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[bookmark: _Toc218598084]Introduction
The Marketing environment assumes a central role in facilitating the process of establishing value and effective communication between organisations and customers, and sustainable competitive advantage. Marketing in the contemporary business world has ceased to be a one-sided promotional activity; instead, it encompasses diverse strategic tasks, including customer segmentation, market research, brand positioning, pricing, and relationship management. Such activities enable organisations to know the evolving customer needs and react to pressure posed by competitors. With the dynamism and technological drive of the markets, marketing has become more significant in determining the perception of the consumer and influencing their buying behaviours. In recent years, the world automotive industry underwent tremendous change owing to the introduction of new technologies, environmental issues, and the modification of regulatory frameworks. The increase in the pay attention to sustainability and the decrease in carbon emissions have increased the process of replacing internal combustion engines with electric cars. Consumers need to be informed about the new technologies, perceived risk is reduced, and the organisations need to express the long-term value to persuade them to adopt. Through marketing strategies, it is therefore necessary to support this industry-wide change. Tesla is at the heart of this revolution and is generally considered to be a leader in the electric vehicle market. The company has created an excellent brand name with a focus on innovation, performance, and environmental responsibility. Tesla has chosen a unique marketing strategy not based on much paid advertising but on product innovation, online interaction, and word of mouth. This unusual business approach has enabled Tesla to achieve great brand awareness and customer loyalty at a rather low marketing cost. Nevertheless, with the growing competition in the market of electric vehicles, Tesla is under more and more pressure to streamline and consolidate its promotional efforts. This assignment is a critical evaluation of the marketing operations of Tesla through the application of the established marketing theories and frameworks. The analysis is centred on the concept and significance of marketing, resource investment in Tesla, segmentation, targeting and positioning, marketing mix, the selection of the media, and ways of quantifying marketing success and control. The Balanced Scorecard is applied in order to evaluate the extent the marketing performance can be measured better. Through the analysis of these issues, the assignment will determine the strengths and weaknesses of the current marketing strategy that Tesla has. The second section of the assignment is based on the given analysis by providing the strategic recommendations aimed at enhancing the marketing performance of the Tesla Company. These suggestions are aimed at increasing market segmentation, communication, performance measurement, and customer engagement. In general, the assignment aims to evaluate the sustainability of the current marketing strategy of Tesla in the long run and suggest possible ways of improvement that would facilitate its further development and success in the international electric vehicle market.
[bookmark: _Toc218598085]Task 1: Critical Analysis of the Marketing Activity of Tesla
1. Idea and importance of marketing and resource investment
Marketing refers to the process by which organisations discover the needs of customers, form value and project the value to the target markets. It is not limited to promotion, but involves market research, market segmentation, pricing, distribution and relationship management. Marketing is significant because it makes the organisational offerings meet the expectations of the customers and helps in sustaining the competitive advantage and profitability. In the case of innovative companies such as Tesla, marketing plays an essential role, especially in terms of the education of the consumer and forming the perception of new inventions. This marketing style of Tesla is also characterised by a high tendency towards strategic positioning in contrast to conventional advertising costs (Dzever et al., 2022). The company also pays a lot in the development of its products, innovation of technologies, and customer experience, instead of advertising the products using paid promotional campaigns. This is an expression of the belief that the high-quality products and good brand identity are capable of creating organic demand due to word of mouth, media coverage and the use of digital interaction. The allocation of resources is then done on research and development, digital platforms and infrastructure that facilitate customer interaction.
The marketing approach of Tesla can be explained with the help of the segmentation, targeting and positioning theory (STP). Tesla divides its market based mostly on psychographic and behavioural bases where it focuses on consumer who appreciates innovation, environmentalism, as well as the development of technology. First, Tesla targeted wealthy early adopters, which has enabled the company to reposition itself as a high-end and fresh brand. This positioning has continued to grow over time to include a broader range of mainstream consumers when Tesla introduces comparatively cheaper models (Caitlin et al. 2023). As a company, Tesla needs marketing because it could help to educate the market, maintain the brand image and minimise uncertainties about the adoption of electric vehicles. Although Tesla does not allocate as many resources to conventional marketing, the way it employs the concepts of branding, positioning, and digital communication shows that marketing is also the core of its business performance.
