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[bookmark: _Toc216702278]Introduction
This portfolio reveals the development of Tesla Jacket, which is the new brand concept of Tesla, Inc. But it does not focus on electric vehicles but rather sustainable smart clothing. Some marketing theories that the report uses in designing a consistent brand strategy include STDP and marketing mix. It examines the opportunities that can be realised through the use of the technological capacity, sustainability imagination and good brand image of Tesla to launch a high-end smart jacket, which is fashionable, connected and sustainable enough to serve the updated tech-conscious professional.
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Figure: Tesla Jacket (Shaik, 2023).

[bookmark: _Toc216702279]Element 1 - STDP Analysis
[bookmark: _Toc216702280]1.1 Introduction of the Company
Tesla, Inc. is a multinational corporation headquartered in the United States and is mostly known as a manufacturer of electric vehicles and innovation in the field of renewable energy. Tesla was started in 2003 with the aim of making the world sustainable in energy by manufacturing products that combine performance, design, and technology (Kotler & Keller, 2016). The company is involved in the motor and energy business having the Model S, 3, X, and Y, Powerwall batteries, and solar panels (Tesla, 2023). 
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Figure: STDP analysis (Scott & Sandell, 2023).
[bookmark: _Toc216702281]1.2 New Brand Idea Tesla Jacket.
Tesla Jacket is the proposed brand that will bring Tesla to the smart-clothing category - a new sphere of fashion, technology, and sustainability. The jacket will incorporate light sensors and micro-heating units to cheque the temperature, posture, and other basic health signals automatically and alert on the Tesla mobile application. It addresses the issue of urban workers who require versatile apparel that would make them feel more comfortable and connected without losing their appearance (Vagott & Parachuru, 2018).
The business idea aligns with the big trends in the market: a growing number of consumers are giving sustainability, personalisation and online lifestyles the importance they deserve (Cunha et al., 2019). Eco-friendly clothes keep going faster than fast fashion, whereas smart clothing is expected to grow very fast (Hur and Cassidy, 2019). 

[bookmark: _Toc216702282]1.3 Segmentation
Segmentation comes up with significant consumer groups (Kotler et al., 2016). Segmentation at Tesla Jacket is on demographic, geographic, psychographic and behavioural basis.
Demographics: The audience of the core will be 25-40 years old males and females, with medium to high income level and most likely to be professionals or entrepreneurs. They appreciate innovation and sustainable goods and comfortable following through online buying of high-quality products (Ceylan, 2019).
Geographic: Urban and suburban areas of technologically developed markets in focus countries - such as the UK, Germany, US, South Korea, Japan, Saudi, Quarter, UAE(dubai) - where the Tesla cars and Smart devices already enjoy high penetration are already considered part of the focus markets (Kotler & Keller, 2016).
Psychographic: Customers have progressive values, like minimalistic beauty, and want to find a brand that reflects their identity of the modern eco-consciousness (Powell, 2018). They do not get driven by a status, but by performance and social impact (Perez-del-Castillo, 2020).
Behavioural: The brand targets the early adopters and tech lovers who already have access to smartwatches, EVs, and home-automation systems. They are anticipating innovation, flawless connectivity, and responsible environmental behaviour (Diddi et al., 2024).
[bookmark: _Toc216702283]1.4 Targeting
Its main target group is urban, technologically oriented professionals aged 25-40 who are in digital, creative or financial fields of work. They have hectic lifestyles, are very mobile, and prefer to buy brands that are easy to use and brands that are environmentally friendly. They can afford high quality and sustainable products at a high cost (Tesla, 2023). The commercial appeal of it is explained by the fact that the trends in the smart-wear development and sustainability imply strong demand and good profit margins (GlobalData, 2023).


