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Brand Extension
INTRODUCTION

Tesla, Inc. is a global leader in electric vehicles and

Tesla VoltRide is a premium smart electric
bicycle designed to extend Tesla's sustainable
renewable energy. Guided by its mission to "accelerate mobility portfolio. It leverages Tesla's battery
the world's transition to sustainable energy,” Tesla technology and innovation to enter the rapidly
growing electric bicycle market (Kotler, Keller

and Chernev, 2024).

continues to innovate through sustainable transportation
solutions (Tesla, 2025).

Sustainability Requirement Purpose of the Brand Extension

Smart E-Bike for a

Growing urbanisation, traffic congestion and carbon « Expand Tesla's sustainable mobility ecosystem.

. . . . \J“ \ - . . . .
emlssmn.s have |nc.reosed demand for sustainable 0 G reene r Futu re o Diversify beyond electric vehicles.
transportation. VoltRide addresses these challenges Iy % « Enter the fast-growing global e-bike market.
by providing a zero-emission mobility solution that ‘ 3 V I R’ d b T I « Strengthen Tesla's innovation and
supports cleaner cities and responsible mobility N /¢ N m{ o t I e y es a sustainability leadership (Kotler, Keller and
(United Nations, 2015; International Energy Agency, / W’ Chernev, 2024).

Power Every Ride. Sustain Every Journey.

2025).

Market Appeal Sustainability Alignment

o Customers

v/ Zero emissions

Tesla VoltRide contributes to global sustainability by:
» Reducing greenhouse gas emissions.

v/ Lower commuting costs « Promoting clean urban mobility.

V Smart connectivity « Supporting responsible material use.

V Premium Tesla experience « Encouraging environmentally friendly transportation.

« The proposal aligns with UN Sustainable Development Goals 7,

11, 12 and 13 (United Nations, 2015).

& OO &

Tesla VoltRide represents a strategic and sustainable brand extension that combines innovation, technology and environmental responsibility to
create long-term value for customers, investors and society

Investors

v/ New revenue opportunities

v/ Strong ESG positioning

Vv The global electric bicycle market is expected to exceed US$118 billion
by 2030 (Grand View Research, 2025).

Sources: Tesla, Inc. (2025) Impact Report 2024, Kotler, P., Keller, K.L. and Chernev, A. (2024) Marketing Management. 17th edn. Pearson, United Nations (2015) Transforming our World: The 2030 Agenda for Sustainable Development,
International Energy Agency (2025) Global EV Outlook 2025, & Grand View Research (2025) Electric Bicycle Market Size, Share & Trends Report.
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TESLA VOLTRIDE: A SUSTAINABLE BRAND

EXTENSION STRATEGY

1.1 INTRODUCTION

Brand extension helps organisations use the existing brand equity to launch new products in
new markets, while mitigating risks to the consumer (Aaker and Keller, 1990). Tesla, famous
for being at the forefront of innovation within electric cars and renewable energy, has
introduced a new brand extension in Tesla VoltRide, which is a high-end smart electric bike
that would help Tesla enhance its sustainable mobility platform. Increasingly rising demands
for electric bicycles as another mode of transport in the face of the shift from fossil-fuel
dependent transport to more low carbon and sustainable options, coupled with the rise in
urbanization and environmental awareness (International Energy Agency (IEA), 2025), make
Segmentation, Targeting, Differentiation and Positioning (STDP) an ideal strategy for Tesla.

1.2 SEGMENTATION

Market segmentation refers to the breaking down of an inherently diverse market into sub-
markets consisting of consumers with similar wants, behavior, and characteristics in order for
companies to devise marketing strategies tailored to such segments (Kotler, Keller and
Chernev, 2024). The segmentation of Tesla VoltRide will consist of geographic, demographic,
psychographic and behavioral factors.

» Geographic Segmentation

The Tesla VoltRide mainly focuses on areas that have a high population density and are
characterized by traffic jams, environmental laws, and cycling infrastructure, thus prompting
residents to adopt other means of transport. Cities like London, Amsterdam, Copenhagen,
Singapore and San Francisco are among some of the targeted markets since their governments
have been investing heavily in promoting sustainable urban mobility in terms of cycling

infrastructure and low emission transport solutions (IEA, 2025).