2. Influences of macro and micro marketing environment
The macro and micro environmental factors that shape Tesla’s marketing strategy include the environmental factors that affect consumer behaviour and organisational decision-making. Technological advancement has a significant role at the macro level. Tesla has been able to become an innovative leader through its rapid advances in battery technology, artificial intelligence, and digital connectivity. Tesla’s marketing environment is also affected by economic conditions (Pavlovic et al., 2024). The purchasing power of the consumers who buy electric cars, which are commonly considered expensive items, is influenced by inflation and interest rates, and the level of their disposable income. Consequently, Tesla marketing will have to pay more attention to affordability, financing opportunities, and cost savings in the long term. Social forces, including the increased environmental awareness and fear of climate change, have a positive impact on the demand for electric vehicles and reinforce the brand position of Tesla as a brand oriented on sustainability.
At the micro level, one of the factors is competition. The competition is becoming more intense as traditional car producers and newcomers are spending a lot of money on EVs. This will force Tesla to constantly support its differentiation by innovation, brand reputation and customer experience. There is also an increase in the expectations of the customer, especially on the quality of service, reliability, as well as after-sales services. These elements determine the way Tesla transmits the value and develops trust (Huang, 2025). Tesla has another marketing environment that is influenced by suppliers and distribution channels. Direct-to-consumer sales model of Tesla provides a larger ability to control pricing and brand message, but also leaves the responsibility to communicate with the customer and maintain the relationships. All in all, macro and micro environmental factors necessitate Tesla to be responsive and flexible in its marketing strategy to be competitive.
3. Target market and marketing mix
Environmentally conscious consumers, technology fans and buyers of high-performance vehicles are some of the target markets in Tesla. The company is not targeting the market through broad demographic segmentation but a targeted segmentation based on values, lifestyle, and innovation preferences. This allows Tesla to have a strong and steady brand. In supporting the strategy of Tesla, the marketing mix, or 4Ps, is significant. The 4Ps are described below:
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[bookmark: _Toc218602765]Figure 1: 4ps of Marketing Mix
Source: (Lim, 2021)
Product
Product strategy aims at high-end electric cars that are technologically advanced, with a smooth design and constant software upgrades. Innovation, performance, and sustainability are the differentiating components of Tesla products.
Price
Price has a value-based pricing strategy. Though Tesla cars are quite expensive, the company emphasises long-term savings, benefits in performance, and environmental worth.
Place
Place is the direct-to-consumer distribution of Tesla. Cars are retailed mostly online and in the form of company-owned showrooms, providing Tesla with complete control over the customer experience (Olson, 2022). This strategy will decrease the reliance on dealerships and enhance the brand consistency.
Promotion
The major focus of promotion is based on online platforms and social media activity, PR, and word of mouth, instead of paid advertisement. This combination of the 4Ps helps Tesla to position itself as a brand that is modern, innovative, and customer-oriented.
4. Communication channel and choices of media for communication
Tesla employs an extremely digital-oriented media strategy, which is supportive of the innovative brand image that it carries. The social media, online platforms and digital content are the main focal points in Tesla marketing communications. The earned media has a huge positive impact on the company since the news. Reports and customer discussions help to create awareness without the promotion (Vranjes, and Tomasevic, 2024). The Tesla site is one of the most important channels of communication and sales as it contains a lot of information about the products, prices, and orders. Optimisation of search engines ascertains high visibility in the consumer research phases. Communication via email is applied to communicate updates and interact with customers instead of promoting aggressively. This will be successful in targeting technology-driven consumers and minimising marketing expenses. But tiny consumption of conventional media can decrease penetration of less digitally engaged audiences. Although the media choice made by Tesla aligns with its brand, the increase in communication channels would aid in the expansion of market penetration.
