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INTRODUCTION
Tesla’s brand strength and innovation capabilities provide a powerful platform for launching Tesla Volt, a new electric motorcycle sub brand. Recent case studies show that Tesla’s competitive advantage stems from integrated marketing, technology leadership and a clear sustainability focus, which can be extended into two wheel mobility .At the same time, research on electric‑vehicle and e‑motorcycle adoption highlights that environmental concern, perceived usefulness and infrastructure strongly influence consumer intentions, especially in emerging urban markets (Ha, Thanh Tung & Nguyen 2023). This assignment critically applies contemporary marketing theory and empirical evidence to design a brand portfolio and marketing strategy for Tesla Volt in the growing electric motorcycle segment



Portfolio: Brand development for TESLA VOLT
Element 1 – STDP for Tesla Volt 
Tesla is a global leader in battery electric vehicles with a strong brand associated with innovation, sustainability and high performance. Tesla’s mission to “accelerate the world’s transition to sustainable energy” and its technology driven, direct‑to‑consumer model have helped build distinctive brand equity in the premium EV segment (Mangram, 2012; He et al., 2020). Extending this equity into two‑wheelers through a new sub‑brand, Tesla Volt, allows the firm to address fast growing demand for electric motorcycles while leveraging existing capabilities in batteries, software and charging infrastructure 
Global demand for electric motorcycles is growing rapidly, driven by urban congestion, environmental regulation and rising fuel prices (Sutopo et al., 2024). In dense cities, two‑wheelers offer manoeuvrability and easier parking, while electrification reduces local air pollution and noise . Studies on EV adoption indicate that environmentally concerned, tech‑oriented consumers are more willing to adopt battery‑electric mobility, especially when performance and cost of ownership are attractive (Rezvani et al., 2015; Hardman et al., 2017). Tesla Volt therefore fits both macro trends and the behavioural profile of existing Tesla customers, who typically value innovation, sustainability and status .
From a brand portfolio perspective, Tesla currently uses a branded house architecture, where the Tesla name dominates product lines . Brand extension literature suggests that strong parent brands can successfully enter new categories when there is perceived fit and the extension reinforces core associations . The move into electric motorcycles is congruent with Tesla’s expertise in electric powertrains and its positioning as a sustainable mobility company, reducing risks of brand dilution . The new sub brand, Tesla Volt, can carry a slightly more youthful, performance‑oriented image while remaining under the Tesla master brand.
Segmentation
Segmentation for Tesla Volt can be based on demographic, psychographic, geographic and behavioural variables. Research shows that early EV and electric motorcycle adopters are typically 25 to 45 years old, higher income, better educated and more open to new technologies (Rezvani et al., 2015). Psychographically, they are environmentally conscious, innovation seeking and often motivated by self expression and status (Noppers et al., 2014). Behaviourally, they tend to live in or commute through congested urban areas, travel moderate daily distances and value lower running costs and access to low emission zones (Hardman et al., 2017).
Geographically, major metropolitan areas in Europe and Asia with pollution controls and motorcycle cultures, such as London, Paris, Berlin, Jakarta and Bangkok, represent attractive clusters (Sutopo et al., 2024). In many of these cities, motorcycles and scooters account for a substantial share of trips, and policy support for electrification is increasing through subsidies and access privileges . These conditions create favourable contexts for a premium EV motorcycle that offers both environmental and functional benefits.
Targeting
Given limited initial production capacity and the premium positioning of Tesla, a concentrated targeting strategy focusing on a niche segment is appropriate. The primary target can be defined as urban professionals aged 25 to 45, with upper middle incomes, high technology involvement and strong pro‑environmental attitudes, who commute 10–40 km daily on congested routes This group has the financial ability to pay a premium, is more likely to value advanced connectivity features, and is already familiar with EV concepts from media or personal experience (Hardman et al., 2017).
Studies on electric motorcycle purchasing show that environmental awareness, perceived performance and operating cost savings are key purchase drivers, while limited range and charging are barriers . Tesla’s battery and software capabilities can directly address these barriers by offering competitive range and access to a sophisticated charging ecosystem, which strengthens the value proposition for the target segment (He et al., 2020).
Differentiation
Differentiation for Tesla Volt should build on three pillars: performance, connectivity ecosystem and sustainability. Research indicates that many consumers still associate EVs with weaker performance; however, when high torque and acceleration are demonstrated, this stigma reduces and attitudes improve (Rezvani et al., 2015). Tesla Volt can be engineered to deliver rapid acceleration and sport bike handling while maintaining a practical urban range, thereby combining hedonic and utilitarian benefits (Noppers et al., 2014; Hardman et al., 2017).