» Demographic Segmentation

According to demographics, the target market for Tesla VoltRide comprises individuals

between the age group of 25-45 years old and are economically active and are professional



individuals with relatively decent to higher levels of income. They include corporate
employees, businessmen, university graduates and technologically inclined people who like
innovation and quality goods. Studies have revealed that young professionals are quick
adopters of smart mobility technology due to their environmental awareness and digital literacy

(Statista, 2025). Moreover, the customers of Tesla are already mostly affluent consumers.

» Psychographic Segmentation

Psychographic segmentation is concerned with the lifestyle of consumers. In this case, the
target market for Tesla VoltRide is made up of consumers that are environmentally conscious
and value innovation and technological development. These consumers tend to be early
adopters that look for luxury brands that portray themselves. Concerns about climate change
have greatly influenced consumers' preference for environmentally sustainable products
(United Nations, 2015). This means that the brand name of Tesla fits the lifestyle of this

segment.

» Behavioural Segmentation

The Tesla VoltRide is targeted behaviourally towards city commuters who wish to be efficient
and eco-friendly. Today's consumers expect products that can deliver connectivity,
performance, and value for money rather than just cheap purchase costs (Kotler, Keller, and
Chernev, 2024). Decisions to purchase products are determined by quality, innovation, eco-

friendliness, and trust in the reputation of Tesla's brand.

1.3 TARGETING

Targeting includes assessment of the attractiveness of various market segments and selection
of those that would fit the goals and capabilities of the organization (Kotler, Keller and
Chernev, 2024). Instead of using mass marketing as a tactic, Tesla is supposed to employ
differentiated targeting oriented towards customers seeking innovation, sustainability and

premium quality.

The main target segment comprises urban professionals aged between 25 and 45 years who
have average to above-average disposable incomes and reside in metropolitan cities. Such
consumers travel relatively short-to-medium distances, care about environment and are ready

to spend more money on convenient and innovative ways to move around. The choice of a



particular product is driven mainly by its quality, innovativeness, sustainability and brand
rather than its price (Euromonitor International, 2024). In addition, many existing Tesla

customers belong to this segment.

Another secondary target market will be made up of eco-friendly students, businesspeople, and
cyclists, who wish to own quality sustainable products yet may depend on financing or
subscription programs. The company will benefit from targeting such attractive markets by
enhancing relations with customers, improving profitability, and maintaining its position in the

premium sustainable transportation market.



CUSTOMER PERSONA

@ ABOUT ALEX

Alex is a busy professional who lives in a metropolitan
city. He values sustainability and technology and
looks for products that align with his lifestyle and
personal values. He prefers premium brands that
offer innovation, convenience and long-term value.

iQh GOALS
» Commute to work efficiently and sustainably

¢ Reduce his carbon footprint

ALEX TH OM PS ON e Stay connected through smart technology

* Maintain an active and healthy lifestyle

Urban Professional & Sustainability Enthusiast

8 e 2 A ranPOINTS
= OCCUPATION Marketing Manager ¢+ Heavy traffic and long commute times
¢ High cost of fuel and public transport
9 LOCATION London, UK
o Lack of reliable and smart mobility options
& EDUCATION Postgraduate Degree + Security concerns about bike theft
i- INCOME £60,000 - £80,000 per year
@ MOTIVATIONS
@ s Single
¢ Environmentally friendly transportation
“ ¢ Advanced technology and connectivity
| want smarter, cleaner « Premium quality and sleek design
ways to move around the city « Cost savings in the long run
without compromising on
syle'ontechiiclagy: b () PREFERRED CHANNELS ]

[ 1]
PERSONALITY @ ° &3n
r y Online YouTube Social Media Community
Tech-Savvy Environmentally Conscious (Website & App) Reviews (Instagram, X) Forums
k' y
Health-Oriented Brand Loyal N\

5
° WHY ALEX CHOOSES TESLA VOLTRIDE

» Backed by Tesla's innovation and sustainability mission

¢ Seamless integration with Tesla ecosystem ‘
» Smart features for a smarter urban commute
» Premium design that reflects his lifestyle and values

Smarter Ride. Better Planet. Tesla VoltRide.