[bookmark: _Toc216702284]1.5 Differentiation
Tesla Jacket stands out due its technological integration, sustainability and design.
1. Technology integration: The jacket is directly integrated into Tesla cars and the Tesla vehicles application, which allows the jacket to unlock the car, provide directions, and adjust the climate.
2. Sustainability: It is made of recycled fibre and modular electronics, thus adapting to the principles of the circular economy, eliminating textile waste (Hur and Cassidy, 2019).
3. Design and experience: Slim lines hint to Tesla-inspired automotive designs, and easy-to-use controls give the user greater comfort.
[image: C:\Users\FB PC\Desktop\1721208479972.png]
Figure: Unique Selling Proposition (USP) (Ceylan, 2019).
All these factors contribute to the Unique Selling Proposition (USP):
"High-fashion, sustainable smart jacket that fits Tesla life seamlessly - comfortable and technologically responsible in one smart jacket. This differentiation helps Tesla Jacket to position itself higher than the traditional outerwear and other generic competitors in the smart-clothing category (Ceylan, 2019).

[bookmark: _Toc216702285]1.6 Positioning – Graph 
Tesla Jacket will seek to fill the high-end, environmentally-conscious segment of the smart-apparels market- what can be perceived as the new, sustainably-conscious option of digital workers (Powell, 2018).
Positioning statement: Tesla Jacket is positioned as a high-end line of smart-apparel that offers intelligent comfort and eco-innovation, since it features a balanced collaboration of high-tech wearable technology with the responsibly sourced materials. This stance reinforces the shift of Tesla as an automotive brand to a holistic sustainable-lifestyle brand, which will attract both current followers and new ones (Tesla, 2023).
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Figure: Strategy (Pan & Dong, 2023).


[bookmark: _Toc216702286]Element 2: Marketing Mix – 4Ps or 7Ps
[bookmark: _Toc216702287]2.1 Product
Product Value:
Tesla Jacket is a high-technology, design and sustainability innovation, a continuation of the Tesla innovation DNA in the clothing sector. There are temperature-controlling graphene panels, biometric sensors, wireless charging, and Bluetooth connectivity with the Tesla app to the product. The jacket is a useful and emotional product because it is smartly comfortable and environmentally conscious. The product is a representation of progressive style of life that combines technology and responsibilities to the consumers who value sustainability and breakthroughs. (Ceylan, 2019).
Actual Product:
The Tesla Jacket is a high-end technology, eco-friendly product crafted out of recycled oceanic plastics and organic cotton, with graphene-based heating panels, bio measuring sensors, wireless charging, and Bluetooth connectivity to the Tesla mobile application. The user will be able to control the jacket temperature, get vehicle-status notifications and track the level of activity (Market Orientation and Brand Performance, 2018).
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Figure: Marketing Mix (Rosário & Dias, 2023).
Augmented Product:
Tesla Jacket is a product that offers added value in terms of physical characteristics, such as two years warranty, repairing and recycling programmes, updates of software through the Tesla application, and green packaging of recycled materials. Tesla Jacket will have the benefit of bringing the Tesla technological invention into the fashion sector and establishing a seamless, eco-friendly, and smart algorithm of apparel (Hur and Cassidy, 2019). 
[bookmark: _Toc216702288]2.2 Price
Considering the high-end brand equity of Tesla, the price setting is on a value foundation and a premium hybrid model. A base model would begin at about £450 and models with more technology base would be priced at £700 depending on the technology modules. The exclusivity and quality are supported by high pricing (Kotler et al., 2016). The digital history tools enable the customer to choose the level of insulation, colour and embedded-tech. LIVE manufacturing communications develop transparency (Ceylan, 2019). 
The possibility to extend the subscription would also allow the customer to have the newest software version or seasonal colour collections, encouraging the repeat purchase, as opposed to making a single transaction (PwC Retail Outlook, 2022). Even though the price is inferior to competitors like Google Jacquard or the Commuter Trucker Jacket by Levi, the difference is fully justified by the fact that Tesla is a part of its ecosystem. Limited replenishment and referral breaks promote advocacy yet generating high margins (Business Model Analyst, 2023).
Physical hints enhance the perception of brands: the structure of the store is inspired by Tesla showrooms, the design of the packaging is minimalistic, and the products are verified by NFC tags which connect to provenance information. Visual identity incorporates the Tesla T logo embossed lightly, with metallic thread on the sleeve, so that one recognises the Tesla logo immediately and makes the image elegant at the same time (Perez-del-Castillo, 2020).
[bookmark: _Toc216702289]2.3 Place
The main plans of distribution are the official online store of Tesla, branches of flagship stores, and their selection of high-end close-end department stores, including Selfridges or Nordstrom, which match its aspirational positioning. Direct-to-consumer sales online provide the possibility to collect data and personalise it, and real-world touchpoints enable a customer to feel the material quality and fitting (Kotler et al., 2016).
Forming free alliances with the eco-fashion shops and responsible marketplace such as Farfetch Conscious will reach more ethically responsible consumers. Logistics focus on green shipping and less packaging. Micro-warehouses in Europe and Asia also minimise lead time and emissions. These combined with others guarantee access to the world and strengthen the sustainability of the Tesla cause (Tesla, 2023). 
Employees in Tesla stores and digital customer-service teams should be advocates of the values of innovation and sustainability. The product technology, circular-fashion principles and ethical sourcing will be included in the training programmes to allow genuine communication. Post-sale service with Chatbot and live support guarantees the consistency of premium experience in the market (Diddi et al., 2024).
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Figure: Omni-channel distribution approach (Diddi et al., 2024).
[bookmark: _Toc216702290]2.4 Promotion
Promotion incorporates digital storytelling, influencer creation and experiences.
Social Media & Influencers: Utilise networks such as Instagram, X, TikTok and LinkedIn to demonstrate product attributes via micro-influencers in the tech segments, fitness and sustainability segments. Tesla has an opportunity to utilise the already-established community of brand enthusiasts and car owners (Powell, 2018).
Advertising: The use of digital advertisements with the emphasis on the Powered by Tesla Technology will help Tesla Jacket stand out among generic wearables. Transparency is reinforced by short documentaries that reveal the source of materials and a circular design.
Public Relations/ Events: Publicity through opening events at climate-tech conferences A (e.g. CES or London Tech Week) give us visibility and legitimacy (Cunha et al., 2019). Consumers are interactively engaged in pop-up stores, and they can have an augmented-reality fitting experience.
Sales Promotions: Tesla accessories or vehicle bundles (e.g. a free Tesla app upgrade) can increase the apparent ecosystem value (Zhang et al, 2021).

