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Introduction
Implementing an effective marketing strategy can be one of the most effective elements in ensuring that organisational performance is maximised, as effective marketing can enable the business to achieve it’s objectives in a target market and effectively reach it’s desired consumer base (Slater et al, 2010). The process of effective marketing is complicated, the environment that marketers have to navigate is vast and complex and the various macro and micro environment influences that need to be considered when devising a marketing strategy provide obstacles for all organisations (Lee & Carter, 2011). An effective marketing strategy needs to successfully identify the consumer that the product or service is aimed at through a thorough segmentation process, ensure that their product is positioned appropriately according to their target audience and then devise a strategy that effectively reaches these consumers and encourages them to engage with the brand (Schlegelmilch, 2016). In order to ensure that their marketing proposal effectively targets their ideal consumer segment, organisations need to adopt a holistic approach to marketing that considers all elements of the marketing mix and ensures that their campaign effectively communicates the values of the brand or product effectually (Goi, 2009). Drawing on academic literature, this essay is going to analyse the different stages involved in an effective marketing campaign outlined above using examples from Tesla Motors and will conclude by identifying key recommendations that the organisation should consider in it’s future marketing strategies. 
Market Environment Analysis 
In order to devise the most effective strategy, it is important for marketers to gain a holistic understanding of the environment that they are operating in. This process includes analysing both the internal and external influences on the organisation in order to identify the potential opportunities for the business and how they can utilise their internal capabilities to exploit such opportunities, whilst also identifying the external threats to the business and how they can minimise the impact that these have on the organisation (Dawson, 2014). One of the most prominent conceptual models that is used to analyse the macro environment that an organisation is operating in is the PESTLE model, which encourages marketers to look at the political, economic, social, technological, environmental and legal influences on the industry that an organisation operate in. In the case of Tesla, conducting a PESTLE analysis would be able to identify the most prominent macro level influences on the automobile industry.  By conducting a thorough external analysis using this model, Tesla will identify some opportunities that effective marketing could exploit such as the growth in government incentivisation for drivers of electric vehicles in many of their host markets such as the EU and US, as well as the development of charging infrastructure in many developed countries which will ensure that more consumers feel that purchasing an electric vehicle is a viable option, as this was previously a restrictive issue in the eyes of many consumers (Campbell, 2020). Conducting an external analysis such as this will also help organisations such as Tesla identify any potential threats to their organisation performance such as the current political instability and trade war between the US, their home market, and China, one of their key strategic markets (Rapier, 2020). Identifying external threats such as this is just as important as identifying opportunities for marketers, as being aware of the implications that political instability can have on sales will ensure that Tesla limit their expenditure on marketing in China as the margins that will be made on their products will already be diminished and therefore it is not currently viable to continue to investing in growing their Chinese consumer base (Rapier, 2020).
Another fundamental element of understanding the external environment that an organisation is operating in is by using a conceptual model such as Porter’s five forces, that analyses the attractiveness of an industry and helps organisations identify their strategic positioning within said industry (Grundy, 2006). Using a model such as Porters five forces ensures that marketers have a full understanding of the competition within their specific industry, whilst also analysing the potential threats that are posed to the organisation such as new entrants to the market, the threat of substitute products and the rivalry amongst competitors (Dobbs, 2014). By conducting a five forces analysis, Tesla will realise that, whilst the threat of substitute products and new entrants to the market are relatively low, the competitive nature of the automobile industry means that their marketing strategy will need to be strong in order to ensure that they remain competitive within the industry. The automobile industry is currently undergoing a fundamental shift in demand as consumers gradually convert to electric vehicles and therefore, as a market leader in this niche of the industry, an effective marketing campaign that positions Tesla as the most desirable brand in this area of the market will ensure that they retain their reputation as the leading electric vehicle manufacturer (Ward, 2017). 
The third element for marketers to consider when analysing the marketing environment, is the internal resources that the firm has to identify which of their resources and capabilities they can exploit to achieve a competitive advantage (Peteraf, 1993). The resource-based view advocates for firms identifying the capabilities that the firm has and centralising these as part of their strategic outlook. This process is necessary for marketers as it ensures that they have a full understanding of the characteristics of the brand and then it makes them better able produce coherent and consistent marketing communications that fully portray the qualities of the brand (Blythe & Megicks, 2010). In the case of Tesla, conducting an internal analysis will identify that their technological capabilities and the integration of pioneering technology in their vehicles is one of the most marketable brand characteristics and positions them as one of the most desirable brands in the electric vehicle market (Tesla, 2020). Therefore, the marketing department at Tesla are dictated by this and can plan a comprehensive marketing campaign which communicates the exclusive nature of their products and entices consumers to purchase their brand due to the futuristic attributes of Tesla vehicles. 
