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Introduction 

Background of the Study 

The rise of digital marketing has transformed the way businesses interact with consumers. In 

the past few years, social media platforms have become a significant marketing tool where 

organizations are using the digital media in branding the products, customer relations, and sales 

(Dsouza and Panakaje, 2023). Tesla Motors is one of the leading electric car manufacturers 

that have not pursued the conventional advertising approach but have massively adopted the 

digital media marketing strategy (Pathak et al., 2022). Tesla was established in 2003 by Martin 

Eberhard and Marc Tarpenning and since the contribution of Elon Musk who invested more 

than $30 million dollars to the company and became its CEO from the year 2008 (Schreiber et 

al., 2025). Tesla’s first car, the Roadster introduced in 2008 had a range of 245 miles per charge 

which set a record in the market of electric vehicles.  

It was succeeded by the Model S in 2012, Model X in 2015, and Model 3 in 2017 which 

became the world’s best-selling electric car (Schreiber et al., 2025). In addition to the electric 

cars, Tesla also designed a Superchargers for fast charging of Tesla’s cars and ventured into 

renewable energy solutions through SolarCity acquisition in 2016. Tesla’s marketing strategies 

are quite different from other automobile companies. The company does not use traditional 

media like television or newspaper advertising; instead, the firm uses social media like 

Twitter/X, YouTube, and Instagram to directly connect with the consumers (Li, 2023). Elon 

Musk is also involved in the marketing strategies of Tesla where he makes announcements 

often on social media, which attract global media coverage thus no need for expensive 

advertisement.  
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Figure 1: Tesla Business Model 

(Source: Schreiber et al., 2025) 

Importance of Digital Marketing and Social Media Influence 

The use of social media in the marketing of brands is vital in the ways through which perception 

of brands is done, the way in which consumers interact with brands and in the development of 

loyalty towards brands (Gómez et al., 2019). Tesla’s digital strategy is not based on paid 

advertising, but Word of mouth, viral marketing and the use of viral content. Through social 

media, the company interacts with customers directly with a view of responding to their 

complaints and launching products on the social media platform. This is in tandem with the 

trends of individualized brand engagement since social media fosters trust, brand equity and 

brand evangelism (Ebrahim, 2020). 

Research Problem and Justification 

As much as social media marketing has become popular among car dealers, there is little 

scholarly research on Tesla’s social media marketing success. Unlike other automobiles 

companies, Tesla relies highly on social media to create brand awareness with minimal 

spending on advertising (Candelo, 2019). There are still some concerns that can be raised about 

the possibility to scale up such an approach and its stability. This paper analyses the strategies 
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adopted by Tesla, the level of user engagement and brand influence (Sameen, 2025) about the 

possibility of other brands in the automobile industry emulating the success of Tesla. 

Aims, Objectives, and Research Questions 

Aim 

The purpose of this research is to explore the effectiveness of digital marketing in the context 

of Tesla with specific reference to consumer engagement and brand loyalty. It will evaluate 

how Tesla uses social media to promote its brand, engage with customers and support the 

competitive edge within the automotive market. 

Objectives 

● To examine how Tesla uses social media platforms such as Twitter/X, YouTube, and 

Instagram for marketing. 

● To analyse user engagement patterns and content strategies employed by Tesla. 

● To evaluate the impact of Tesla’s social media activities on customer brand loyalty. 

● To assess the role of influencer marketing in Tesla’s brand engagement and compare 

its effectiveness with other digital marketing strategies used by Tesla. 

Research Questions 

1. How does Tesla utilize social media platforms for digital marketing? 

2. What content strategies contribute to high user engagement on Tesla’s social media 

platforms? 

3. What is the relationship between Tesla’s social media engagement and brand loyalty? 

4. How does influencer marketing impact Tesla’s brand engagement compare to other 

marketing techniques? 

Methodology 

Research Philosophy and Approach 

This research uses the positivism research philosophy and the deductive analysis approach to 

examine the role of social media marketing in the case of Tesla. As secondary qualitative 

research, it relies on existing academic literature, industry reports, and social media data to 
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evaluate Tesla’s digital marketing strategy. This means it is easier to focus on Tesla's social 

media activity and its impact on brand loyalty without having to conduct surveys and 

questionnaires. 

