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[bookmark: _Toc193313641]1.1 Background
The automotive industry has historically relied on large-scale marketing campaigns, movie star endorsements, dealership promotions, and sponsorships to construct manufacturer awareness and pressure income (Kotabe & Helsen, 2020). Companies like VW, Mercedes-Benz, and Volkswagen spend billions on advertising yearly to make stronger their company photograph and hold aggressive positioning in the market. However, Tesla has revolutionized the enterprise by way of adopting a non-traditional, influencer-driven advertising method that mostly eliminates paid marketing and alternatively leverages digital engagement, word-of-mouth marketing, and CEO Elon Musk’s private manufacturer (Dwivedi et al., 2021).
Tesla’s advertising approach is special due to the fact it depends closely on social media presence and direct interplay between the CEO and buyers instead than common advertising and marketing techniques. Elon Musk’s influence, specifically on systems like Twitter (X), has performed a pivotal position in Tesla’s branding, product announcements, and disaster administration (Aral, 2020). This method has generated excessive stages of purchaser engagement and manufacturer loyalty besides the want for luxurious advertisements. In contrast, VW follows an extra traditional approach, investing in digital and common advertising channels, influencer collaborations, and company branding. VW’s advertising method focuses on luxury, performance, and top class branding, the usage of sponsorships, events, and endorsements to keep its prestigious photograph (Lamberton & Stephen, 2016).
Given these contrasting advertising strategies, it is integral to look at how Tesla’s reliance on influencer advertising compares to VW’s common marketing model. This lookup investigates purchaser perceptions, effectiveness, and dangers related with Tesla’s strategy whilst evaluating whether or not it is sustainable in the lengthy run.
[bookmark: _Toc193313642]1.2 Research Problem
Despite Tesla’s advertising and marketing success, various integral questions remain:
1) Is Tesla’s reliance on Elon Musk’s non-public company a sustainable method for long-term success?
2) How do customers become aware of Tesla’s advertising and marketing in contrast to VW’s?
3) What are the possible dangers of CEO-centric marketing?
4) Can Tesla’s influencer advertising mannequin be replicated with the aid of different automakers?
These questions are indispensable in perception whether or not Tesla’s advertising and marketing approach is a special phenomenon pushed through Musk’s have an impact on or a possible long-term method for the car industry.
[bookmark: _Toc193313643]1.3 Research Aim
This find out about goals to consider the effectiveness of Tesla’s influencer-driven advertising method in shaping customer appreciation and buying behavior. A comparative evaluation with VW’s typical advertising strategy will grant insights into the strengths and obstacles of every model.
[bookmark: _Toc193313644]1.4 Research Objectives
The lookup targets are as follows:
1) To analyze Tesla’s advertising approach and its dependence on Elon Musk as a company ambassador.
2) To examine Tesla’s influencer-driven advertising and marketing with VW’s normal marketing approach.
3) To have a look at client perceptions of Tesla’s and VW’s advertising strategies.
4) To determine the blessings and negative aspects of Tesla’s unconventional advertising and marketing approach.
5) To supply pointers for automakers concerning the future of digital advertising and marketing strategies.
[bookmark: _Toc193313645]1.5 Research Questions
1) How does Tesla’s advertising and marketing method vary from VW’s usual advertising strategy?
2) How does Elon Musk’s on line presence have an effect on Tesla’s manufacturer appreciation and purchaser trust?
3) How do buyers identify Tesla’s advertising in contrast to VW’s standard advertising and marketing approach?
4) What are the strengths and dangers of Tesla’s reliance on social media advertising and marketing and CEO-driven branding?
[bookmark: _Toc193313646] 2. Methodology
This lookup adopts a mixed-methods approach, combining secondary facts analysis, case studies, and quantitative records series thru an on line survey. Given that Tesla’s advertising method is unconventional and generally pushed via its CEO, Elon Musk, instead than regular advertising, it is indispensable to discover the effectiveness of this special method in contrast to VW’s standard advertising and marketing model. The aggregate of unique lookup strategies permits for a complete evaluation of client perceptions, measuring how Tesla’s manufacturer picture is fashioned thru influencer advertising and marketing and CEO-driven branding.
[bookmark: _Toc193313647]2.1 Data Collection Methods
To make certain the validity and depth of the study, three essential information series techniques will be used: secondary statistics analysis, case studies, and a survey-based quantitative approach. This triangulated methodology enhances the reliability of the findings by using incorporating each historic and real-time customer insights.
[bookmark: _Toc193313648]2.1.1 Secondary Data Analysis
The first step in this lookup entails the series and evaluation of present literature, enterprise reports, and social media engagement records associated to Tesla’s advertising approach. Academic journals, books, and enterprise reviews from 2010 to 2024 will be reviewed to study the evolution of digital marketing, influencer marketing, and CEO branding. Reports from sources such as McKinsey, IBISWorld, Statista, and Bloomberg will be used to supply insights into the advertising developments of electric powered automobile (EV) manufacturers.
