation of the
brand, and they can be positive, negative, or neutral. Personal experience is one of the most

influential factors (Stukalina, and Pavlyuk, 2021).
Brand Equity of Tesla

Brand salience: When thinking about a specific type of product, the degree to which buyers are
able to readily recall the brand in their minds. Because of its reputation for manufacturing eco-

friendly automobiles, Tesla enjoys a high level of brand recognition

Brand performance: What this means is that consumers can trust that the brand will do what it
says it will do. Innovative technology and exceptional quality are credited for Tesla's excellent
performance (Long et al. 2019).

Brand imagery: In this context, "intangibles” relate to characteristics of the brand that are
difficult to measure, such as its character, values, and connotations. Images of Tesla evoke

notions of opulence, technological advancement, and eco-awareness (Martini, 2020).

Brand judgments/feelings: This is how consumers rate and assess the brand as a whole, taking
into account how it functions and how it looks. The technology, aesthetics, and ecological
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impact of Teslas are all viewed favourably. Customers' feelings towards and attachment to the
brand are what this term alludes to. Tesla's remarkable technologies and mission to hasten the
world's transition to sustainable energy evoke deep feelings of connection and admiration
(Martini, 2020).

Brand Resonance: it describes the highest level of customer dedication and involvement with
a company, in which consumers eagerly seek out the brand's offerings and enthusiastically
participate in brand-related activities. Dedicated Tesla supporters regularly participate in

brand-related activities including social media campaigns and live events (Long et al. 2019).

Keller's Brand Equity model has many benefits, one of which is that it takes a holistic and all-
encompassing approach to creating successful brands. The approach can aid businesses in
crafting a more complex and efficient brand strategy by taking into account multiple elements
of brand equity. In addition, the model highlights the significance of intangibles like customer
sentiment and perception, which are growing in relevance in the modern business environment
(Cruz-Milén, 2023).

Certain drawbacks exist, though, and they should not be overlooked. Oversimplifying the
complicated and multidimensional nature of brand equity is one possible complaint. However,
the model may overlook the fact that different industries and businesses confront distinct
difficulties and opportunities when it comes to constructing and maintaining their brands
(Cruz-Milén, 2023).

As a whole, Keller's Brand Equity model can serve as a helpful foundation for understanding
and creating strong brands; applying it to Tesla can reveal the company's effectiveness in

establishing a memorable and respected reputation among its target audience.
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Fig 3: Brand Equity Model

(Source:

https://medium.com/@)

CUSTOMER JOURNEY AND CUSTOMER TOUCHPOINTS FOR TESLA

The customer journey is the cumulative sum of a customer's interactions and experiences with
a business and its offerings over time. At the outset of their Tesla’s customer experience,
consumers learn about the company and its products through marketing, recommendations
from friends and family, or independent investigation. After a customer becomes familiar with
Tesla, they may look into the company more by visiting the Tesla website or a brick-and-mortar
store (Tueanrat et al. 2021).

Customer touchpoints are any point at which a customer interacts with a company, including
but not limited to research, purchase, and post-buy follow-up. Every time a consumer interacts
with a company, whether virtually or in person (e.g., when they learn about a new product, read
about a promotion, or call customer service), this is considered a touchpoint (Wilson-Nash et
al. 2020).
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A customer's experience with a company or its products or services can be depicted graphically
using a "customer journey map." It shows the customer’s progression through the journey and

the associated feelings, behaviours, and consequences at each stage (Alvarez et al. 2020).
Stages

Awareness: The customer is made aware of the company and its offerings at this point. This
can occur via a number of channels, including commercials, social media, personal
recommendations, and web searches. At this point, the focus is on attracting the customer's

attention and piqueing their interest in the product or service (Dal Colle, 2022).

Consideration: Here, the prospective buyer does some preliminary research into the service or
commodity in question. Consumers might check out brand websites to see what others have to
say, to see what other options they have, and to make a comparison. Educating the customer
on how the product or service may provide a solution to their problem and set them apart from

the competition is a primary focus at this point (Patti et al. 2020).

Purchase: A customer decides to buy anything at this point. A customer has the option of
making a purchase either directly from the vendor, through a third-party reseller, or via the

internet. At this point, the focus is on minimising obstacles for the buyer (Patti et al. 2020).

Retention: A customer enters the retention stage once they have made a transaction. At this
point, the consumer has the greatest opportunity to become satisfied, loyal, and an advocate for
the brand. Supporting the customer, suggesting more products or services, and maintaining
open lines of communication are all part of this phase's overall mission to maintain the

customer's interest and satisfaction (Dal Colle, 2022).