Justification for Using Secondary Qualitative Research 

This study shall use a secondary qualitative research method which is suitable for a 

comprehensive analysis of materials that is already available from credible sources. It is a 

useful strategy for analysing trends and patterns about Tesla’s digital marketing plans without 

having to conduct original research. With the help of the data of the activity in Tesla’s 

Twitter/X, YouTube, and Instagram accounts, the study can determine the extent of the 

consumer’s interaction and the level of brand interaction. Also, using industry analysis and 

reports from Statista, McKinsey, Forbes, and other sources gives a more extensive view of 

Tesla’s place in the automotive industry. The use of academic research on digital marketing 

strategies in the study adds to the theoretical framework and thus provides a more rigorous 

evaluation of the strategies.  

Critical evaluation of case studies relating to Tesla’s marketing efforts provides insight 

into digital marketing activities and their influence on brand loyalty. It helps in providing a 

rigorous, objective, and comprehensive analysis of the topic of this paper, which focuses on 

Tesla’s digital marketing. 

 

 

Data Collection Methods 

Since this study is secondary qualitative research, the author will gather data from several 

various sources, some of which include: 

● Marketing analysis: Measuring likes, shares, and commenting on the social media 

pages of Tesla. 

● Thematic content analysis: Analysing Tesla’s marketing approaches, content 

categories, and consumer response based on scholarly and professional articles. 

● Customer sentiment analysis: Examining feedback, discussions, and reviews to 

determine the general sentiment towards the Tesla brand. 
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● Comparative analysis: Examining Tesla’s digital marketing and comparing it to that 

of traditional automotive brands to identify differences and effectiveness. 

Data Analysis Approach 

In this study, content analysis and thematic analysis will be used in the evaluation of the 

collected qualitative secondary data. This method will assist in deciding the themes and trends 

in Tesla’s digital marketing, with a focus on social media interaction for brand recall. Thematic 

analysis will go further in categorizing insights into common threads such as customer 

engagement approaches and the efficiency of the content. Furthermore, the analysis of the 

social media analytics report will be made to determine engagement metrics as well as 

consumer sentiment such as likes, shares and comments. In this research, the researcher will 

synthesize the findings on Tesla’s social media marketing and consumers’ view to understand 

how the latter is impacted through the former. The findings will contribute to a broader 

understanding of digital marketing success in the automotive industry. 
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Literature Review 

Overview of Digital Marketing in the Automotive Industry 

Considering the trends in digital marketing, it is now possible to reach out to the consumers 

with the help of digital strategies which are unique to the automotive sector. The marketing 

strategies that were once conventional like the TV and Newspaper ads have been phased out 

or complemented by digital media, which has more reach, target and engagement 

(Kanapathipillai and Kumaran, 2022). Today, automotive industries use websites, social 

networks, and online ads to present their vehicles, interact with the clients, and launch 

promotions. The benefits highlighted for digital marketing in the car industry include; One 

major benefit is that it is cheap and quantifiable compared to the traditional advertising 

approaches (Tian, 2024). It is possible for brands to engage the following tactics at each stage 

of the buyer journey: SEO, social media advertising, and influencer marketing. Also, the nature 

of customer feedback and engagement in real-time allows companies to increase the 

effectiveness of the used marketing strategies. 

Due to the rising trend in the use of the internet in the purchase decision-making 

process, auto makers have adopted more customer focused strategies. That is why by 

employing big data and artificial intelligence the advertisement can be targeted depending on 

the consumer’s preference, history, and activity level (Sameen, 2025). The increased focus on 

the customer-oriented marketing strategy demonstrates the increased importance of digital 

marketing in the changing automotive environment. 

Tesla’s Unique Marketing Approach 

Tesla’s marketing is not done through conventional advertising but more on influencers. Unlike 

competitors who buy advertising spots in television and print media, Tesla uses word-of-mouth 

promotions via brand endorsers and customers mostly personalities (Pathak et al., 2022) Elon 

Musk, Tesla’s CEO, is the brand’s most influential marketer, using Twitter/X to drive brand 

discussions and viral trends. His tweets have an impact on news coverage, increasing Tesla’s 

profile without the need for advertising (Huang, 2024). Beyond Musk, Tesla owners act as 

brand advocates, sharing real-world experiences on YouTube, TikTok, and Instagram. 

Research indicates that user-generated content is important for brand trust and influence on the 

purchase process (Ebrahim, 2020). Tesla’s referral program also underlines word-of-mouth 



9 

 

communication, increasing its involvement and commitment (Thomas and Maine, 2019). This 

customer-oriented, low-cost approach further builds up the brand presence of Tesla (Bruijl, 

2017). 

