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[bookmark: _Toc78384524]Introduction
Tesla Inc. is an American technology company founded in 2003 by entrepreneurial engineers named Mark Tarpenning and Martin Eberhard. The startup was aimed to develop electric cars and it is named after famous electrical engineer Nicola Tesla. Tesla aimed to develop technologies associated with affordable electric cars and automobiles. The technological leap that Tesla gained in recent years makes the organization a world leader in the automotive industry. The unique product lineup and technology gadgets are the major factors playing their part in success. Tesla is based in Palo Alto, California and their product line ranges from electric cars, batteries, and solar solutions. Elon Musk is the CEO of the Company, who projected the company as a technology developer and aimed to produce low-cost budget-friendly electric cars for average customers. 
The branding and marketing strategies of Tesla are unique, the company itself chose the technology market segment and developed its brand image accordingly. The branding of Tesla Company is dominated by the technology factor, as the CEO Elon Musk owns SpaceX and other technology innovation companies. The product uniqueness is the major factor that makes Tesla leading the market of electric cars. With the vast experience of manufacturing electric cars related technologies Tesla finally take a lead in the segment. Musk demonstrated the direction of their technology sharing mechanism with other automobile companies to make a shared environment of technology development of humanity. The present report is aimed to access the marketing management techniques employed by Tesla and its comparison with the theoretical models of marketing management. The report examines the marketing strategies, integrated marketing communication, branding, equity, customer touchpoints, and customer journey to purchase.     

[bookmark: _Toc78384525]Tesla: Organizational Background
Tesla was founded on July 1, 2003, by two investors named Martin Eberhard and Mark Tarpenning. Eberhard voiced the main motto of the company: "Our goal is to create an automobile company with an emphasis on technology in the field of software, new electric motors, and batteries (Alghalith, 2018)." Elon joined the company a few months later, investing $ 6.5 million in development, which was at that time the largest investment. This allowed him to take the place of the head of the company, which he is still, and it was under his leadership that Tesla became the most expensive auto company in the world. 
Initially, the company's plan implied the release of expensive small-scale cars, the creation, and development of which would allow Tesla, to gain experience, feel the market, and in the future already move to the production of more popular cars available to the general consumer. The first car of the company, and indeed the first authorized car on lithium-ion batteries in the world, was the Tesla Roadster, released in 2008 (Atkinson, 2015).  Roadster sales were modest; for 4 years (2008-2012) the company sold only 2.5 thousand cars, even though they were sold in 30 countries of the world (Atkinson, 2015). Buyers simply did not understand the meaning of this car. There is no charging station infrastructure, there is nowhere to go, the car is small.
[bookmark: _Toc78384526]Crisis in the Company
In 2006, a conflict broke out between Elon Musk, Martin Eberhard, and Mark Tarpenning. In the press, Musk was called an "early investor", but he claimed that he took part in the development of the concept of The Roadster along with the founders. At the same time, the leaders' views diverged on many other issues. Due to constant disputes, the release of the electric car was delayed. The staff of the company grew, accounting and management became more and more complicated. Due to ineffective foreign partners, fuzzy bookkeeping, and erroneous calculations, the cost of the car was almost $ 200 thousand (Bruijl, 2017). Musk believed that it was Eberhard who miscalculated the management of the company when he allowed the prices of components to rise so much. 
[bookmark: _Toc78384527]How Elon Musk brought Tesla out of the crisis
After Eberhard, Tesla was run for about a year, first by Michael Marks and then by Zeev Drori. Elon Musk became more and more immersed in the management processes of the company until he became CEO in October 2008. Musk was an effective leader who led his team from the front. Everyone now had to work to reduce the cost of every part. If a person could not solve a problem, he would lose his job. If he could not substantiate the numbers, he was also fired. Tesla Motors CFO Ryan Popple said that although Musk was tyrannical and hot-tempered, he was always ready to listen to someone's informed opinion and change his if there are good reasons. Despite the tough policy within the company, the money was still running out. Development of the Roadster cost $ 140 million, even though in 2004 the business plan was allocated for this only $ 25 million (Bruijl, 2017). Musk had to invest several tens of millions of dollars from his funds.