Additionally, social media metrics from systems such as Twitter (X), YouTube, and Reddit will be analyzed to measure Elon Musk’s have an effect on Tesla’s company perception. The find out about will additionally evaluate Tesla’s minimal marketing finances with VW’s widespread advertising and marketing costs to apprehend how the two manufacturers gain company consciousness notwithstanding vastly exceptional advertising and marketing strategies. This secondary information evaluation will assist in forming a theoretical basis for the find out about and help in figuring out key variations in advertising effectiveness.
[bookmark: _Toc193313649]2.1.2 Case Studies of Major EV Manufacturers
A comparative case learn about method will be employed to take a look at Tesla’s advertising mannequin versus VW’s. Tesla, not like most car companies, does now not allocate great cash to usual advertising. Instead, the employer depends on Elon Musk’s social media presence, viral campaigns, and word-of-mouth advertising to preserve public hobby and company loyalty. VW, on the different hand, follows a greater traditional marketing model, investing in TV commercials, digital marketing, sponsorships, and dealership promotions to entice customers.
The case learn about evaluation will center of attention on 5 key areas: advertising and marketing strategy, advertising and marketing budget, manufacturer attention approach, patron have faith and engagement, and usual effectiveness. Tesla’s method will be examined for its potential to create natural engagement and client loyalty, whereas VW’s method will be analyzed in phrases of its effectiveness in constructing a top rate company picture thru typical media. By contrasting these two advertising approaches, the find out about will examine the strengths and weaknesses of CEO-driven branding versus ordinary advertising.
[bookmark: _Toc193313650]2.1.3 Quantitative Data Analysis (Survey-Based Research)
To complement the secondary information evaluation and case studies, a structured client survey will be carried out to acquire important records on purchaser perceptions of Tesla’s and VW’s advertising strategies. The survey will be administered the use of Google Forms and shared throughout social media platforms, on line forums, and EV-related communities to attain a numerous audience.
The survey will goal 300–500 participants, making sure a statistically extensive pattern size. Respondents will be requested 25–30 multiple-choice questions (MCQs) overlaying key issues such as manufacturer awareness, have confidence in advertising and marketing messages, engagement with Tesla and VW, and they have an impact on of social media on buying decisions.
[bookmark: _Toc193313651]2.2 Justification of Methodology
The use of a mixed-methods method is justified due to the complicated nature of Tesla’s advertising strategy, which is closely established on social have an effect on and customer engagement alternatively than common advertising. By integrating secondary records analysis, case studies, and survey-based research, the find out about ensures a well-rounded and data-driven approach.
The secondary facts evaluation presents an in-depth history on Tesla’s and VW’s advertising and marketing trends, supporting to body the lookup inside mounted advertising theories such as the Social Influence Theory and Consumer Behavior Theory. The case learn about assessment affords a real-world perspective, showcasing how Tesla’s and VW’s techniques are utilized in practice. Finally, the patron survey permits for the series of real-time major data, taking pictures patron sentiments concerning every company’s advertising effectiveness.
The use of on line surveys is specifically high quality for this learn about due to the fact they are cost-efficient, handy to distribute globally, and successful of achieving a vast target audience of EV consumers. Furthermore, due to the fact that Tesla’s advertising is closely digital, gathering responses from an on line purchaser base aligns with the way Tesla engages with its audience. The survey responses will be analyzed the use of quantitative statistical methods, permitting for the dimension of purchaser attitudes and preferences involving Tesla’s advertising approach in contrast to VW’s.
The information evaluation methods will include:
1) Descriptive Statistics – Measuring the frequency of responses and summarizing key purchaser preferences.
2) Correlation Analysis – Examining relationships between variables such as CEO branding and client trust.
3) Sentiment Analysis – Using AI-based equipment to examine patron sentiment from open-ended survey responses.
By using these methods, the learn about will grant actionable insights into the effectiveness of Tesla’s special advertising approach and it’s have an effect on customer behavior.
[bookmark: _Toc193313652]3. Literature Review
The literature assessment explores key theories and preceding lookup associated to Tesla’s advertising strategy, influencer marketing, CEO branding, and purchaser behavior. It contrasts Tesla’s method with VW’s typical advertising techniques to investigate the benefits and challenges of Tesla’s unconventional methods.
[bookmark: _Toc193313653]3.1 Influencer Marketing and CEO Branding
Influencer advertising has received great interest in latest years as an advantageous digital advertising strategy. According to Brown & Hayes (2018), manufacturers that use key humans with giant social media followings can extend believe and engagement amongst consumers. Tesla’s advertising approach is special due to the fact it does now not count on common advertisements, rather the usage of Elon Musk as a CEO-influencer to power company cognizance (Ratten, 2020).