5. Measurement of marketing success
The success of marketing is crucial in the measurement of marketing so that it is effective in enhancing the organisational goals. The lack of measurement systems would make performance measurement, resource allocation justification, and strategic decision-making hard. Tesla has long been using such indicators of high level, like an increase in sales, delivery of vehicles and brand exposure. Although these are considered successful on an overall basis, they fail to give a detailed account of the effectiveness of particular marketing activities. Balanced Scorecard is an effective tool for enhancing marketing measurement and control. Financially, Tesla can evaluate financial metrics like revenue growth by segment, customer acquisition cost and marketing cost-effectiveness. These metrics will assist in establishing whether marketing initiatives are contributing to profitability and effective utilisation of resources. On the customer side, the indicators which must be used to comprehend the long-term value creation are customer satisfaction, brand commitment, and repeat buying rates.
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[bookmark: _Toc218602766]Figure 2: Balanced Scorecard
Source: (Kumar, et al. 2024)

The internal process measures involve the effectiveness and quality of the marketing operations, such as the consistency of communication, its responsiveness, and the consistency of linkages with sales and service operations. The measures of learning and growth take into consideration the capability of Tesla to be innovative and enhance marketing capabilities in the long run, i.e. the development of digital skills and the use of data analytics. Through the introduction of the Balanced Scorecard method, Tesla will be able to gain greater control over the performance of the marketing and ensure that the marketing efforts are aligned with the strategic objectives. Such a system of structured measurements contributes to the constant improvement process and keeps Tesla in a high and competitive position on the market.
[bookmark: _Toc218598086]Task 2: Conclusion and Recommendations.
The analysis of the marketing activities of Tesla indicates that the company is applying a unique and mostly successful marketing strategy. Tesla has incorporated marketing to be in line with innovation, product development, and sustainability, and has not resorted to the application of conventional promotional tools significantly. STP theory, concentration on marketing mix, and communication technologies through the Internet have helped Tesla to develop a high brand recognition and customer loyalty. Nevertheless, the review also reveals the points of improvement, especially in structured planning, performance measurement, and market expansion. Due to the competition and Tesla being spread to wider customer groups, a more controlled and balanced marketing strategy is needed. The recommendations below will solve these issues and look to facilitate the long-term success of Tesla in marketing.
Work out market-specific segmentation strategies.
Tesla ought to come up with more intensive, market-focused segmentation strategies that would enable its market penetration into various international markets. Although Tesla would be using general psychographic and behavioural segmentation today, this is not the most effective method of recognising the differences in consumer needs across the areas. Other aspects like income, the availability of infrastructure, cultural beliefs on sustainability, and the government support in terms of electric vehicles among the countries differ widely (Markovic, and Madic, 2021). A more sophisticated segmentation plan would enable Tesla to structure its marketing in a more precise way. Market-specific segmentation would include subdivision of customers in each country or region into distinct groups depending on the income, lifestyle, mobility requirements, as well as willingness to use electric vehicles. As an example, rural consumers can be more interested in driving range and reliability, whereas urban consumers can be more interested in compact cars and convenience in charging. With this awareness of the differences, Tesla will be able to create more appropriate marketing messages and product communication. The strategy would enhance targeting decisions as well. Tesla may focus on the segments that have the greatest growth potential and develop campaigns that would address their particular needs. Better product targeting would save time spent on unsuccessful marketing and enhance the conversion rate. Moreover, product and pricing teams would be provided with insights on segmentation to make the product and pricing aligned with customer expectations (Kolovic et al., 2023). Notably, the targeting based on market segments does not render Tesla a weak brand on an international level. Such core brand values as innovation and sustainability may stay relevant, whereas messaging may be altered to local requirements. In general, better segmentation would result in better customer knowledge, more engagement, and long-term expansion of Tesla in developed and emerging markets.