Advocacy: In the advocacy phase, the customer enthusiastically promotes the product or
service to others. A satisfied consumer could share their opinion online, spread the word to

their network, or interact with the company on social media (Dal Colle, 2022).

Businesses may boost their income and growth by focusing on customer happiness, loyalty,
and advocacy at each point of the customer experience.
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Phases of the customer journey

PRESALE SALE POST-SALE
Awareness Consideration Purchase/decision Retention Advocacy
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products or services. loyalty programs, products to other

regular product people.
training, etc.

Fig 4: Customer journey stages

(Source: https://www.techtarget.com)

The customer journey for Tesla typically involves the following stages:

Awareness: In the first phase, known to the industry as "awareness," potential buyers learn
about Tesla and its offerings for the first time. Tesla raises brand recognition through a number
of mediums, including social media, online advertising, live events, and PR campaigns (Dal
Colle, 2022).

Consideration: Customers at this point are beginning to think about purchasing Tesla products
seriously. Tesla uses a wide variety of marketing strategies to attract new buyers, including

email marketing, tailored content, and test drives (Wiesel, 2022).

Purchase: At this point, customers make a purchase of Tesla equipment. Tesla's online store,
physical showrooms, and mobile app all work together to create a streamlined and customised
purchasing experience (Rishi and Popli, 2021).

Retention: Tesla's goal is to keep its consumers happy long after they make a purchase from
the company. Tesla's commitment to its customers is reflected in the breadth of its after-sale
services, which includes frequent app and software updates in addition to routine maintenance
(Wiesel, 2022).
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Advocacy: By delivering first-rate goods and services, Tesla hopes to inspire its patrons to
enthusiastically spread the word about the company. Customers of Tesla are encouraged to
voice their opinions and experiences on various online platforms such as social media, message
boards, and blogs. In addition, Tesla has referral programmes to reward existing customers
who bring in new business for the company (Rishi and Popli, 2021). The Tesla customer
experience, in general, is oriented towards cultivating long-term relationships with its clientele
by means of providing customers with high-quality products and services, tailored interactions,
and dependable back-up and maintenance (Wiesel, 2022).

Potential client touchpoints:

Tesla website: Visitors to the Tesla website can read about the company's offerings, check out

the prices and customization choices, and place an order.

Tesla showrooms: Customers may learn more about Tesla and try out the brand's automobiles

at one of the company's showrooms (tesla.com, 2023).

Tesla mobile app: The Tesla smartphone app is where owners can access their vehicles, see

their trip data, and book maintenance (tesla.com, 2023)

Social media: The Tesla brand has a robust social media following, with users able to engage

with the company on platforms like Twitter, Instagram, and Facebook (tesla.com, 2023).

Tesla customer service: Tesla's customer care is available by email, phone, and live chat, so
customers may receive answers to their queries and concerns in a variety of ways (tesla.com,
2023).

Tesla service centers: Tesla service facilities are locations where owners can bring their cars

for routine upkeep or unexpected repairs (tesla.com, 2023).

Tesla’'s great brand equity and devoted fan base come in part from the company's skillful

management of these points of contact.
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Stage Touchpoints Emotions Actions
Awareness Social media, digital Curiosity, Fesearch and gather information
advertising, events, intrigue, interest | about Tesla and its products

public relations

Consideration = Email marketing, Excitement, Explore Tesla's products in more
personalized content, test | enthusiasm, detail and consider purchasing
drives desire

Purchase Website, showrooms, Confidence, Purchase a Tesla product
mobile app satisfaction

Retention Mobile app updates, Trust, loyalty, Use and maintain the Tesla
software updates, satisfaction product, engage with Tesla's
maintenance services customer service for ongoing

support

Advocacy Social media, forums, Advocacy, Share positive experiences and
referral programs enthusiasm, refer others to Tesla

loyalty

Table 1: Customer Touchpoints
(Source: Researcher)

Key touchpoints for Tesla in the awareness stage include online advertising and word of mouth
in addition to social media outlets like Twitter, Instagram, and Facebook. Customers in the
consideration stage can engage with Tesla via its website, showrooms, and mobile app.
Customers can compare Tesla products to those of other companies and learn more about them
at these touchpoints. Customers can order a Tesla through any of these channels: the website,
the showroom, or the mobile app. Customer support (through email, phone, or chat), service
centres, the mobile app, and online communities all play a role in Tesla's after-sale interaction
with their customers (forums, social media). Customers can receive answers to their questions,
arrange for service, and network with other Tesla owners at these points of contact. Tesla's
great brand equity and devoted fan base come in part from the company's skillful management

of these points of contact (tesla.com, 2023).
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TOTAL ENGAGEMENT MODEL

The Total Engagement Model (TEM) is a method for improving the customer experience. It
centres on the consumer's most important contacts with a brand, and how those interactions

may be used to boost the customer experience and the company's bottom line (Kim et al. 2020).
There are four parts to the TEM:

Touchpoints: When a client interacts with a company in any way—whether it is to browse the
website, make a purchase, ask for help, or provide feedback—these encounters are known as
touchpoints (Godovykh and Tasci, 2020).