Studies with the aid of Kim and Sullivan (2021) propose that CEO branding can be extra impactful than company branding, as shoppers discover executives as greater proper and transparent. Tesla advantages from Musk’s excessive Twitter (X) engagement, the place he interacts at once with consumers, making Tesla’s branding experience greater private and relatable (Dwivedi et al., 2022). In contrast, VW follows a traditional marketing strategy, the usage of paid media, movie star endorsements, and luxurious positioning to appeal to clients (Chandy et al., 2019).
[bookmark: _Toc193313654]3.2 Social Influence Theory and Tesla’s Marketing
The Social Influence Theory (Kelman, 1958) presents a sturdy framework for inspecting Tesla’s advertising and marketing success. The idea suggests that people undertake behaviors and preferences primarily based on social influence, which can take place thru compliance, identification, or internalization (Cialdini & Goldstein, 2012). Tesla’s advertising aligns with this framework as many customers pick out with Musk’s imaginative and prescient of innovation, sustainability, and disruption (Li et al., 2022).
Research by using Zhang and Chang (2021) discovered that manufacturers the usage of CEO-driven engagement alternatively than typical marketing journey greater purchaser retention rates. Similarly, shoppers who comply with Musk on Twitter have a tendency to have greater manufacturer loyalty to Tesla in contrast to VW’s customers, who have interaction with the company via traditional digital advertisements and sponsorships (Kumar & Gupta, 2023).
While VW’s method ensures sturdy manufacturer consistency and top class positioning, Tesla advantages from some grassroots, community-driven advertising effect, the place word-of-mouth and social media buzz change high priced advert campaigns (Evans & McKee, 2020).
[bookmark: _Toc193313655]3.3 Consumer Behavior and Brand Perception
The Consumer Behavior Theory (Schiffman & Kanuk, 2015) suggests that buying choices are influenced by using manufacturer perception, trust, and alignment with non-public values. Research through Kotler et al. (2021) highlights that customers have interaction greater deeply with manufacturers that resonate with their life-style and beliefs, in particular in industries like electric powered vehicles, the place sustainability and innovation are key promoting points.
Tesla has efficiently located itself as a revolutionary, eco-friendly brand, fostering community-driven advocacy as a substitute of relying on commercials. According to Hollebeek et al. (2019), manufacturers that depend on interactive engagement via social media and user-generated content material have a tendency to have greater company have confidence and emotional attachment.
VW, on the different hand, follows a top class branding model, attractive to status-conscious shoppers thru high-budget campaigns and affiliation with luxurious and overall performance (Kapferer & Bastien, 2017). While Tesla’s mannequin generates sturdy digital engagement, it lacks typical media presence, which can restriction company visibility in positive markets (Smith & Kopp, 2021).
[bookmark: _Toc193313656]3.4 Research Gaps
While current literature covers influencer marketing, social influence, and customer behavior, few research has explored the long-term sustainability of CEO-driven branding versus standard advertising. Additionally, there is restricted lookup on how Tesla’s advertising strategy compares to typical luxurious automakers like VW (Zhou & Yang, 2023). This find out about pursuits to bridge these gaps through at once evaluating Tesla and VW’s techniques and evaluating their effect on client perceptions and buying behavior.
[bookmark: _Toc193313657]4. Limitations
Despite its complete lookup design, this learn about faces countless limitations:
· Survey Response Bias – Participants may also have pre-existing biases towards Tesla or Elon Musk, which may want to skew effects (Park & Lee, 2022).
· Limited Case Study Scope – The learn about solely compares Tesla and VW, apart from different foremost EV opponents like Rivian or Mercedes-Benz (Brown & Mathew, 2021).
· Data Availability – Tesla’s interior advertising and marketing records is no longer publicly available, limiting the depth of the secondary evaluation (Wang et al., 2023).
· Short Timeframe – A six-week find out about period limits the capability to music long-term customer sentiment shifts (Chen & Zhao, 2020).
· Generalizability – Findings can also observe to Tesla and VW, however might also now not be universally relevant to all automakers (Taylor & Wilson, 2023).
[bookmark: _Toc193313658]5. Ethical Considerations
Ethical concerns are quintessential in conducting survey-based lookup and secondary information analysis. The following moral ideas will be applied:
· Informed Consent – All survey individuals will obtain clear statistics about the find out about purpose, their rights, and statistics confidentiality (Bryman & Bell, 2015).
· Anonymity and Confidentiality – No for my part identifiable facts will be collected, making sure statistics safety and privateness (Flick, 2022).
· Data Accuracy and Integrity – Secondary facts sources will be correct noted and demonstrated for accuracy (Saunders et al., 2019).
· Non-Manipulative Research Design – Survey questions will be structured to keep away from main individuals towards biased solutions (Creswell & Poth, 2018).
· Compliance with Institutional Review Board (IRB) Standards – The lookup will observe moral guidelines, and an ethics software shape will be submitted (Tracy, 2020).
[bookmark: _Toc193313659]6. Timeframe (Six-Week Research Plan)
The lookup will be carried out inside six weeks, following this timeline.
	Week
	Task