The company was the first to decide to use battery packs consisting of thousands of small 18650 batteries (Bruijl, 2017). This made it possible to greatly reduce the cost of production, because this is a very popular format, and the production infrastructure was ready. Tesla cars do not have generations, they are constantly updated, often without loud announcements: somewhere the suspension has become better, somewhere brakes, somewhere cooling. In 2012, the car finally enters the market, and it is positioned exactly as a luxury sedan. In 2012, with the release of the Model S, the company began expanding its network of charging stations. Starting with just 7 locations in the United States, they now have the largest network of charging stations on the planet: 2,700 electric filling stations around the world, with 24,500 charging stations (Falát and Holubčík, 2017). Tesla has made using its network of charging stations as comfortable as possible. Edition of Consumer Reports last year issued a rating of cars that their owners are the most satisfied of all. Tesla Model 3 took first place (Falát and Holubčík, 2017). Here are some of Tesla's advantages that set it apart from other vehicles.
· Autopilot: Tesla vehicles have an autopilot system built into them. They can independently drive in the center of the lane, park, change lanes, and activate cruise control.
· The company's engineers are now working on improving the system: they want to make the car react to road signs and traffic lights.
· Safety. The company's cars are among the safest in the world. Last year, the Tesla Model X received the highest safety score from Euro NCAP, which evaluates the safety of new cars.
· The car scored 94% on the overall passenger safety scale and 98% on the adult safety scale. Thus, the Model X became the main contender for the title of the best car of the year in its class.
[bookmark: _Toc78384528]Mission and Vision
The vision of Tesla Motors Company is “aimed to be a market leader in 21st century by developing electric cars,” and the vision is “advent of a sustainable transport system that can gain maximum part of market share as soon as possible. 
[bookmark: _Toc78384529]Organizational Communication
Information is the basis of organizational communication; information is understood as a set of signals about processes and phenomena occurring in the external environment and the human body itself, all human behavior is conditioned by certain information received, assimilated, and processed by him (Baker, 2007). Management information, on the other hand, is a collection of information about the state and processes occurring inside and outside the organization. Communication processes permeate all production and management. In terms of scale, all communications can be divided into two large groups. 
Communications between the organization and its environment: these are communications that act as information interactions with objects of the external environment (Baker, 2007). These include consumers, the media, regulatory agencies, government regulators, committees, suppliers, political groups, etc. This can provoke the emergence of communications within the enterprise. Various forms of external communications are possible. For example, written documents are used to comply with government regulations, and marketing programs and advertising media are used to sell goods and services (Baker, 2007). 
Communications within the organization between departments and levels of management. The management process is based on the interaction between the elements included in the management structure like individuals, positions, and divisions. These communications by content can be informational, administrative, or technical. Information interaction provides for the exchange of information (official, legally binding, or unofficial, not having a legal status, but useful for navigating the situation) between the subjects of management activities (Baker, 2007). Administrative influence is necessary for higher levels to transfer orders, recommendations, instructions, responsibility, and managerial powers to lower levels. 
[bookmark: _Toc78384530]Communication Model
Communication in organizations is represented by a developed network of channels designed to collect, organize, and analyze information about the external environment, as well as to transfer processed messages back to the environment. The communication system serves as a means of integrating organizations with the external environment. The main functions of communications are coding, which assumes the form of the message image, and decoding (decoding), which facilitates the process of interpretation by the recipient of the encoded message (Farivar and Wang, 2021).
Applying the concept of marketing to communications involves developing messages that appeal to the customer experience and use a language they can decode. The goal of the communicator is to get feedback from the target audience (Farivar and Wang, 2021). In the context of the development of market relations, great importance is attached to the content of the feedback. It is quite obvious that the effectiveness of communication feedback affects not only the momentary decision to purchase but also its acquisition in the future, the level of customer loyalty.
[bookmark: _Toc78384531]Berlo's Marketing Communications Model 
In 1960, an American communications scientist proposed the SMCR model, which included the following elements: 
· Source
· Message
· Channel
· Recipient. 
The model also includes components such as encoding and decoding. The scientist proved that communication is a process and paid attention to its dynamism. This model also called the Stanford Communication Model, should contain an assessment of each component of the communication process (Farivar and Wang, 2021). The source and recipient of the message are examined from the standpoint of existing communication skills, knowledge, belonging to a social category or group, characteristics of culture, and socio-psychological attitudes. Within the framework of the message, its structure and elements, content, and encryption method are studied. Communication channels are the five human senses through which information flows. The ISKP model is easy to use and is basic in the study of individual components of the communication process. The only drawback is its unidirectional nature, like the above models. Therefore, without considering the feedback, Berlot’s model is not sufficient for analysis. 