[bookmark: _Toc216702291]Element 3: Pitch of a marketing strategy.
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Company introduction
Tesla, Inc. is an electric company and electric vehicle developer globally, and it is known to be innovated, technology-oriented and sustainably oriented (World Economic Forum, 2022).
Virgin brand name/ product/ service idea.
Tesla Jacket is a brand of smart sustainably produced jackets that combine a wearable tech with minimal fashion (Statista, 2024).
Target market: Its core target market is urban and tech savvy professional of aged 25-40 and with middle and high-level income (Zhang et al, 2021).
Unique selling points: Among the main distinctive selling points, there are the integration with the Tesla ecosystem and adaptation to thermal technology, sustainable materials and the tech-modern design.
Differentiation/ positioning. Tesla jacket is positioned as a 1b premium, eco tech brand, Smart clothes that are an extension of Tesla beyond mobility, to the lifestyle (Zhang et al, 2021).
The essential marketing mix points- The marketing plan will involve the application of premium pricing strategy, online first distribution through Tesla web site and application, and a selective flagship store placement.
Why the brand will succeed
Their ability to capitalise on existing brand equity and customer base of Tesla and their use of technology combined coupled with exploiting growth opportunities in smart wearables and sustainable fashion will make this brand a success (Statista, 2024).
Investor/customer action call.- It is hoped that investors will join Tesla Jacket as a strategic move in turning Tesla into a complete sustainable lifestyle platform.
Reflection- My ability to convey the main points was good because the overall performance of the presentation was excellent. Yes, I could be able to organise my time better and make the presentation more interactive by means of more vivid images and more eye contact. 
[bookmark: _Toc216702292]Element 4 - Reflection 
[bookmark: _Toc216702293]4.1 What I Learned
In this project, I was able to learn about the involvement of strategic thinking combined with creativity in the process of brand development. Application of the STDP model made me visionary of how segmentation, targeting, differentiation and positioning interrelate in bringing a coherent brand identity (World Economic Forum, 2022). I also understood that when creating a brand in an already existing company such as Tesla it is important to strike a balance between innovation and brand continuity. The wearable technology and sustainable fashion market trends analysis helped me understand how data contributes to the creative ideas of the brand.
[image: C:\Users\MURAD\Desktop\refp_m1_aw_001-754x671.png]
Figure: Reflection cycle (Nijssen & Mullick, 2023).