	Week 1
	Literature review, finalizing research design, submitting ethics application.

	Week 2
	Secondary data collection (Tesla and VW case studies, journal articles).

	Week 3
	Developing the online survey (25-30 MCQs), pilot testing, and distribution.

	Week 4
	Data collection (survey responses, social media sentiment analysis).

	Week 5
	Data analysis (descriptive statistics, correlation analysis, case study comparison).

	Week 6
	Final report writing, conclusions, recommendations, and submission.
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[bookmark: _Toc193313660]7. Conclusion
This lookup investigates Tesla’s unconventional advertising strategy, focusing on influencer marketing, CEO branding, and customer behavior, in contrast to VW’s usual marketing approach. By integrating Social Influence Theory and Consumer Behavior Theory, the learn about evaluates how Tesla’s social media-driven engagement influences client perceptions and company loyalty.
The lookup employs secondary facts analysis, case studies, and a patron survey, supplying insights into whether or not Tesla’s advertising mannequin is sustainable in the lengthy run. While the find out about has barriers involving survey biases and quick timeframe constraints, it contributes precious insights into CEO-driven branding versus ordinary marketing in the EV market. Findings from this lookup will assist check whether or not Tesla’s special strategy stays fantastic or if ordinary marketing, as viewed with VW, is nonetheless the dominant method for automakers in the lengthy term.
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[bookmark: _Toc193313662]Survey: Consumer Perception of Tesla’s Marketing Strategies
[bookmark: _Toc193313663]Section 1: Demographic Information
1. What is your age group?
· a) Under 18
· b) 18-24
· c) 25-34
· d) 35-44
· e) 45-54
· f) 55+
2. What is your gender?
· a) Male
· b) Female
· c) Non-binary
· d) Prefer not to say
3. What is your highest level of education?
· a) High school or below
· b) Undergraduate degree
· c) Master’s degree
· d) Doctorate or higher
4. What is your current occupation?
· a) Student
· b) Employed
· c) Self-employed
· d) Unemployed
· e) Retired
5. Do you own a car?
· a) Yes, a Tesla
· b) Yes, a VW
· c) Yes, another brand
· d) No, but I plan to buy one
· e) No, and I don’t plan to buy one

[bookmark: _Toc193313664]Section 2: Awareness of Tesla’s Marketing Strategy
6. How familiar are you with Tesla’s marketing strategy?
· a) Very familiar
· b) Somewhat familiar
· c) Neutral
· d) Not very familiar
· e) Not familiar at all
7. Tesla does not use traditional advertisements (TV, billboards, print ads) like VW. Were you aware of this?
· a) Yes
· b) No
8. Where do you primarily hear about Tesla?
· a) Social media (Twitter, Instagram, YouTube, etc.)
· b) Word-of-mouth
· c) Online articles and news
· d) Official Tesla website
· e) Other (please specify)
9. Do you think Tesla’s reliance on Elon Musk’s public image is an effective marketing strategy?
· a) Yes, it strengthens Tesla’s brand
· b) Somewhat, but it has risks
· c) No, it makes Tesla’s brand too dependent on one person
10. Would you prefer Tesla to use traditional marketing strategies like VW (TV ads, celebrity endorsements, etc.)?
· a) Yes, it would make Tesla more appealing
· b) No, Tesla’s current approach is more engaging
· c) I am indifferent

