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Segmentation
Market segmentation is a process of dividing a large market into groups of customers who share common features, needs and behaviour patterns. Good segmentation allows companies to develop products and services that will respond to customer’s expectations (Olayinka, 2021). For the proposed Tesla EcoHome Energy Subscription Service, segmentation can be carried out by using geographic, demographic, psychographic, and behavioural variables. 
Geographic segmentation is focused on areas where renewable energy adoption is rapidly growing. Initially, Tesla should focus on developing urban and suburban areas of the United States, Canada, Germany, United Kingdom and Australia. These countries have a high adoption rate of electric vehicles, high investment in renewable energy, and support for sustainable technology. In these regions, customers are more likely to adopt smart home energy solutions because of environmental awareness and convenient infrastructure. 
Demographic segmentation includes age, income, education and occupation. In particular, the primary customers are adults aged from 30 to 55 years with steady incomes who have ownership of residences (Ketkaew et al., 2022). Such customers usually have high purchasing power and willingness to invest in technologies that reduce energy expenses. Professionals, entrepreneurs and tech-oriented families are especially interesting for Tesla as these customers would appreciate the value of digital subscription service. 
Psychographic segmentation is aimed at identifying the lifestyles, values and attitude of customers. The primary customers of Tesla are environmentally aware people who strive for sustainable lifestyles (Khalid, 2023). They value innovation, smart technologies and energy independence while being concerned about reducing their carbon footprint. These customers already buy environmentally friendly products and like brands that demonstrate high sustainability. 
Behavioural segmentation is aimed at identification of customers according to their buying habits and product usage. Customers owning electric cars, solar panels and smart home equipment are especially interesting for Tesla as these customers already know the products of Tesla (WU et al., 2022). Additionally, customers regularly using digital subscription services would appreciate the offered monthly energy management service. 
Targeting
In order to achieve success in the target market, Tesla should adopt a differentiated targeting strategy and focus on a number of customer groups who share the same interest in sustainability and smart technology. The main target market includes middle and upper-income homeowners who are interested in reducing electricity costs and increasing energy efficiency. The secondary target market includes the customers of Tesla who already use the products offered by this company. In particular, Tesla should focus on customers who already have Tesla electric cars, Powerwall batteries and Solar Roof systems because these customers already trust the company and know its technology ecosystem. 
Young professionals and environmentally conscious families are also an interesting target segment for Tesla. Most young consumers like subscriptions more than costly single items because subscription services offer versatility and constant software upgrades. Additionally, the business will create long-lasting connections as well as recurring revenue through this strategy. Reputation and leadership of Tesla in the technology domain are its competitive advantages in addressing these customers. Existing customer loyalty reduces marketing costs while increasing customer retention and cross selling opportunities.
Differentiation 
Differentiation allows to distinguish products from the competitors and create unique value. Tesla EcoHome Energy Subscription Service has several differentiators that would be difficult to replicate by the competitors. The first differentiation feature is artificial intelligence-driven energy management. The service constantly analyses the energy consumption of households and recommends methods of electricity saving and improvement of energy efficiency. Customers get personalised recommendations instead of general energy reports. Secondly, the subscription service is seamlessly integrated with other products offered by Tesla including Powerwall batteries, Solar Roof systems and electric cars. 
Customers can benefit from the integrated technology ecosystem where all energy-related products work within one digital platform. Thirdly, the company’s service allows to measure the carbon footprint of the household, track the renewable energy usage and provides recommendations for reduction of the environmental impact of the customers. Finally, the subscription model creates additional value. Unlike requiring large investments in the technology, the subscription model allows constant software upgrades, predictive maintenance notifications and personalised energy optimisation for a small monthly fee. 
Positioning
Positioning is the process of forming the image of the brand among customers compared to the alternative products. Tesla should position the EcoHome Energy Subscription Service as a premium but practical solution for smart and sustainable home energy management. For environmentally conscious homeowners who want smarter energy management, Tesla EcoHome Energy Subscription Service provides an AI-driven, seamless energy solution. 