Second, integration with Tesla’s digital ecosystem differentiates Volt from rival electric motorcycles. Over the air updates, app based diagnostics and smart routing to chargers increase perceived technological sophistication and convenience . Research on smart connected products suggests that digital services can create ongoing engagement and lock in beyond the physical product sale (Porter and Heppelmann, 2014). Third, Tesla’s strong sustainability associations reinforce Volt’s environmental credentials, aligning with evidence that moral and environmental norms play an important role in EV uptake .
Positioning
A clear positioning statement for Tesla Volt could be: “For urban riders who want thrilling yet responsible mobility, Tesla Volt is a connected electric performance motorcycle that delivers sport bike excitement with zero tailpipe emissions, seamlessly integrated into the Tesla ecosystem.” This positioning places Volt at the intersection of high performance and high sustainability, a space where current offerings are limited (Sutopo et al., 2024). A perceptual map contrasting performance versus environmental impact would show conventional 600–1000cc motorcycles in a high performance but low sustainability quadrant, mass market e‑scooters in low performance but higher sustainability, and Tesla Volt in the premium high‑performance high sustainability quadrant .
This positioning is consistent with Tesla’s overall brand image and leverages the firm’s capacity for technological innovation and software‑driven differentiation . It also reflects findings that successful EV positioning must communicate both rational benefits (cost, access, charging) and symbolic value (status, progressiveness) to overcome adoption barriers (Rezvani et al., 2015; Hardman et al., 2017).

Element 2 – Marketing Mix 4Ps 
Product
The core product is sustainable, high‑performance urban mobility. At the actual product level, Tesla Volt would be a fully electric motorcycle with a mid‑sized battery pack, fast‑charge capability, advanced rider‑assist systems and a minimalist Tesla‑inspired design . Research on electric motorcycle markets indicates that users prioritise range, charging time, and performance, alongside style and brand image (Sutopo et al., 2024). Volt can be specified with a 15–20 kWh battery offering approximately 200–250 km urban range, regenerative braking and multiple riding modes to fit commuting and sport use.
The augmented product includes extended battery warranties, software updates, roadside assistance and access to Tesla’s digital services platform. Evidence from the broader EV sector shows that warranty coverage and after sales support significantly reduce perceived risk and increase adoption intentions (Rezvani et al., 2015; Hardman et al., 2017). Integration with the Tesla mobile app for route planning, theft tracking and remote diagnostics further strengthens the augmented offer and encourages ongoing engagement 
Price
Tesla generally pursues a value based, premium pricing strategy, justified by high perceived quality, performance and technology differentiation . Studies of EV purchase decisions show that although upfront price is a barrier, early adopters are willing to pay a premium when total cost of ownership and non‑monetary benefits are favourable (Rezvani et al., 2015; Hardman et al., 2017). In the electric motorcycle segment, premium brands such as Zero and Harley‑Davidson’s LiveWire already occupy higher price points compared with low‑cost Asian e‑bikes, suggesting space for a technologically superior, brand‑led entrant (Sutopo et al., 2024).
Tesla Volt should therefore be priced at a skimming‑plus level in each launch market, above mainstream ICE motorcycles and mass market e‑scooters but competitive with other premium EV motorcycles. Pricing can be communicated in terms of lower fuel and maintenance costs over time, consistent with research showing that highlighting total cost of ownership supports EV adoption . Financing options and subscription‑style battery or software packages may also appeal to younger urban professionals who favour access over ownership (Porter and Heppelmann, 2014).
Place
Tesla’s existing direct‑to‑consumer distribution model offers strong control over customer experience and data, and it should be extended to Tesla Volt. Direct online ordering, supported by Tesla stores and showrooms in major cities, aligns with evidence that EV buyers value detailed information, test‑drive opportunities and transparent pricing  Sierzchula et al., 2014). For motorcycles, additional test ride hubs and pop up locations near commuter corridors and lifestyle venues can provide experiential touchpoints 
Locating Volt within existing Tesla locations leverages established brand traffic, but some adaptation to motorcycle specific safety gear, accessories and service equipment will be necessary. Research on EV infrastructure emphasises that perceived charging access is critical, even if actual range is sufficient (Sierzchula et al., 2014). Where technically and legally feasible, selective use of Tesla’s fast charging network for motorcycles, or partnerships with urban charging providers, will support distribution and after sales service for Volt .