[bookmark: _Toc78384532]Integrated Marketing Communication
Since the late nineties, the concept of "integrated communications" has become increasingly popular. The greatest activity in the development of this concept was taken by specialists in the field of PR, considering it as the development of ideas and concepts of strategic PR. At the same time, marketing specialists viewed “integrated communications” as the development of “integrated marketing communications”. The developing concept of "integrated communications" managed to combine the needs for the conceptualization of an integrated approach to communications both in the field of business (from both PR and marketing) and politics. The IMC management process includes:
· Coordination of marketing communications with corporate goals (vertical integration)
· Coordination of the marketing communications strategy with the functional activities of functional blocks (horizontal integration)
· Integration within the marketing set ("4p" or "7p")
· Financial integration
· Integration of means of communication
The system of integrated marketing communications (IMC) provides for the development of a communication strategy after working with analytical material. Thus, PR goals are linked to the overall communication process. A communication strategy denotes the response that its creators want to receive from target audiences. At the same time, the communication strategy is implemented by attracting a wide range of marketing contacts. For example, if a communication strategy relies on positioning relative to competitors, then it can be aimed at solving the following tasks:
· Generating consumer discussion of our products
· Evaluating our products against competitors' products
· Positioning our brand about other brands
Thus, the goal of the IMC is the development of a communication program that ties together all the efforts of the company's divisions and external partners to successfully achieve corporate goals. Working in the IMC mode presupposes the constant generation of ideas and their subsequent implementation through communication business technologies. At each stage of communicative activity, its research apparatus is activated. An agency specializing in IMC management analyzes research data and makes operational changes to the marketing communications process.
· Promotion (sales promotion), direct marketing (direct marketing)
· PR services (public relations)
· Branding (brand building)
[bookmark: _Toc78384533]Tesla: New Marketing Strategies
Many people say that Tesla does not have a marketing strategy, that money is not spent, at least in traditional channels. Behind these statements, there is a bit of disdain, and perhaps a conviction that luck has to do with the results of the company. There is nothing further from the truth if we talk about Tesla's marketing strategy. Tesla follows a growth strategy based on "virtuous" growth loops. In this case, creating content around your products so that they generate expectation and, in this way, get more audience, which will again serve as a speaker, and so on (Fisher and McCabe, 2019). Everything happens to create content so that the audience and the media amplify the message. The idea is not to push your products (push) but rather that people come to look for them (pull) and they achieve it with a content-based strategy (Fisher and McCabe, 2019). 
Tesla creates a huge audience and then establishes conversations with them: Elon Musk has more than 50 million followers, a little above LeBron James, and a little below world leaders in social networks, such as Kim Kardashian. Elon uses Twitter to communicate with his fans of Tesla or his other companies with news, previews, etc. He usually publishes memes (internet jokes) or VERY controversial ideas. They also have the Tesla mailing list: Where with a single click of a click they communicate with the million users who are subscribed (Fisher and McCabe, 2019). Again, a direct way to communicate for news, previews, or releases. Tesla does not need a press department: Because the press echoes that direct communication between Elon and Tesla with their followers. Tesla dissolved its press department last year. In such a way that the specialized media amplify the audience beyond the fans, but they are not the main channel of communication with the followers.
Customer service is also a source of content: Tesla cares that customers are treated exceptionally, but not only thinking about the retention of that user but also in providing a service well above what is expected and so users are again speakers of that experience (GS and LS, 2020). In this way, you hear wonders from users talking about the brand. Customer service experiences can spread like wildfire, both positively and negatively. Tesla uses typical retention program techniques: Both “member get member” programs (Bring a friend and you both get a discount) and gamification with the Tesla box/loot promote word of mouth and curiosity about the brand (GS and LS, 2020). These are techniques that aim to increase the number of people who act as loudspeakers and who get more potential clients.
Without a doubt, generating expectation is one of Tesla’s weapons to increase audience: Elon manages like nobody else the ability to generate expectations through advances or small hints of what is to come (GS and LS, 2020). This is done through any communication channel. It is a strategy similar to movie trailers, which generate interest to the audience before its premiere/launch. A tweet from Elon is capable of making public opinion and analysts wonder for weeks. What better way to generate excitement and create content for people to echo than product presentations in style: In the purest Apple style, but evolving into an authentic live show, Tesla presents its novelties to the whole world indirectly and, if necessary, with fires and fog (Hollensen, 2019). 
[bookmark: _Toc78384534]Branding and Brand Equity
Tesla is a leading technology brand in the automotive industry that changed the perspective of automobiles and set the benchmark for future growth. The innovative idea of electric smart cars was not supported by most of the automotive giants across the globe. Tesla did not spend on advertisements and promotions and fully depends on their product quality and acceptability in the market (Key and Czaplewski, 2017). The direct communication of Musk with the audience through social and mainstream media makes Tesla a brand that is driven by its class and innovation. Tesla invented its path by challenging the traditional ways of automobile manufacturing and sales. In 2020, the stock shares of Tesla rose to 700% that finally made the net worth of the company up to 800 billion dollars (Key and Czaplewski, 2017). The persistence in the ideas over the 17 years, and continuity of brand development led to an abrupt increase in brand popularity.   