It reduces electricity costs, improves sustainability and integrates with the Tesla ecosystem unlike the traditional energy management system. This demonstrates strong points of the brand including innovation, sustainability and technology integration. Instead of focusing only on the price, the company competes on the basis of customer value, advanced technology and sustainability. The subscription service helps Tesla to pursue its mission of promoting the transition to sustainable energy across the world. Customers buying the service are not only investing in the energy efficiency but also become participants in the environmental initiatives. This emotional aspect strengthens the brand image of Tesla. 
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Figure 1: Positioning Map
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Product
The Tesla EcoHome Energy Subscription Service is a smart energy home management service that brings Tesla’s sustainable energy ecosystem to the home. It combines artificial intelligence (AI), cloud-based analytics and renewable energy integration to help customers monitor electricity consumption and optimise the performance of the batteries. It also helps to track carbon emissions and receive personalised energy-saving recommendations through a mobile application. The service can also connect with Tesla energy products, including Powerwall and solar panels, allowing for a seamless energy experience. 
The product provides both environmental and economic valuation through providing households the opportunity to save energy, cut carbon emissions and save energy costs. Continuous software updates also enhance service performance without requiring customers to purchase additional hardware. According to Tahmasebinia et al. (2023), digital twin technologies improve building energy management through real-time monitoring and predictive analytics and automated optimisation. These capabilities support the objective of Tesla to deliver a reliable, responsive and sustainable subscription service. 
Price
Tesla should adopt a value-based pricing strategy using monthly subscription plans. Prices should pay attention to the long-term value brought to customers by electricity price, energy efficiency, environmental protection, and other indicators, and not only accumulate the cost of development. In addition to reducing the cost, a subscription model makes the energy management system cost effective even for those who cannot afford a large capital investment. 
Differentiated pricing strategies, such as pricing tiers based on Basic, Premium and Family essential may serve various customer groups without dissuading customers from upgrading as their usage grows. Gajdzik et al. (2024) found that increasing economic awareness encourages consumers to adopt sustainable energy solutions because they recognise both financial savings and environmental benefits. Therefore, Tesla should emphasise long-term cost savings alongside sustainability when communicating its pricing strategy.
Place
Tesla should distribute the EcoHome Energy Subscription Service mainly through its official website and mobile application. This direct-to-consumer approach is consistent with Tesla's existing business model and allows the company to maintain close relationships with customers while reducing distribution costs. The service can be assisted by sales points and service centres of Tesla, who can perform shows, consult and provide technical support to the customer. 
Those who buy a Tesla EV, the Powerwall battery or solar panels may also be introduced to the subscription service during the purchase of the vehicle. Additionally, the digital distribution allows for remote software updates and customer support, along with international expansion. According to Tahmasebinia et al. (2023) digital technologies enable continuous monitoring and remote management of energy systems, thus enabling digital delivery to be highly appropriate for smart energy services.
Promotion
A comprehensive integrated promotional plan should be rolled out for Tesla, incorporating concepts of digital marketing, sustainability education and customer engagement. The company may utilize social media campaigns, online advertisement, webinars, email marketing, and customer testimonials to show the benefits the service has in terms of reducing household expenses and maintaining environmental sustainability. 
The service promotional campaign should not focus on the technologies used but rather emphasize the benefits of the service such as saving money on electricity bills, reducing carbon emissions and managing energy usage. Customised sustainability reports and energy saving calculators designed for the customer can further reinforce them. Consumers are now more accepting of renewable energy options, if they have a clear understanding of the environmental and economic advantages (Gârdan et al., 2023). Therefore, Tesla should position EcoHome as both a smart financial investment and a sustainable lifestyle solution.
People
Staff plays an important role in providing a good service experience. All the customer service specialists, software developers, installation experts and technical support team are critical for creating customer loyalty and satisfaction. All of the employees must receive constant training in renewable energy systems, AI systems and customer relationship management to be able to provide reliable technical information. Furthermore, it is crucial that Tesla encourages customer involvement by creating online communities, webinars, and sustainability workshops to share the customers' experience and teach them how to save energy. According to Gârdan et al. (2023), consumer acceptance of renewable energy technologies increases when organisations build trust through effective communication and customer education.
