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[bookmark: _Toc90926923]Executive Summary
The report studies the importance of marketing environment and situational analysis models, which enable to outline appropriate business strategies to drive organisational growth. During the last two years, businesses worldwide have suffered significant adverse impact on their operations due to the COVID-19 pandemic. An internal/external environmental analysis of Tesla, a leading provider of fully-electric vehicles, is conducted considering the impact of the pandemic on the company’s operations, to arrive at appropriate strategies that can promote its business growth/profits. Environmental analysis provides various benefits including adapting organisational strategies in line with the changing environmental factors; developing products that meet the customers’ evolving preferences/needs; abiding by new government regulations/laws;   and combatting competition better. 
SWOT analysis is conducted to identify ways in which Tesla can make use of its strengths to harness attractive opportunities and identify and overcome its weaknesses/threats.  PESTLE analysis helps identify the external factors affecting the company’s operations and formulate effective strategies to exploit growth-promoting factors and minimise the adverse consequences of negative aspects. Porter’s Five Forces analysis helps determine Tesla’s competitive position in the electric vehicles market and devise strategies to combat competitive threats and exploit growth opportunities. 
The various processes/stages in strategic marketing enable organisations to know about their customers’ needs and develop products/services to address their requirements. The report examines Tesla’s segmentation, targeting, positioning and marketing mix strategies. Segmentation, Targeting and Positioning (STP) enables organisations to effectively communicate about their product/service’s values and benefits to customers. The marketing mix includes the 4Ps, namely product, price, place and promotion, which are important aspects to be considered for effectively marketing an organisation’s product to its customers.
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[bookmark: _Toc90926925]Introduction
The report discusses the significance of situational/environmental analysis, which helps provide a clear perspective about the various environmental factors that influence the business and devise appropriate strategies to maximise organisational growth and profitability. The internal and external environment analysis of Tesla, a leading provider of eco-friendly electric vehicles, is conducted while taking into consideration the impact of COVID-19, to outline strategies that can help the company attain significant growth. The report also discusses the various stages/processes of marketing and explores Tesla’s segmentation, targeting, positioning and marketing mix strategies. 

[bookmark: _Toc90926926]LO1. The Processes and Stages of Marketing
The strategic marketing process indicates a range of steps, which would enable an organisation to know about its customers’ needs and develop offerings to address these needs (Kotler & Armstrong, 2017). The various stages in the strategic marketing process are given below: 
[bookmark: _Toc90926927]Outlining Mission and Goals/Objectives
The first step involves understanding the organisation’s mission, which signifies its core purpose and defines how its products/services would benefit its customers (Armstrong, et al., 2017). The mission of Tesla, a leading maker of fully-electric vehicles, is “To accelerate the world’s transition to sustainable energy” (Tesla, 2021). An organisation’s mission and goals/objectives are crucial in influencing and guiding its marketing strategy.
[bookmark: _Toc90926928]Situational Analysis
Situational analysis involves the organisation evaluating the external/internal factors, which could affect its business (Alsem, 2019). Situational analysis enables organisations to obtain a clear perspective of their business’s health, market trends and current market stance. A SWOT (Strengths, Weaknesses, Opportunities and Threats) analysis can be conducted for analysing the organisation’s internal environmental factors (Kunc, 2018). A PESTLE (Political, Economic, Social, Technological, Legal and Environmental) analysis is conducted to extensively analyse and identify external factors influencing the company (Alsem, 2019).  
[bookmark: _Toc90926929]Developing and Planning a Marketing Strategy
After identifying the opportunities through situational analyses, the organisation would select the opportunities that it would pursue. Outlining a marketing strategy/plan would involve specifying the company’s target markets, the ways to reach them, desired outcomes, the plan’s budget and the expected responses from competitors and customers (Paley, 2017). 
[bookmark: _Toc90926930]Devising Appropriate Marketing Mix
A marketing mix includes four important factors, namely “Product, Price, Place and Promotion”, which will guide the company in effectively delivering its product’s value to its customers (Kotler & Armstrong, 2017).  The ‘Product’ includes features, packaging, branding, quality and support provided; ‘Price’ includes list price, discounts and perceived value; ‘Place’ includes distribution channels, store locations and storage/transport; and ‘Promotion’ includes the company’s promotion channels, sales and publicity. 