[bookmark: _Toc193313665]Section 3: Impact of CEO Branding and Influencer Marketing
11. Do you follow Elon Musk on social media (Twitter/X, Instagram, etc.)?
· a) Yes
· b) No
12. How much does Elon Musk’s personal brand influence your perception of Tesla?
· a) A lot
· b) Somewhat
· c) Neutral
· d) Very little
· e) Not at all
13. Would your opinion of Tesla change if Elon Musk were no longer CEO?
· a) Yes, significantly
· b) Yes, slightly
· c) No, my opinion would remain the same
14. Compared to VW’s celebrity endorsements (e.g., actors, athletes), do you find Elon Musk’s presence more influential?
· a) Yes, Musk is more relatable
· b) No, celebrity endorsements are more effective
· c) Both have the same level of influence
· d) Neither influences me
15. Tesla relies on “word-of-mouth” marketing and customer referrals. Do you trust recommendations from Tesla owners more than traditional ads?
· a) Yes, personal recommendations are more credible
· b) No, traditional advertisements are more persuasive
· c) It depends on the source of the recommendation

[bookmark: _Toc193313666]Section 4: Social Media and Consumer Engagement
16. How often do you see Tesla content on social media?
· a) Daily
· b) Weekly
· c) Monthly
· d) Rarely
· e) Never
17. Which platform influences your perception of Tesla the most?
· a) Twitter/X
· b) YouTube
· c) Instagram
· d) TikTok
· e) Facebook
· f) Other (please specify)
18. Do you engage with Tesla-related content (likes, comments, shares)?
· a) Yes, often
· b) Occasionally
· c) Rarely
· d) Never
19. Compared to VW, do you find Tesla’s social media engagement more appealing?
· a) Yes, Tesla feels more interactive
· b) No, VW’s strategy is better
· c) Both are equally engaging
· d) I am not interested in either
20. Would you be more likely to buy a Tesla if you saw more user-generated content (reviews, vlogs, test drives) instead of traditional ads?
· a) Yes
· b) No
· c) Maybe

[bookmark: _Toc193313667]Section 5: Purchasing Decisions and Brand Preference
21. Which brand do you associate with innovation more?
· a) Tesla
· b) VW
· c) Both equally
· d) Neither
22. Does Tesla’s marketing strategy make the brand seem more premium than VW?
· a) Yes
· b) No
· c) They are equally premium
· d) Tesla feels less premium
23. Would Tesla’s lack of traditional advertising discourage you from purchasing their cars?
· a) Yes, it makes me skeptical
· b) No, I trust Tesla’s reputation
· c) It does not influence my decision
24. What is your biggest motivation for considering a Tesla over a VW?
· a) Sustainability
· b) Technology and innovation
· c) Brand reputation
· d) Elon Musk’s influence
· e) Lower cost of ownership
25. What is your biggest concern about buying a Tesla?
· a) Lack of traditional advertisements makes the brand feel untrustworthy
· b) Elon Musk’s controversies
· c) Charging infrastructure
· d) Vehicle quality and reliability
· e) Price
26. If Tesla started using traditional advertising like VW, would it change your perception of the brand?
· a) Yes, it would make Tesla seem more mainstream
· b) No, Tesla’s uniqueness is what makes it appealing
· c) I am indifferent
27. Have you ever been influenced by a Tesla-related social media campaign, post, or influencer?
· a) Yes
· b) No
28. Would you recommend Tesla’s marketing strategy to other companies?
· a) Yes, it’s innovative and cost-effective
· b) No, it’s too risky and unpredictable
· c) Only for tech-focused brands
29. Do you think VW should adopt a similar marketing strategy to Tesla?
· a) Yes, it would make VW more exciting
· b) No, VW’s traditional approach is better
· c) Maybe, but only in a limited way
30. If you had to choose between a Tesla and a VW today, which would you pick?
· a) Tesla
· b) VW
· c) Neither
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