Figure 1: Customer Persona for Tesla VoltRide's Primary Target Customer (Source:

Developed by the me based on Kotler, Keller and Chernev (2024))



1.4 DIFFERENTIATION

Differentiation is the development of unique traits that make one’s product different from those
of competitors and better for customers’ needs (Porter, 1985). In the growing market of electric
bicycles, Tesla VoltRide must generate a competitive advantage which will surpass regular

product traits.

In contrast with many other e-bike producers who concentrate their efforts on increasing the
performance of their products, Tesla VoltRide combines advanced battery technologies,
sustainable practices, and intelligent connectivity into a unified mobility system. Utilizing
Tesla’s know-how in the sphere of battery technology, VoltRide promises higher battery
autonomy and higher charging speed than some of the best e-bikes (Tesla, 2025). The

integration with the Tesla app allows GPS tracking and theft prevention.

Brand equity is another significant differentiation tool. According to Keller (2013), successful
brands decrease purchase risks and make customers more confident. The image of Tesla
Company around the world as a company that constantly innovates and cares about the

environment helps VoltRide gain instant credibility.

Additionally, the product line uses recyclable materials and energy saving technology, which
makes VoltRide consistent with the global agenda in terms of climate change and Tesla's desire

to speed up the sustainable energy transition process (United Nations, 2015).

1.5 POSITIONING

Positioning entails the creation of a unique brand image that creates a distinct space in
consumers' minds as compared to competitors (Kotler, Keller and Chernev, 2024). Tesla
VoltRide is positioned as a premium product that is sustainable and technologically
sophisticated. Unlike most electric bikes which focus on offering low-priced products for
functionality reasons, VoltRide is designed to be a smart mobility device that fits well into the
lifestyle of urban professionals. Tesla has a unique brand image which makes its product

distinct from competing brands like VanMoof, Trek and Specialized.



The proposed positioning statement is:

"For environmentally conscious urban professionals seeking premium sustainable
mobility, Tesla VoltRide delivers an intelligent electric commuting experience powered
by Tesla's world-class battery technology, innovative connectivity and commitment to
sustainability, unlike conventional e-bikes that primarily focus on transportation rather

than an integrated mobility ecosystem.""

HIGH INNOVATION

A
TESLA
VOLTRIDE
PREMIUM
PRICE
N7~ VANMOOF
Stylish « Connected + Urban
AFFORDABLE ? SPECIALIZED W TREK
PRICE Performance - Reliable « Durable - Dependable -
Affordable Value for Money
v

LOW INNOVATION

Figure 2: Perceptual Positioning Map of Tesla VoltRide and Key Competitors (Source:
Developed by the author)

Figure 2 (Positioning Map) should position Tesla VoltRide in the quadrant representing High
Innovation and Premium Price, while competitors such as Trek, Specialized and VanMoof
occupy different positions based on their technological sophistication and pricing.

ELEMENT 2: MARKETING MIX (7PS) FOR

TESLA VOLTRIDE

2.1 PRODUCT

This means that the product is the key to sustainable brand extension strategy by Tesla VoltRide
due to the fact that it shows value to the consumer. Kotler, Keller and Chernev (2024) state that



for a product strategy to be considered successful, it has to satisfy customer demands while
providing a competitive advantage. This means that rather than presenting it as a simple electric

bicycle, VoltRide should be presented as a high-quality smart mobility product.

Some of the important features that Tesla VoltRide should have include a lithium-ion battery
with a large range, Al-powered navigation system, regenerative braking, GPS location system,
antitheft security system and compatibility with the Tesla app. In addition to adding value to
consumers by enhancing commuting efficiency and experience, Tesla VVoltRide will add more

value to Tesla due to its lightweight recycled aluminum.