[bookmark: _Toc90926931]Execution and Control
This stage involves carrying out the marketing strategy and entails reaching out to the company’s customers and informing/convincing them to make the purchase (Paley, 2017). The execution would include organising the requisite resources (cash/staff) to sell the product and outlining work schedules through weekly/monthly action plans to manage and attain specific goals so as to accomplish the company’s overall objectives.  The process is dynamic, requiring regular assessment/evaluation of the results in each stage (revenues, customer satisfaction etc.) and making necessary changes to ensure treading on the correct track. 

[bookmark: _Toc90926932]



LO2. The Role of Marketing Environment and Other Situational Analysis Models
An organisation’s marketing environment denotes the different external and internal factors that can affect the business and influence its marketing strategies and other activities (Kunc, 2018). These factors can be divided into internal factors, which are within the organisation’s control, and external factors such as technological advancements, over which the organisation lacks control. The company has to adapt its strategies and action plans in tune with the evolving external factors, which are not in its control (Yaneva, 2020). Environmental analysis helps the company understand key market trends/factors, which can enable it to develop the right product to meet its customers’ needs (Kunc, 2018). Factors that can influence customers’ needs/preferences, such as technological developments, political factors, increase in competitor brands’ market share or changes in government policies/rules, can be better comprehended by using environmental analysis. Appropriate strategies/plans can then be outlined to capitalise on attractive opportunities and curtail the adverse effects of negative factors. 
Environmental analysis enables companies to understand, harness and embrace trends that rule the market to remain relevant and attract customers amid dynamic market changes (Perera, 2017). It also helps companies in identifying factors, which can adversely impact its business and hinder its growth; examples include intensifying competition or evolving customer preferences. Organisations can identify attractive opportunities using environmental analysis (example: changing government policies, technological developments) and exploit the same to attain significant growth. 
Analysing the competitive environment helps companies to understand the features provided by competitors’ products; the customer service experience desired; or promotional strategies and accordingly devise marketing strategies to attain a significant edge over competitors (Yaneva, 2020). Environmental analysis also helps companies to plan/devise various other strategies such as identifying the right combination of different marketing channels. 
[bookmark: _Toc90926933]Importance of Marketing Environment for Tesla
Technological developments play an important role in Tesla’s marketing environment; for example, Tesla uses the latest advancements in electric automobile technology (example: Lithium-Ion battery) to provide its customers with longer travel distances per charge or incorporate swift acceleration feature in its vehicles (Tesla, 2021). The increased worldwide espousal of eco-friendly laws/regulations is proving highly advantageous for the company; Tesla’s vehicles are environment-friendly and have zero carbon emissions compared to traditional vehicles (Wellings, et al., 2021). An analysis of its external/macro environment has helped Tesla to gain awareness about markets which promote environment-friendly vehicles and venture into the same to attain significant business growth. Rapid technological advancements such as use of driver-less technology can provide Tesla with a significant advantage over its competitors.  
[bookmark: _Toc90926934]SWOT Analysis
SWOT analysis is a strategic tool used to assess an organisation’s internal environment and identify its strengths, weaknesses, opportunities and threats (Alsem, 2019). 
Strengths
Tesla’s major strengths include its strong brand image as a pioneer in electric vehicles; a wide-ranging global charging network comprising over 30,000 Superchargers; extensive research/development and testing processes; automobile features that incorporate ground-breaking technologies and other utilities to deliver outstanding user experience (Escoda, 2018). 
Weaknesses
The company’s weaknesses include its high vehicle price, which mainly targets the luxury/wealthy segment (Escoda, 2018). Other weaknesses include tarnishing of image due to car crashes in the recent years; low-volume vehicle production; and scarcity of batteries. 
Opportunities
Attractive opportunities for Tesla include the stupendous growth experienced by electric vehicles worldwide; growing concerns for the environment and increased demand for sustainable products; advent of fully driver-less automobiles; attractive government incentives/grants; and declining battery costs (Wellings, et al., 2021). 

Threats
Tesla faces various threats such as material scarcities; challenges in supply chain; intensifying competition with more automobile players entering the EV (Electric Vehicles) market; new regulations/laws; and a probable decrease in EV demand due to the COVID-19-related impacts (Escoda, 2018). 
Based on the above SWOT analysis, it is recommended that Tesla can use its strengths such as its brand power, low-cost electric batteries and latest technological advancements to best avail attractive opportunities such as a growing worldwide market for EVs, develop autonomous cars or introduce economically-priced EV models by banking on declining battery costs. To address its weaknesses/threats, Tesla can modify its cost structure to introduce low-cost EVs, which would equip it to face growing competition; the company can strive to minimise production-related flaws, which can spoil its brand image. 