[bookmark: _Toc78384535]Aaker’s Brand Equity Model and Tesla’s Branding strategy
Aaker’s equity model provides general guidelines for each dimension of brand equity like brand association, brand awareness, and brand loyalty. Aaker’s model creates uniqueness in each dimension of brand equity that differentiates the product from its competitors. The integrated brand strategy uniquely developing brand awareness is proposed by the Aaker’s Equity Model that is closely related to Tesla’s strategy to communicate with its followers. The direct communication of Musk with 30 million followers of social media the announcement goes global, and the further chain of news associated with the communication develop brand awareness (Kim, 2020). The shows and unveiling of new product lineups are showcased to a direct audience that shows the brand association with the customers. People buying Tesla cars are living in a family that takes care of each car with automatic updates and direct financial reliefs. Brand loyalty is the byproduct of Tesla’s marketing strategy; the Company wants to own satisfied customers that are responsible for brand advocacy through sharing their experience with the product (Kim, 2020). Aaker’s Model of Equity is closely related to the general pattern of Tesla’s brand equity, as the Company innovates its products and procedures periodically that created uniqueness in each aspect of equity. 
[bookmark: _Toc78384536]Tesla: Consumer Journey
[image: ]
[bookmark: _Toc78384537]Awareness Phase: The journey to buy an EV as Tesla starts from general awareness of their existence. Most American’s remained unaware of EV’s in the recent past decade. In 2016, 90% of Californian people do not know about the EV’s and about 60% do not know about plugin hybrids (Wu, 2021). Once the people came to know about the technology, they will start taking interest in EV’s and that’s what happened in the case of Tesla. 
[bookmark: _Toc78384538]Research Phase: In the research phase a person starts shortlisting the available EV automobiles. The process includes a listing of available electric cars, battery range on road, charging stations, incentives that can be claimed, the economy of electric cars over conventional gasoline engines. Tesla is the leading EV maker in the world and most technology-loving people place the brand on the priority list. 
[bookmark: _Toc78384539]Test Drive Phase: It is the decision-making turn that decides which automaker and specific automobile is the preference based on personal experience. 
[bookmark: _Toc78384540]Vehicle and Charger Acquisition: In this phase, the customer start using the EV on daily basis and charge it at home with our specific Tesla fast chargers (Wu, 2021). The continuous engagement of the customer with the brand is based on a charging network and continuous updates. 
[bookmark: _Toc78384541]Driving and Charging Phase: The customer gets the experience of the product and starts delivering the feedback to the community and the company as well.     
[bookmark: _Toc78384542]Tesla: Customers Touchpoints
[image: Touchpoint png images | PNGEgg]
Customer touchpoints are the points of interaction of customers with the company. Tesla has a unique setup of customer engagement that is linked with the online business model (Mangram, 2012). The Tesla online and physical stores are the major touchpoints for the customers. the brand itself communicates with the customers through direct interaction via video, email, regular updates, tweets, and official notices. Musk itself delivers the latest developments and updates being offered to the customers. The online stores of the Company are linked with the digital basis of data management that tackle queries and provide appropriate solutions (MAOHENG, 2018).
[bookmark: _Toc78384543]Tesla: Total Engagement Model
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`	Tesla engages its customers with the continuous development of its advanced systems that are regularly updated without any notice. The systems of automobiles are updated with the new software systems enabling the entire system to perform at a better pace. The online management of the entire ecosystem of sold automobiles makes the management aware of any fault in any systems across the globe (Perkins and Murmann, 2018). The continuous feedback from the automobile makes the organization aware of its future priority.  
[bookmark: _Toc78384544]Conclusion
Tesla is the leading brand in electric automobiles that are termed as a technology innovator in the market. the advanced systems of management, communication, and interaction with the customers make it a leading brand for developed nations. The EV initiative of Tesla has a history that makes the brand known for its expertise in electric cells and charging systems. the involvement of customers in the brand development is enormous that is based on the direct communication of the company with the customers and devices as well. Customer satisfaction and user experience are the major factors of Tesla’s marketing management system. Tesla spends nothing on an advertisement, but they used the model of customer experience and loyalty with the brand as a significant measure to introduce their innovative ideas. The user experiences lead to the introduction of Tesla to their potential customers that positioned the brand at the top place in terms of brand loyalty and customer engagement.  
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