Process
The service process should be easy, efficient and Customer oriented. Customers register through Tesla’s website or mobile application before selecting a subscription plan. The AI platform will automatically start monitoring household energy consumption, battery and renewable energy generation after attaching to the compatible devices. The system is used to monitor usage patterns and give individual suggestions for better energy efficiency, while giving individual reports regularly to monitor savings made on energy use and overall carbon emission reduction. Customers are also provided with software updates as it happens and live chat or remote technical support. Intelligent digital energy systems contribute to achieving more sustainable and reliable energy services by delivering real-time monitoring and predictive analytics to enhance operational efficiency.
Physical Evidence
Although Tesla EcoHome is primarily a digital service, physical evidence remains important for building customer trust. Customers interact with the service via Tesla professional mobile application, dashboard, sustainability reports and digital interface. All of these elements contribute to Tesla's high-end brand reputation and make their quality of service evident. The dashboard provides simple charts and energy performance indicators with the data on the electricity consumption, energy savings, battery performance and reduction of the carbon footprint. This way the subscribers can enjoy the visible and tangible changes that have been made due to the subscription. There are special pages on the website, customer support documents and demonstrations in the showrooms that create trust in the service. Gajdzik et al. (2024) state that nowadays consumers pay much attention to the evidence of both financial and energy savings. 
Overall, the 7Ps marketing mix provides a coherent strategy for successfully launching the Tesla EcoHome Energy Subscription Service. Hence, Tesla’s competitive edge can be enhanced and sustained through an innovative product, value-based pricing, digital distribution, sustainable promotion, skilled staff and efficient service processes, creating credible physical evidence.
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Developing the Tesla EcoHome Energy Subscription Service allowed me to apply marketing theories to a practical business situation. As this project has continuing, I have gained an understanding of how companies can expand by creating sustainable brand extensions, rather than relying solely on what they currently offer in terms of products. The current reflection is based on Gibbs' Reflective Cycle, which consists of six stages such as description, feelings, evaluation, analysis, conclusion, and action plan (Praveena, 2025). 
Description
In order to complete the current assessment, I created a sustainable brand extension of the brand Tesla by presenting the idea of the Tesla EcoHome Energy Subscription Service. The project consisted of creating a poster presentation, conducting the Segmentation, Targeting, Differentiation and Positioning (STDP) analysis, and developing a marketing mix strategy. The goal of this project was to create a sustainable brand extension that meets the needs of customers and ensures Tesla's competitiveness. 
Feelings
At the beginning, there was some uncertainty as I was going to create a completely new brand extension, which would involve creativity as well as using the knowledge of the marketing theories. However, during the course of my research, I became more confident in selecting a proper target market and creating an effective marketing strategy. Making the poster was quite difficult, since it was hard to strike a balance between its visuals and communication. 
Evaluation
On the whole, I consider this project to be successful, as it enabled me to integrate the theoretical knowledge and practical marketing decision-making. I was able to implement marketing principles like STDP and the marketing mix into practice, using a real-life organization as an example. I became aware of the necessity of sustainability in developing a contemporary brand. Nevertheless, based on the review provided, there were certain problems associated with poor quality visual components, such as images and graphs, as well as unattractive design of the poster. 
Analysis
In the process of working on this project, my knowledge about the impact of sustainable marketing strategies on the success of any business in the long run was increased. It is evident from my realization that brand extension is a complicated process which requires careful customer research and not just product launching. The usage of STDP helped me in realizing that each customer group has its own needs and requirements. In addition, the association of the brand extension with the sustainability objectives of Tesla as well as the UN Sustainable Development Goals made the strategy more justified. 
Conclusion
From this experience, I have learned much about strategic marketing, sustainability, and branding. It helped improve my skills of analysis and communication, as well as boosted my confidence in using marketing theories in real-life situations.
Action Plan
For all my future marketing assignments, I am going to expand my scope of market research through further academic and industry reading, in order to provide more evidence for my advice. Also, I am going to improve my skills in creating visual presentation design through advanced use of PowerPoint software. In addition, I am going to develop my ability to reflect on my performance through application of reflective frameworks like Gibbs’ Reflective Cycle. 
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