[bookmark: _Toc90926935]PESTLE Analysis
PESTLE analysis is used to analyse the external environmental factors affecting an organisation’s operations (Perera, 2017). The model’s benefits are that it provides a larger, multi-faceted picture of the various aspects in an organisation’s external environment that can influence its operations. 
Political
In 2020, governments across the world spent nearly $14 billion to promote electric car sales (McCarthy, 2021). Several nations worldwide provide substantial incentives, subsidies and tax rebates, which would promote growth of electric car market. For example, the UK government has recently updated its grants scheme to target the less costly electric vehicles, which would encourage more people to shift to these vehicles (GOV.UK, 2021). This decision was taken considering that zero-emission cars registered a record year-over-year sales increase of 89% in 2021 despite the adverse impact of the pandemic. The government would provide a grant of £1,500 for electric cars/vehicles priced below £32,000. With extensive vaccination drives against COVID-19, the global economy is all set to post a 4% growth in 2021 after experiencing a 4.3% decline in 2020 (The World Bank, 2021). Brexit represents another key political factor that has encouraged Tesla to set up a production unit in Germany instead of UK (Browne, 2019).
Economic
The COVID-19 pandemic has adversely affected the entire global economy since 2020 beginning (Baker, et al., 2020). Nonetheless, the global market for electric cars witnessed an astounding 43% increase during 2020 to reach sales of over 3 million units, although the overall car market registered declining sales (Carrington, 2021). The tax credits and other incentives provided by certain national governments (example: USA) are likely to encourage customers to purchase these vehicles (McCarthy, 2021). This shows that Tesla is poised to experience considerable growth in the coming years notwithstanding the adverse consequences of the pandemic. 
The recovery in the global economy in 2021 and the escalating fuel (petrol) costs are positive factors that would boost growth in the electric vehicle industry in the near future (Carrington, 2021).  The increase in fuel prices has encouraged customers to opt for more fuel-efficient vehicles, such as electric cars, which can travel more distances at the same cost. 
Social
Customers generally opt to purchase products that match their beliefs and values; electric vehicles have been experiencing growing demand in the recent years with increasing environment-related concerns among customers, which encourages them to opt for eco-friendly vehicles (McCarthy, 2021). Electric vehicles are preferred more by the younger generation as they are growingly becoming aware of the economic and environment-friendly benefits provided by these vehicles (Wellings, et al., 2021). Tesla can hence devise promotional initiatives that emphasise on its vehicles’ clean-energy and eco-friendly attributes to echo these customer values and attain considerable growth. 
Technological
Latest technological developments that would spur extensive adoption of electric vehicles include wireless EV charging, which enables to automatically charge vehicles while they are parked in their drop-off or pick-up locations; Vehicle-to-Grid, which allows two-way power exchange between the grid and the vehicle; and battery technologies based on Lithium-ion and Graphene (which is being tested) (Wellings, et al., 2021). Many countries are investing substantially in building the requisite infrastructure to address the escalating growth in the electric vehicle market. 
Tesla enjoys a unique position in the electric vehicle market as it does not merely sell cars but also new technologies (Tesla, 2021). The company, which has built the market for premium, long-range electric vehicles, also devises the necessary infrastructure and incorporates effective technologies to support its electric vehicles. Tesla’s Supercharger network comprising over 30,000 charging stations is the largest worldwide electric vehicle-charging network (Tesla, 2021). Tesla’s battery enables to provide a significant advantage over other competitor electric vehicles in delivering longest range/distance per pound of the vehicle’s weight compared to that of its competitors (Chandler, 2020). Other competitor vehicles would have to add more weight to increase the efficiency, which would translate to greater production costs and consequently higher prices. Future innovations would enable Tesla to launch fully autonomous vehicles, which would further reinforce the company’s strong competitive stance in the EV market. 
Legal
Tesla operates in various countries and has to conform to different relevant laws and regulations in the different markets, including energy consumption-related regulations and patent rights. The company’s various policies ensure that it maintains transparency in its various operations and conducts business in a fair manner (Tesla, 2021).  However, a few Tesla vehicle crashes that occurred in the recent few years have tarnished the brand’s repute and investigations were carried out to find out the cause behind the crashes (Hull, 2021). Certain countries have prevented the company from selling directly to its customers; the legal requirement of having a third-party dealer to sell to customers would imply greater expenses and lower profitability. 