Mid-level product communication Strategies
Tesla needs to implement more aggressive and direct communication measures for their mid-level and less expensive car models. In the past, Tesla has placed a lot of emphasis on marketing on innovation, performance and premium technology. Although this has worked in terms of attracting the early adopters and high-income consumers, it might not be fully responsive to the concerns of more price-sensitive customers. This is essential as Tesla grows its customer base because effective communication is required on how the mid-range models are valuable in the of money. The marketing messages are to be based on affordability, financing schemes, cost saving in the long-term, and feasibility (Bogetic et al., 2021). Due to concerns about the purchase price of the electric vehicle by a large number of consumers, the purchase price of the electric vehicle still stands as a key impediment to electric vehicle adoption. Being open about these issues would enhance the attractiveness of Tesla to the mainstream markets. Effective communication in the area of total cost of ownership is especially essential. Tesla needs to emphasise fuel, maintenance, and tax savings in order to show long-term financial gains. The ease with which consumers understand value could be compared to that of traditional petrol vehicles. An easy and convenient way of presenting this information should be used (Mitic, and Ognjanov, 2022). Introducing different communication strategies to various levels of products will help Tesla to prevent confusion and enhance the decision-making of customers. This strategy will facilitate growth that is inclusive and does not compromise Tesla’s innovative brand image. Better communication of mid-level products would enable Tesla to compete better in a saturated electric vehicle market.
Building brand trust with the help of after-sales marketing
Tesla needs to put more focus on after-sales marketing in order to build customer confidence and customer satisfaction in the long run. Although Tesla is strongly identified as a company that has a high level of innovation and performance, there are still potential customers who have doubts about the quality of service, availability of repair, and customer service. Such issues may negative impact on the decisions of purchasing the electric vehicles, especially for first-time users. Marketing of the after-sales should aim at relaying the message of service reliability, warranty and support systems (Raletic et al., 2025). Tesla may leverage marketing communication to make known the service centres, mobile servicing plans, and response times enhancements. True testimonials of customers and data on service performance may be used to create confidence and credibility. The strategy would also facilitate customer retention. Customers who feel that they were supported following purchase have higher chances of being loyal and referring other customers to the brand. Maintenance tips, software update clarifications and service reminders may be found in the after-sales communication (Marinkovic, and Dordevic, 2022). Such activities will increase the total customer experience, as well as brand trust. Perceived risk is also lowered through the strengthening of after-sales marketing. To a wide range of consumers, buying an electric vehicle is one of the major changes. Avoid uncertainty by making it clear that support and service will be provided, and this motivates uptake. On the whole, after-sales marketing is not a cost but a long-term brand investment that would add loyalty to customers and a competitive advantage.
Educate more mainstream consumers about the product.
Tesla needs to increase its marketing efforts based on education levels in a big way to aid mainstream consumer adoption. Even though the level of awareness about electric vehicles has grown, a lot of consumers do not have clear knowledge in terms of the charging processes, battery life, maintenance, and environmental benefits. Marketing based on education allows the minimisation of confusion and aids in making an informed decision. Tesla can work out the educational program with the use of videos, interactive devices, webinars, and online manuals that will describe the process of owning electric vehicles in a simple way. Such materials need to discuss the frequent questions and myths, including charging time, home electric installation, and range. Tesla could distribute the content related to education using the site, as well as social media and communication pathways with customers. This is a strategy that would make Tesla a reliable specialist and not a mere car company (Szeląg-Sikora et al., 2025). It helps in brand credibility and long-term trust. Marketing based on education is especially significant in markets in which the implementation of electric vehicles is in its early stages. It can also promote the sustainability ambitions of the government, as Tesla will appear as a responsible brand. Due to education, Tesla can ease the barriers to adoption and prompt more consumers to think of electric cars. This plan helps in a sustainable increase, and it is very much aligned with the Tesla mission-driven brand identity.
Coordinate the marketing metrics with to balanced scorecard objectives.