[bookmark: _Toc216702294]4.2 Skills Developed
This project enhanced my research and analytical ability to a great extent. I was taught to find reliable scholarly and business-related evidence to make decisions and substantiate marketing strategies. This increased my innovation when I develop a new linkage that will fit the image of Tesla but in an entirely new product line. 
I was also able to acquire greater problem solving and critical thinking skills comparing the different segmentation options and the development of a marketing mix that will fulfil the expectations of the consumer. Another aspect that I successfully worked on in my written communication was the understanding of how to write an academic report in a clear and convincing manner.
[bookmark: _Toc216702295]4.3 Challenges Faced
The key issue that I have encountered was to create a distinct idea that would still remain true to the essence of Tesla. My first challenge was ensuring that the Tesla Jacket is all about technology and sustainability as opposed to another fashion product. The other problematic issue was reducing the target market: I needed to find the balance between inclusiveness and profitability and target a large segment that was big enough to support the brand. Positioning, as a theory, was also hard to apply into real life marketing. It was well organised to manage time to do research, plan, and revise every part of the word limit.
[bookmark: _Toc216702296]4.4 What I Would Do Differently/How I Improved.
I have also become better by learning how to use theory better to defend what was decided. I got more assured in the correlation of consumer insight to brand strategy as opposed to handling them in isolation. Given a repeat of this project; I would take more time to get actual market data and competitor reference points to buttress the quantitative part of my analysis. I would also introduce visual documentation like sketches of brand identity or publicity mock ups to elaborate ideas in a better way. In general, this project helped me learn about the ways of the collaboration of strategy, creativity and sustainability in the successful development of the brand.


[bookmark: _Toc216702297]Conclusion
In conclusion, the Tesla Jacket design can illustrate the fact that Tesla can become not only an automotive manufacturer but also a more sustainable lifestyle brand in general. With innovation, design, and eco-awareness, the novel product meets the new expectations of innovations and ethical fashion amongst consumers. The premium positioning, targeted approach, and digitally-based marketing mix of the brand reveal good chances to achieve success, and Tesla remains a leader in the spheres of sustainability and innovativeness in the various domains of lifestyle.
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INTRODUCTION

This portfolio presents the
development of Tesla Jacket, a
new Tesla brand concept focused
on sustainable smart clothing
rather than electric vehicles. It
outlines how the brand strategy
was formed using key marketing
frameworks, including STDP.

Company introduction
Electric company

Electric vehicle developer
Innovated sustainably
oriented (World Economic
Forum, 2022).

TESLA
JACKET

THEESSENTIAL MARKETING
MIX POINTS.

Premium pricing strategy (£450-£700)
Online first distribution

Tesla web site

Application,

Flagship store placement.

UNIQUE SELLING POINTS

Among the main distinctive selling
points, there are the integration with the
Tesla ecosystem and adaptation to
thermal technology, sustainable
materials and the tech-modern design

STATE OF THE AR7 TEGHNOLOGY -

WHY THE BRAND T
WILL SUCCEED

Existing brand equity jr=s.5}
Customer base of Tesla

Growth opportunities
Sustainable fashion (Statista, 2024).

CONCLUSION

*Tesla Jacket sustainable lifestyle brand
*With innovation, design, and eco-
awareness

*Ethical fashion amongst consumers
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