Promotion
Tesla is famous for relying heavily on earned media, word‑of‑mouth and CEO visibility rather than traditional advertising (Mangram, 2012). For Tesla Volt, a similar low paid media, high‑engagement promotional mix is appropriate, but adapted to motorcycle communities. Research on EV marketing suggests that demonstrations, test drives and social influence strongly shape attitudes and intentions (Rezvani et al., 2015; Noppers et al., 2014). Therefore, the promotional strategy should prioritise experiential marketing, influencer partnerships and online communities.
Digital channels will be central. Social media campaigns can showcase early prototypes, design details and acceleration performance, appealing to hedonic motives . Collaborations with motorcycle content creators and urban mobility influencers can amplify reach within niche segments that trust peer voices more than corporate advertising Launch events combining live demonstrations with streaming will generate earned media coverage, consistent with Tesla’s past model launches (Mangram, 2012; He et al., 2020).
Word‑of‑mouth programmes and referral schemes aimed at existing Tesla car owners can also drive adoption. Studies on customer engagement and brand communities show that highly engaged customers can act as voluntary marketers, especially in technology and lifestyle categories (Stocchi et al., 2016). Offering exclusive early access test rides or loyalty benefits for Tesla owners who refer Volt buyers would mobilise this community and strengthen cross‑category links within Tesla’s brand portfolio (Martinez and de Chernatony, 2004).

Element 3 – Marketing Strategy Pitch poster
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Element 4 – Reflection 
Developing the Tesla Volt brand concept and marketing strategy created an opportunity to apply advanced segmentation, targeting, positioning and marketing mix frameworks to a real company at the forefront of electric mobility. Engaging with current research on EV adoption and electric motorcycles highlighted how technological innovation, public policy and shifting consumer values interact in complex ways (Rezvani et al., 2015). This made clear that brand decisions in emerging categories cannot rely solely on intuition, but must be grounded in evidence about what actually drives or inhibits adoption.
One key insight was the importance of fit within the brand portfolio. Reading brand extension theory clarified why Tesla’s strong associations with sustainability and performance create favourable conditions for extending into motorcycles, but also that misalignment in perceived expertise could damage the parent brand (1990; Martinez and de Chernatony, 2004). Reflecting on this encouraged a more critical view of “brand stretch”, moving from an assumption that strong brands can extend anywhere to a more nuanced judgement about where they should compete.
The assignment also improved research and synthesis skills. Reviewing empirical studies on EV and electric motorcycle purchase behaviour required comparing methods, contexts and findings, then translating them into actionable segmentation and positioning choices (Hardman et al., 2017). This process developed the ability to move from descriptive literature review to critical, application‑oriented analysis, which is essential at postgraduate level. It also reinforced the value of using recent, peer‑reviewed articles rather than relying on consultancy reports or popular media alone (Rezvani et al., 2015).
Preparing the pitch summary prompted reflection on communication skills. Distilling a multi section written portfolio into a concise, persuasive narrative required prioritising only the most compelling insights and expressing them clearly for non‑specialist audiences. Research on customer engagement and brand communities underlined that emotional resonance and storytelling are as important as technical arguments in marketing communication (Noppers et al., 2014). In future projects, allocating more time to developing visuals and rehearsing delivery is likely to strengthen impact further.
Finally, the work highlighted areas for future development. The strategy relies heavily on secondary data; incorporating primary research with potential riders or motorcycle dealers would increase robustness. There is also scope to deepen the financial analysis, including projected volumes, margins and cannibalisation risks within Tesla’s portfolio, consistent with calls in the literature for more integrated techno‑economic evaluations of EV strategies (Sierzchula et al., 2014; He et al., 2020). Overall, the project enhanced both conceptual understanding and practical skills in designing evidence‑based brand strategies in fast‑changing markets.

CONCLUSION
A coherent conclusion for the Tesla Volt assignment should integrate Tesla’s brand strengths, EV adoption insights and the strategic logic of entering the electric motorcycle category. Tesla’s established capabilities in innovation, integrated marketing and direct to consumer sales provide a strong platform for extending its brand into premium, connected electric motorcycles through Tesla Volt .Empirical research on EV and electric motorcycle adoption confirms that attitudes, perceived usefulness, environmental concern and supportive infrastructure are decisive for uptake, especially in motorcycle‑dominated urban markets ( Nguyen‑Phuoc et al., 2024). By designing a differentiated product and marketing mix that addresses these drivers emphasising performance, connectivity, sustainability and a seamless ownership experience Tesla Volt can credibly expand Tesla’s brand portfolio while contributing to the wider transition towards low‑carbon urban mobility
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