Tesla ought to officially streamline the Balanced Scorecard framework with its marketing metrics to enhance the process of strategic control and performance measurement. Although Tesla is able to monitor the sales and delivery numbers, the indicators are not enough to measure the success of marketing efforts. The Balanced Scorecard approach will enable Tesla to assess marketing in a variety of ways. Financially, marketing metrics are to encompass customer acquisition cost, return on marketing investment and revenue contribution by segment. Tesla must monitor customer satisfaction, loyalty, and brand perception. Intra-process measures might be efficiency measurement in the delivery of communication and responsiveness in customer service (Griffith et al., 2021). The measures of learning and improvement might be used to evaluate innovation and the development of marketing skills. By aligning the marketing activities against these four dimensions, it will be certain that the short-term sales objectives will not be at the expense of the long-term brand development. It is also beneficial in enhancing accountability and evidence-based decision-making. It is easier to determine the areas of strength and weakness by marketing managers. In general, the Balanced Scorecard would improve transparency, strategic alignment and continuous improvement.
Improve the cooperation of the marketing and product teams.
Tesla needs to enhance the partnership between the marketing and product development teams to guarantee enhanced matching between customer requirements and product attributes. The culture of innovation that is already present in Tesla promotes cross-functional work, and a more organised collaboration would improve the effectiveness of marketing. Prior involvement of marketing teams in product development processes should be done with the intention of giving customer feedback and market insights (Sensors, 2023). This would make sure that new features and innovations are based on the actual needs of the customers and communicated. Earlier cooperation also helps in superior positioning and launches strategies. Better cooperation will minimise the chances of misalignment of product capabilities and customer expectations. It also allows the marketing departments to generate more focused and convincing communication content. In general, the integration between marketing and product groups will be closer to enhance customer satisfaction and competitive advantages.
Develop localised marketing programs.
The company needs to focus on community-based marketing programs to enhance emotional relationships with customers. Community building fosters loyalty and advocacy and long-term commitment. Tesla already enjoys great customer communities, but they can be better strategised. Some community efforts would comprise owner events, online forums, sustainability projects and referral programmes. These actions enable the customers to share and have a sense of belonging to a bigger cause. Marketing that includes community is aligned with Tesla, which has a mission-oriented brand. Good communities enhance word-of-mouth promotion and minimise the use of paid advertisement. They also give good feedback and insight on customer needs (Orazi et al., 2023). In general, community-based marketing favours brand equity and sustainability in the long run.


[bookmark: _Toc218598087]Conclusion
This assignment has critically reviewed the marketing practices done by Tesla using the most important marketing theories and frameworks, such as segmentation, targeting and positioning, the marketing mix and performance measurement using the Balanced Scorecard. As it was revealed in the analysis, Tesla has been really successful in its marketing due to the innovative products, clear mission and strong brand identity. Tesla does not depend on classic advertising, but resorts to product-led communication, online platforms, and brand advocacy to find and keep customers. This strategy has been useful in ensuring the company enjoys high brand awareness and loyalty in international markets. Nevertheless, a number of weaknesses of Tesla in the present-day marketing strategy are also discussed. Generalised segmentation and less formal planning can make the expansion of Tesla into more competitive and diverse markets less effective. This is because the performance measurement is not organised, and it is hard to evaluate the effects of certain marketing actions fully. Moreover, issues of price, after-sales services, and consumer awareness of electric cars have remained in the minds of customers in making decisions, especially among mainstream customers. The given recommendations help to fill these gaps by promoting a more profound segmentation, value-based communication, marketing oriented on education and better performance control with the help of the Balanced Scorecard. It has also focused on community engagement, cross-functional cooperation and building trust by using after-sales marketing. Combined, these plans should enable the company to sustain the growth and preserve the innovative and mission-driven Tesla brand image. In general, Tesla marketing operations are still very efficient but need to be more organised and strategically controlled in order to be competitive in the long term. Implementation of the suggested enhancement will help Tesla increase customer interaction, make marketing more efficient, and earn a stronger stance as one of the leading electric vehicle vendors across the globe.
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