Segmentation, Positioning & Targeting 
Outlined above are three conceptual models that can be utilised by firms to gain a greater understanding of the marketing environment and this is a fundamental responsibility of any marketing function as this process allows an organisation to contextualise their position within the market and identify their target audience (Blythe, 2009). By conducting a thorough environmental analysis, firms are better placed to conduct a thorough segmentation process which will help identify the specific consumer type that their brand is targeting. The segmentation process includes conducting a demographic analysis, income analysis and geographic analysis to gain a full understanding of what type of consumer is most likely to engage with their product so that they can effectively position their brand within the market to target this consumer (Dibb & Simkin, 1991). In the case of Tesla, due to the high quality nature of their vehicles and the advanced product specifications, a segmentation process would identify that their consumers are likely to be older individuals who come from a wealthy background and are likely to be based in more developed countries where the infrastructure for electric vehicles is more advanced and therefore more conducive to driving a Tesla. 
Through an effective segmentation process as outlined above, Tesla will be able to position themselves within the market accordingly, in order to target their consumers. The process of positioning incorporates the five forces analysis that was conducted during the analysis of the environment, as it involves Tesla being aware of the competition and their position in the market in relation to these and allows them to price their products according to where they wish their brand to be placed. In this instance, Tesla will be pricing their product at the more affordable end of the luxury car market as they will want to ensure that their products do not seem out of reach and are seen as vehicles that can be used on a daily basis, while some premium car brands position themselves as luxury items, rather than practical vehicles (Chen & Uysal, 2002). 
Marketing Mix
Once marketers have identified their target market and specified their desired position in the market, it is important that their marketing campaigns effectively target the consumers in this segment. The most prominent conceptual framework that has been developed to describe the key tools for marketers to consider when targeting consumers, is the marketing mix (Bennet, 1997). The marketing mix is defined by (Rafiq & Ahmed, 1995) as the core concepts of marketing and while initial academics such as McCarthy (1964) conceptualised the four P’s framework, Rafiq & Ahmed (1995) conclude that the more recent seven P’s framework is a more pertinent for marketers to abide by. The seven p’s framework identifies the key marketing tools that organisations should consider as part of their marketing proposition as price, product, place, promotion, people, process and physical evidence (Rafiq & Ahmed, 1995). Academics argue that a holistic marketing process should consider all of these elements to ensure that the brand is effectively received by consumers and a consistent and coherent strategy ensures that each of these elements complement the others (Constantinides, 2006). 
In order to market their product effectively at their target market, Tesla ensure that their pricing reflects the luxury nature of their products by pricing them as one of the most expensive electric cars but cheaper than other luxury vehicle brands. By operating a premium pricing strategy, Tesla are successfully targeting the wealthier segment of the market as identified during their segmentation and positioning process whilst ensuring that they are still priced within a reasonable range of the mass market. Tesla also operate a direct sales model so supply of the product is limited which also enhances the premium nature of the brand as this is rare within the automobile industry (Tesla, 2020). In order to justify their premium pricing strategy, Tesla ensure that their service as well as their products, are deemed prestige by consumers and this is enhanced through their sales model and the specific locations of their high street stores, where they have expert staff on hand to help the consumer through the purchasing process (Tesla, 2020). Tesla vehicles are renowned for being the most technologically advanced product in the industry and therefore in order to ensure that the brand represents the premium quality of the product, Tesla have implemented a holistic marketing strategy that ranges from effective pricing to an innovative sales model and ensures that all elements of the marketing mix are considered so that consumers feel immersed with the brand at every stage of the purchasing process (Eisler, 2016). Tesla’s approach to marketing is innovative and unique in that they have very little expenditure on overt marketing strategies such as promotional campaigns, and instead they ensure that the values of the brand are exuded through their products and their employees (Kim, 2020). 
Conclusion
In conclusion, this essay has outlined how an effective marketing strategy encompasses all elements of the process outlined above and the most successful marketing campaigns ensure that each step of the process is informed by the others which is the most effective way of ensuring a coherent and effective campaign. This essay has identified examples from Tesla motors and outlined how their marketing campaigns are based on an effective external analysis which identifies their position within the market that subsequently allows them to segment consumers and target a particular niche. Having completed these steps of the process, Tesla are then able to integrate all elements of the marketing mix into their strategy to ensure that consumers’ relationship with the brand is consistent and engaging and entices them to want to purchase a Tesla. 
Suggestions
In order to further enhance their marketing campaigns, as Tesla expand their product range to widen their potential target audience, Tesla could also seek to slightly adapt their marketing strategy to implement more subtle marketing campaigns. Whilst Tesla as a brand have avoided overt advertising campaigns, using methods such as effective digital marketing through social media to target a wider consumer base who they hope to attract will help them reposition their products within the minds of consumers, as currently many lower income consumers will associate Tesla’s as being premium products that they cannot afford. As they bring out lower priced products, ensuring that their brand message remains consistent but targets the broader consumer base will be key to success.
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