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Tesla is one of the biggest companies that manufacture electric cars and electric storage-related products. Tesla is founded in 2003 by a group of American engineers who wanted to prove to people that electric cars are better than petrol ones and even funnier to drive. The company is named after the Serbian-American inventor Nikola Tesla. In 2004 Elon Musk joins the company as a chairman after investing $30 million into the company. In 2008 the company releases its first electric car called the Roadster and also Elon Musk becomes CEO of Tesla after the first CEO Martin Eberhard leaves the company. In 2012 Tesla release the successful Model S which is another electric car with was faster and better overall than the Roadster and leads the company to a big success. As in 2020 tesla offers three different electric cars to the buyers Model S which is the four-door sports sedan, the Model 3 which is the more affordable version of the Model S and the Model X which is a four-door SUV.
But Tesla doesn’t produce just electric cars they also produce energy storage products such as solar panels and batteries. (Gregersen, E. 2018)
Tesla’s marketing is one of the biggest parts of the success of the company.
What is marketing? Marketing is a tool for applying ideas and predict customer needs and wants. Marketing analyses customer preferences and creates promotional ideas that can increase sales and profits. In the average person's eyes marketing is just promotion or advertisement, yes, they are a big part of the marketing but there are other parts of the marketing that need to take place before the advertisement. Branding is also a big part of the marketing a strong brand name can provide a lot of profit to the company because brand loyal customers will always go back to the brand, they trust the most. There are some different parts of marketing as an example social media marketing, email marketing, television marketing, newspapers, and influencer marketing which means using an individual who is famous or targets the right group of people to promote the product. (Brenner, M. 2019)
The marketing process is all about defining who your customers are and what are their needs and wants. That can be done by researching who the customers are. After that market segmentation and targeting must be done. (Claessens, M. 2015) Which means to divide the customers into different groups. There are some strategies for segmentation.
The first one is demographic which breaks down groups into gender, age, education, income, ethnicity that helps for knowing which customers we need to aim the advertisement for.
The second one is psychographic it helps understand why the customer buys the product by looking at their hobbies, lifestyles, and personality. That data can be found by surveys that the company gives to the customers and from customer data if the company has a loyal card from which they can track the buying behavior of customers.
Geography is the third way to segment customers that means where most of them live that can be defined by country, region or city
Believes and values is another way of segmentation because the company must understand customer believes and values. (Hanlon, A. 2020)

Porter's 5 forces are a management tool created by Michael Porter and it helps to understand the impact of the external factors. Tesla looks after those factors so they can stay strong in the competitive rivalry in the industry. 
The electric car industry has a lot of different external factors such as raw materials availability and new technology that comes to the market can lead to an advantage in competitiveness. There are five forces in this tool.
Competitive rivalry (Strong force) is the first one Tesla is in a highly competitive market which means they have to provide more than their competitors to stay on the top. 
There is a low cost to change between companies for customers they can go and buy from other car manufacturers so that gives strength to the competition. Also, there are not a lot of firms in the market but their aggressive marketing makes the force strong.
Supplier power (Medium force). Tesla is a company that depends on their suppliers. The suppliers have small forward integration. The control of distribution is limited and some of the suppliers use an indirect channel of distribution for Tesla but others supply the company directly. There are usually a lot of suppliers for car parts that don’t present any threats if some suppliers go down.
Substitutes (Medium force). Other big car companies have started developing and releasing new electric cars which affect the profit of Tesla because low switching cost for customers is a big threat. They can switch between companies very easy but Tesla has a strong brand name and is known for its innovative technology. So, customers have a lot of electric cars to choose from but at the end of the day Tesla produces just electric cars and all of their focus is on developing them with newer and newer technology. 
The threat of new entries (Low force). There are some barriers of entries for new companies such as the high cost of brand development and high cost for developing and innovating in the electric car industry. Tesla in general is on the top of electric cars at the moment so it's hard to compete against it. Also manufacturing cars is really expensive for new companies which are another barrier to entry. 
Buyer power (Medium force). The low switching cost as said before is the main threat to the company because people can switch easily between companies. But there are not that many other brands to choose from and Tesla sits on the top of the market. A low number of purchases keeps the force lower because people tend to buy one car and keep it for a long time. So, the bargaining power of the customers remains moderate. (Kissinger, D. 2019)