Environmental
Global warming is a growingly important concern of the modern world and has sparked measures to adopt sustainable/eco-friendly initiatives (McCarthy, 2021). This growing concern for environment-friendly transport is a major factor fuelling Tesla’s business growth. Tesla’s vehicles are environment-friendly, decrease fuel consumption and entail zero carbon emissions, which reduces overall pollution levels (Tesla, 2021). 
Despite the adverse effects of COVID-19, the governments of various countries across the world are embarking on and promoting transport solutions that not only reduce carbon emissions but also deliver improved convenience and contribute positively to the environment (Wellings, et al., 2021). Tesla is expected to reap significant returns from the eco-friendly measures, infrastructure and incentives/sops offered by these nations. Further, the company has installed solar power cells that would help produce clean/emission-free electricity of about 13 terawatts (Tesla, 2021). 
Tesla’s PESTLE analysis shows that the strong growth experienced by the EV market despite the impact of COVID-19 pandemic is likely to continue over the coming years, with growing environmental concerns and increased support from various countries to promote the EV market. Tesla is well-positioned to benefit from this strong positive growth trend, recovery in the global economy, and growing fuel costs; however, the company is recommended to modify its cost structure to produce inexpensive EVs, which would enable it to avail government grant schemes and incentives that specifically target low-cost EV models and attain higher business growth. The company is also recommended to carry out thorough production checks and testing so that it can minimise the incidence of car crashes, which can negatively affect its brand image and cause declining sales.
[bookmark: _Toc90926936]Porter’s Five Forces Analysis
Porter’s Five Forces model is a strategic tool to analyse the competitive forces in markets, where the organisation operates (Kotler & Armstrong, 2017). The model is based on five forces/factors that influence the market/industry and can affect the company’s profitability; it enables to assess the intensity of competition and the market’s attractiveness to devise strategies to improve the organisation’s competitive advantage. The five forces include:
Competition in the Market
Tesla experiences significant competition from other automobile makers such as General Motors, Volkswagen and Audi who have launched electric vehicles with novel designs and features in the recent past (Dyer, et al., 2020). Despite the COVID-19 pandemic, the EV market is expected to witness significant growth in the coming years, making it a lucrative market for leading automobile brands (Carrington, 2021). Nonetheless, Tesla enjoys strong brand repute as one of the pioneers in EV market and the provider of premium-quality electric cars that incorporate latest technologies, which provides it with a significant competitive advantage over other electric car manufacturers. The company’s strong competitive position is also attributed to its effective supply chain; extensive research, development and testing processes; and greater focus on eco-friendliness/sustainability. Nonetheless, the company’s high-cost structure puts it at a substantial disadvantage compared to other automobile players who can sell relatively inexpensive EVs.  
Threat of New Entrants
The significant growth experienced by the EV market in spite of the pandemic has rendered the EV industry a highly attractive sector for many automobile makers. Nonetheless, the EV market involves significant entry barriers such as intense competition from leading, well-established players in the market, and the huge investment required to produce the electric cars and carry out research, development and testing processes (McCarthy, 2021). As such, new entrants do not signify a major threat to Tesla. 
Supplier Power
Tesla relies heavily on its suppliers to produce its various vehicles and hence experiences moderate supplier power (Escoda, 2018). Nonetheless, increased production of automobiles would lower the suppliers’ bargaining power, as the organisation can potentially attract several suppliers for huge orders. 
Customers’ Power
Tesla possesses a potentially large customer base including a significant number of early adopters; for example, nearly 180,000 customers booked Tesla Model 3 when it was first launched (Dyer, et al., 2020). Further, the customers were ready to wait for nearly 3 years to receive the cars, due to the company’s slow production. As such, Tesla’s customer bargaining power is relatively lower. The huge customer base presents Tesla with a unique competitive advantage to attain greater market share and consolidate its brand power further. 

Threat from Substitutes
The EV industry faces a high threat from substitutes such as various other vehicle options, which are relatively inexpensive, as well as the public transport systems (Escoda, 2018). Customers also enjoy lower switchover costs for switching over to other electric car brands. 