One of the most prominent features of the VoltRide is that it has been designed to fit in the
broader context of Tesla’s ecosystem. Tesla’s existing customers will be able to control both
the car and the bicycle using a single mobile application. Such product differentiation not only
helps in distinguishing VoltRide from other electric bikes but also adds to Tesla’s brand equity
(Keller, 2013).

2.2 PRICE

Value-based pricing approach is the most suitable one for Tesla as it would help to charge the
product price not based on its production costs but on its value in terms of innovation,
sustainability and brand status. According to Kotler, Keller and Chernev (2024), value-based

pricing allows companies to maximize the value creation for their customers.

Premium pricing strategy is needed due to the fact that Tesla has been positioned as a luxury
technology brand and not as a cost leader. Customers buying Voltride are likely to appreciate
intelligent technologies and high quality of battery life as well as reputation of the Tesla brand.
Hence, premium pricing will allow to position the product as something high quality and

distinguish VoltRide from cheaper alternatives.

At the same time, such kind of pricing strategy may make the product less accessible for certain
groups of consumers. In order to solve this problem without deteriorating the image of the
brand, it is possible to implement various financing solutions, corporate mobility programs and

student lease programs.

2.3 PLACE



The company Tesla needs to have an omnichannel distribution approach whereby online
convenience is integrated with premium experiences. Instead of using traditional bicycle
retailers, VoltRide will be sold via Tesla’s official website, mobile application and Tesla
Experience Centers. The latter approach will be in line with the company’s existing business
model and it will give Tesla more control over its pricing and customer relationship

management processes.

The Experience Centers to be found in the major metropolitan cities such as London,
Amsterdam, Singapore and California will allow the consumers to see and ride the product
prior to the actual purchase. This type of retailing is especially essential for premium products
since consumers always need to get some kind of assurance about the product's quality and

performance.

Moreover, Tesla could create Urban Mobility Experience Zones in business districts and smart-

cities projects to showcase its product in the relevant commuting environment.

2.4 PROMOTION

Promotion must not only highlight the attributes of VoltRide but also emphasize how the
product contributes to a sustainable lifestyle in the urban environment. An Integrated
Marketing Communications (IMC) approach will enable Tesla to maintain consistency in its
communication, ensuring alignment of its message with its values of innovation, sustainability

and excellence in technology (Kotler, Keller and Chernev, 2024).

Digital marketing must be the core element of the promotional strategy, with the use of social
media platforms like Instagram, YouTube, LinkedIn and X for sharing videos demonstrating
product demonstrations, customer testimonials and sustainability campaigns that communicate
the value proposition of VoltRide to environmentally concerned consumers. Influencer
marketing in collaboration with cyclists, tech reviewers and sustainability experts will further

reinforce its effectiveness.

Experiential marketing must complement digital marketing efforts through organizing test ride
events, university road shows and smart mobility exhibitions. As opposed to heavy dependence
on traditional advertising, Tesla can capitalize on its excellent brand image and dedicated

consumer community for creating word of mouth promotions.



2.5 PEOPLE

Humans are an important element that makes up the premium customer experience offered by
Tesla since the staff is the one that influences the perception and satisfaction of the customer.
The sales consultants, customer support team and the technical experts should have detailed
information regarding the technology, sustainability and role of VVoltRide in the Tesla range of

products.

The training process should not only include the technical expertise of the product but also the
knowledge of the management of the customer and how to educate about sustainable mobility.
Instead of just being salespersons, the employees should work as mobility advisors to
recommend the best commuting solutions for the customers considering their needs and

lifestyles.

Furthermore, collaborations with the local cycling community and sustainability ambassadors
would help engage the customers while promoting responsible commuting practices.

2.6 PROCESS

The entire buying process must be made simple, convenient and digitized. Purchasing and
configuring the product, paying for it and making any financing decisions must all be
completed online before the buyer chooses whether they want home delivery or pick up their
bike from a Tesla Experience Centre. Such a streamlined process will reflect Tesla’s

technology-based business model while eliminating excessive complexity.

Once the vehicle is purchased, the owner will use the Tesla mobile app as a one-stop portal for
vehicle management and ownership management. The Tesla mobile app will facilitate software
updates, reminders about maintenance, battery status check and customer support services.
Predictive maintenance will alert customers of any need for service in advance to prevent any

break down.