Channels: Customers can reach these points of contact in a variety of methods, or channels,
including but not limited to the following: online, in-store, and mobile.

Data: Data is the information a company gathers about a customer's activities and interests.
Customers purchase record, web-surfing habits, demographics, and comments are all examples
of such data (Kim et al. 2020).

Insights: Insights are gained from analysing and interpreting this data in order to get knowledge
about client behaviour and locate areas for development. By using insights, businesses may
enhance their customers' interactions across all channels (Godovykh and Tasci, 2020).

To better understand the customer journey and find opportunities to improve the CX, firms can
use the TEM framework. Boosted customer happiness, loyalty, and word-of-mouth marketing

can lead to expanded markets and higher profits for any business.
TEM of Tesla

Tesla is a good example of a corporation that uses the Total Engagement Model (TEM) to

provide its customers with exceptional service. Here's Tesla’'s TEM implementation:

Touchpoints: Tesla’s many lines of contact include the company's website, physical stores,
customer service, social media, and special events. The brand's aesthetic, feel, and functionality

are all uniform across all points of contact (Kim et al. 2020).

Channels: Tesla takes a multichannel approach, enabling customers to engage with the

company in a variety of ways (online, in-store, and through mobile devices). In this approach,
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consumers can get the services they need in a way that suits their needs and preferences
(tesla.com, 2023).

Data: Tesla stores a wealth of information about its users, including their buy history, web
browsing activities, and reviews. With this information, they are able to better serve their
customers' needs and recommend and support the products they are interested in (Ramaswamy
and Ozcan, 2019).

Insights: Tesla makes use of data analysis and insights to enhance the numerous customer
touchpoints and channels they provide, which ultimately results in a more gratifying and less
stressful experience for the customer. To better serve their customers, they implement a number
of strategies, such as collecting and analysing consumer feedback and using data to pinpoint

problem areas in their physical stores (Santos and Gongalves, 2022).

By prioritising the quality of the customer experience across all of Tesla’s touchpoints, the
company has been able to build a customer base that is both enthusiastic and committed to the
brand.

RECOMMENDATION AND CONCLUSION

Since buyers commonly contact with Tesla online before making a purchase, it's crucial that
the online experience be streamlined and user-friendly. As an example, they could streamline
the steps involved in placing an order for Tesla products online and make the site more user-
friendly overall. Tesla has made great efforts in increasing its physical presence with
showrooms, service facilities, and Superchargers, but the company could do more (Santos and
Gongcalves, 2022). By opening more showrooms in high-traffic areas, Tesla might give
potential buyers a better chance to experience the company's vehicles up close and personal
through things like test drives and one-on-one conversations with sales staff. Customers utilise
the Tesla app from the time they are first made aware of the brand until a significant time after
they have purchased a vehicle. Improvements to the app's usability, visual design, and the
introduction of exciting new features have the potential to greatly improve user experience and

loyalty (Musonera and Cagle, 2019).

Tesla may use customer data to improve communication with customers at every point of the
customer journey by tailoring their messages to each individual's needs and interests. This may
include, for instance, leveraging client data to personalise the online experience or sending

targeted emails about Tesla's products and services. Tesla already has a sizable following on
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social media and may grow that audience and their commitment to the brand by increasing
their use of these platforms. To do so, Tesla might do things like use user-generated material
to promote the Tesla community, reply faster to consumer comments and questions, and
produce more interesting content. Increased brand loyalty and advocacy might result from
Tesla putting these suggestions into action, which would enhance the consumer experience and

encourage more interaction with the brand at various points of contact (Jaymes, 2022).

Tesla customer journey is one of a kind due to the company's focus on digital touchpoints
throughout the entire process, from initial research through online purchase to satisfied post-
purchase follow-up. Tesla's success can be attributed to the company's innovative products,
emphasis on environmental responsibility, and dedication to providing a positive customer
experience. Tesla may increase its customer engagement and loyalty by raising the quality of
its online and offline touchpoints, tailoring its communications with customers, making use of
social media, and releasing a more feature-rich mobile app. Tesla is well-positioned for
sustained success in the auto sector thanks to its loyal customer base and dedication to

innovation.
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