Porter’s Five Forces analysis of Tesla shows that the company is well-positioned to address the intense competition in the electric vehicle market on account of its strong brand repute and other competencies such as strong research/development and use of advanced technologies. Nonetheless, the company can mitigate the significant threat from other inexpensive EVs by adapting its high-cost structure to produce low-priced electric cars. The company’s large customer base and low threat from new entrants further consolidates its strong position. Tesla can reduce its suppliers’ bargaining power by ramping up production to meet the escalating demand for EVs in the near future. 
 
[bookmark: _Toc90926937]LO3. The Segmentation, Targeting, Positioning and Marketing Mix Strategies of Tesla
[bookmark: _Toc90926938]Tesla’s Segmentation, Targeting and Positioning Strategy
Segmentation, Targeting and Positioning (STP) denotes a three-step customer-focused marketing model, which helps examine an organisation’s product/service and the ways in which it can communicate the value/benefits provided by the offering to specific customer groups (Dolnicar, et al., 2018). 
Segmentation involves categorizing the market into unique customer groups (segments) by using different variables (Armstrong, et al., 2017). Tesla’s geographic segmentation entails categorising the worldwide market into regional segments that possess well-developed infrastructure, apt for electric vehicles (Rüttger, 2017). Socio-economic segmentation includes classifying the market into segments in which the customers possess high disposable incomes, are well-educated and are concerned about the adverse effects of climate change and pollution. The company can also segment the market, based on psychographic attributes that involves customer groups who are interested in eco-friendly transportation formats and are ready to pay a higher price for these vehicles.
Targeting helps determine the customer groups/segments on which the company would focus its marketing efforts; Tesla’s key targeted customer segments include people who belong to the rich or upper middle class segments; aged around 45-65 years; and desire to buy swift, safe and environment-friendly vehicles that incorporate recent technological advancements (Rüttger, 2017). The company also sells Model 3, which is targeted at customers that seek low-priced electric cars that deliver excellent value for money (Tesla, 2021). 
Positioning concerns creating a place for the brand in its targeted customers’ minds and the ways it is distinguished from other competitors’ offerings; Tesla’s positioning of the Model 3 reflects the company’s vision of providing premium electric cars incorporating sophisticated features and advanced technologies at an affordable rate to its customers across various income segments (Escoda, 2018). 
[bookmark: _Toc90926939]Tesla’s Marketing Mix (4Ps)
The marketing mix includes the “Four Ps”, namely “Product, Price, Promotion and Place”, which denote important aspects to be considered while marketing a company’s products effectively to its customers (Armstrong, et al., 2017). 
Product indicates the good or service that the organisation is planning to sell to its customers (Dolnicar, et al., 2018). It aims to answer questions pertaining to the customers’ needs/requirements that the product/service addresses; the customer’s experience; useful features; branding; and its exclusive benefits compared to other competitors’ products. Tesla’s premium, long-range electric vehicles provide its customers with excellent benefits such as superior convenience/safety, advanced technologies and an eco-friendly solution. 
Price denotes the cost at which the organisation provides its product/service to its customers (Armstrong, et al., 2017). Tesla uses a premium pricing strategy for its electric vehicles on account of the considerable research-development and material costs involved in manufacturing the electric cars. 
Promotion includes the different activities such as direct marketing, advertising etc., which communicate about the product’s features and benefits to potential customers (Armstrong, et al., 2017). Tesla does not depend on advertising its electric vehicles; rather, the company relies more on enhancing its products and on word-of-mouth promotion/referrals to increase its sales (Escoda, 2018). The company also uses own web site and social media to promote its products in addition to blogs and forums to attract customers.
Place denote the distribution channels (physical stores/showrooms and online stores) through which the company sells its products to customers (Armstrong, et al., 2017). Tesla offers its electric vehicles to its customers through a wide-ranging network of own galleries and showrooms across major cities worldwide (Ailawadi & Farris, 2020). Further, the organisation’s online stores enable to customise the cars as per customers’ needs/requirements.

[bookmark: _Toc90926940]Conclusion
The report provides an insight into the key role of marketing environment and other situational analysis models in facilitating appropriate strategies and promoting organisational growth. Internal/external environment analysis models such as SWOT, PESTLE and Porter’s Five Forces analysis models are applied in the context of Tesla, while taking into consideration the impact of COVID-19 pandemic, to arrive at appropriate strategies to promote growth and maximise profits. The different processes/stages involved in strategic marketing are studied. The report also examines Tesla’s segmentation, targeting, positioning and marketing mix strategies. 
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