SWOT Analysis shows the company’s strengths, weaknesses, opportunities, and threats which Tesla needs to look after for better long-term profits. 
Strengths – Firstly Tesla has a really strong brand name which means brand loyal customers will always buy from them in addition CEO Elon Musk has clear goals about the future of the company for innovation at renewable energy. Secondly as described before tesla has an innovative process which is a strength in the electric car world because they create new technology for their cars and products. Strong control of production is also a strength because reduces noise in the working process and the company becomes more efficient.
Weaknesses – Tesla’s main market is in the US which leads to a limited market presence. The limited supply chain is also a weakness because it stops the company growth in other geographical markets. And the high price can be considered as a weakness because most of the average petrol cars are cheaper. After all, they take less money to produce and electric cars tend to be at a bit higher price. So, Tesla needs to reflect on these weaknesses and create opportunities for expanding in other markets.
Opportunities – The main opportunity for Tesla is expansion and growth globally. Tesla can focus on the growing countries and get a more significant presence on them. With the addition of new superchargers for their cars, they can have a drastic growth in the company. Also, Tesla has the opportunity of diversification which means the company can acquire new businesses that can help in eventual risks in the car industry. 
Threats – The increasing prices of raw materials such as lithium that is used for manufacturing the batteries can be a major threat because it makes the product more expensive. Also, aggressive competition is another threat for Tesla because in the car industry all the brands compete with each other, and in the increasing big car brands developing electric cars can be a big threat to Tesla. And lastly, dealership regulations can be a threat because tesla sells directly from the company and in some states such as Virginia and Texas there is a regulation that prohibits direct sales and requires a dealership. (Kissinger,D. 2018)

Another part of the marketing process is the Marketing Mix also known as “the four Ps” this process can be described as the base of the marketing plan it includes price, place, promotion, and product.
The marketing mix at Tesla is very unique and the company the four strategies for its marketing plan. The company maintains efficient marketing from the good control at the different components of the marketing mix that helps Tesla reach their goal and gets better targeting of the customers which leads to more profit. They use the marketing mix so they can achieve market penetration and expanding the company to different countries as most of the sales come from the USA but slowly it’s getting its way all around the world. They also try to grow its brand popularity in a very strange way. Tesla doesn’t pay for any advertisements they use all the money from ads to develop and make the product better. (Isidore,C. 2019). One major advertisement of the company is the CEO Elon Musk he contributes also to brand loyalty because he can be described as a superstar among the electric car industry. His tweeter profile has the biggest advertisement power for the company. 
Here is the Marketing mix of Tesla:

Product – All of Tesla’s products are in the car, energy storage, and generation market.
The most popular product of the company is the Model S which is a huge success to the company. But Tesla produces also batteries and energy-producing parts for cars and their goal is to increase the movement towards electric cars and replace the old petrol cars for a cleaner not so polluted world. Tesla uses Family branding which means they use one brand name for all of their products. They also implemented a down line stretching method in the example the Model 3 which is a cheaper version of the Model S and also all of the cars have different power options which can add to the price if the customer wants a more powerful and faster car and also can reduce the price if they choose the base model. 
Promotion – Tesla’s marketing is unusual to the competitors in the car manufacturing industry. The most significant way of promoting the product is Virial Marketing it has the biggest impact on sales for the company and the relations between the company and customers. For an example of the announcement of the performance model S the company stated the 0-100km/h speed is 2.3 sec and people went crazy about it and when it came out there were a lot of viral videos on the internet which helps boost the publicity of the company and also the sales. Tesla uses public relations for its promotion because people get a good image of the company when they hear that it helps the transition of the world to sustainable energy. Tesla also uses direct marketing as they sell different type of powertrain components to companies.
Pricing – Tesla uses two types of strategies for pricing the first one is premium pricing which means the products have relatively high prices on the bases of uniqueness and high value to customers. Tesla’s cars offer cutting edge technology including autopilots and digital controls for everything and they are eco-friendly for those advantages customers are willing to pay a higher price. The second one is market-oriented strategy mainly for their solar products that help them stay competitive in the power storage industry.
Place – Tesla uses the direct channel of distribution which means the only way you can buy their product is from the official website and company-owned stores and galleries. People can usually check the cars on the official website which is a good way of distribution because it has all the information that they need about the cars and also from there they can customize the cars to their taste. But for those who want in-person trying of the car they can visit the company’s stores and galleries and have a touch and sit in the car. On the other hand, Tesla also provides customers with the company charging ports where people can charge their cars. (Kissinger,D. 2018)
In conclusion, Tesla’s marketing works really well for them even though is unusual. They have rapid growth and really stable fanbase for which can be also responsible Elon Musk but the fast catching up from other car companies can become a big threat for Tesla so they must focus on their competitiveness and innovation to stay at the top of the market.

The marketing recommendations for Tesla would be to start making normal advertisements for example tv marketing and commercials, some catalog advertisement, newspapers, and mainly billboards. Tesla also has to focus on entry barriers. They need to make it harder for new companies to enter with the use of patents because the competition is catching up fast. 
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