Through simplification of all stages of the customer journey, Tesla can create a unique

ownership experience that will set VVoltRide apart from traditional bicycle companies.

2.7 PHYSICAL EVIDENCE



Physical Evidence refers to any tangible item that forms customer impressions about quality,
credibility, and professionalism. For the brand, VVoltRide by Tesla, all physical evidence needs

to be in line with the brand's image of being prestigious and sustainable.

For instance, the design of the bicycle should embody the design philosophy of Tesla, which
is defined by minimalist designs that feature elegant lines and cutting-edge engineering.
Moreover, there should be use of sustainable packaging, digital manuals, and accessories to

demonstrate Tesla's sustainable approach to manufacturing.

Experience centers for Tesla need to have an interactive way of educating consumers about the
benefits of electric transportation in terms of sustainability. In addition, the Tesla website and
application should align in terms of visual identity, which is defined by innovation, simplicity,
and technology. All these tangible items contribute to the overall brand experience that builds
trust among consumers and helps to mitigate purchase risks (Zeithaml, Bitner and Gremler,
2021)..



REFLECTION ON DEVELOPING THE TESLA

VOLTRIDE SUSTAINABLE BRAND EXTENSION

This reflective process has been undertaken using the Gibbs’ Reflective Cycle (1988) to
analyze my experience of creating a sustainable brand extension strategy for the Tesla VVoltRide
as well as preparing the presentation poster. Through this process, | have been able to combine

marketing concepts with business decision making.

» Description

The goal of this assessment is the creation of a sustainable brand extension for the current
company. | chose to work on Tesla because of its innovative approach towards developing
technologies which utilize renewable energy sources. The creation of a new premium smart
electric bicycle branded Tesla VoltRide has been done on the basis of the reputation of the
company in order to satisfy the needs of environmentally-friendly transportation in urban areas.
In order to complete this task, it was necessary to use some marketing techniques such as
Segmentation, Targeting, Differentiation and Positioning (STDP) and the 7Ps Marketing Mix.
Moreover, | have created a professional presentation in the form of a poster.

> Feelings

While starting the project, | felt excited about developing a sustainable product; however, at
first, | found it difficult to translate my creative ideas into a business-oriented marketing
proposal. Combining creativity with business sense needed in-depth research on consumer
behaviour, market trends and sustainable transport. Towards the end of the project, | gained
more self-confidence since the use of established marketing theories gave me a rationale for
making decisions. Making the poster enhanced my confidence to present complex information

visually.

» Evaluation and Analysis

The strengths of the project include the chance to practically use theoretical knowledge. Instead
of just explaining marketing concepts, the analysis involved critically assessing how Tesla can
manage to successfully brand itself in the niche of premium electric bicycles. STDP analysis
allowed for finding the most appealing customer groups, whereas the application of the 7Ps

Marketing Mix allowed for understanding how marketing decisions affect customer value



creation (Kotler, Keller and Chernev, 2024). Moreover, taking into consideration sustainability
during this project increased my awareness of the growing importance of environmental and

social factors in strategic marketing decisions.

One other useful learning experience | gained was the realization of the need for decision-
making on the basis of evidence. Whereas | used to make decisions based on assumptions, the
process of reviewing academic literature and industry reports helped me validate all my
recommendations with evidence. This further emphasized the need for critical thinking and
research in the practice of business at a postgraduate level. However, another thing I realized
was the limitation in my approach to the problem. The report has been prepared on the basis of
secondary research only, which means that the preferences of consumers have been assumed

through research.

» Conclusion and Action Plan

In summary, the exercise helped me to gain a deeper insight into the principles of strategic
marketing and sustainable brand creation and consumer segmentation. The exercise helped me
improve my skills in applying academic theory to practical application in business while
enhancing my skills of conducting research and critical analysis along with enhancing my skills
of professional communication. In future exercises, | will endeavor to develop my analytical
skills by using primary research and competitor benchmarking along with financial viability to
make strategic recommendations. | will also endeavor to improve my skills of presenting data

and concepts visually.
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