 

Figure 2: Social Influence on Tesla’s Brand 

(Source: Pathak et al., 2022) 

Role of social media in Brand Engagement 

The social media marketing strategy implemented by Tesla is the use of endorsement marketing 

to popularize its brand. Unlike conventional automobile brands, Tesla’s online persona is 

created by Elon Musk, brand ambassadors, and other consumers (Pathak et al., 2022). While 

Tesla does not employ the strategy of working with paid influencers, Musk’s tweets and direct 

interactions with the platform have provoked a discussion within the Twitter population, which 

influences the brand representation and the stocks’ performance (Huang, 2024). This organic 

influencer-driven model enhances the Tesla brand image as a customer-oriented firm (Gómez 

et al., 2019). In addition to Musk, Tesla customers are also opinion leaders utilizing their real-

life experience on YouTube, TikTok, and Instagram. Research has it that word-of-mouth 

influence is more effective than other forms of marketing (Ebrahim, 2020). Tesla has engaged 

in the use of community, content and trending features which has made the company to be 

among the most successful digital brands (Bruijl, 2017). 
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Figure 3: Tesla's social media audience worldwide 

(Source: Statista, 2025) 

Limitations 

The use of secondary data may not allow access to some key business secrets and strategies, 

thus leaving this study restricted to secondary sources in its deeper analysis (Jack et al., 2024). 

However, since the analysis has been conducted using information from open sources, reports, 

studies, and social media indicators, some of the marketing information from Tesla is still 

unknown. However, the consumer engagement has been defined in a way that does not 

necessarily complement the actual buying decisions, the likes, shares or comments do not 

necessarily mean that the customers are willing to buy products from the firm. This study only 

covers Tesla’s digital marketing strategies; therefore, the results cannot be applied to any other 

automotive brands that may have different marketing strategies (Candelo, 2019). 

Ethical Considerations 

This study adopts credible and reliable sources such as peer-reviewed articles, industry reports, 

and valid social media analytics data to support the conclusions. To avoid making a mistake 

with data, the work is based on the data from the reliable sources that are cited in the study. 

The research gives a fair analysis of Tesla’s digital marketing strategy, strengths, and 
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weaknesses. This approach makes the analysis of Tesla’s social media impact impartial. 

Further, this work also complies with the privacy and data protection laws and policies, and all 

the data used in this work are public data in order not to violate the consumer and company’s 

rights of privacy. 

Timeframe 

 

Figure 4: Gantt Chart 

(Source: Developed in MS Excel) 

Conclusion 

This research focuses on social media and brand loyalty as the major thrust of Tesla’s digital 

marketing strategy. In studying Tesla’s innovative marketing strategies, the paper provides a 

better understanding of the impact of digital media in consumers’ engagement and perception 

towards brands. It also discusses the general consequences of the case to the automotive 

industry and how social media marketing is becoming an increasing force. The study also 

expands the understanding of the role of digital marketing strategies and their effect on brand 

outcomes. 

  



12 

 

References 

Bruijl, D.G.H.T., 2017. Tesla Motors, Inc.: Driving digital transformation and the digital 

ecosystem. Inc.: Driving Digital Transformation and the Digital Ecosystem (October 14, 

2017). https://papers.ssrn.com/sol3/Delivery.cfm?abstractid=3053142  

Candelo, E., 2019. Marketing innovations in the automotive industry. Springer International 

Publishing. https://link.springer.com/content/pdf/10.1007/978-3-030-15999-3.pdf  

Dsouza, A. and Panakaje, N., 2023. A study on the evolution of digital marketing. International 

Journal of Case Studies in Business, IT, and Education, 7(1), pp.95-106. 

https://www.researchgate.net/profile/Dr-

Panakaje/publication/368549900_A_Study_on_the_Evolution_of_Digital_Marketing/links/6

3ee78da31cb6a6d1d09bc16/A-Study-on-the-Evolution-of-Digital-Marketing.pdf  

Ebrahim, R.S., 2020. The role of trust in understanding the impact of social media marketing 

on brand equity and brand loyalty. Journal of relationship marketing, 19(4), pp.287-308. 

https://www.academia.edu/download/106737522/15332667.2019.170574220231019-1-

a2pqjy.pdf  

Gómez, M., Lopez, C. and Molina, A., 2019. An integrated model of social media brand 

engagement. Computers in Human Behavior, 96, pp.196-206. 

https://research.brighton.ac.uk/files/5845916/CHB._2019._Gomez_Lopez_Molina.pdf  

Hollebeek, L.D. and Macky, K., 2019. Digital content marketing's role in fostering consumer 

engagement, trust, and value: Framework, fundamental propositions, and implications. Journal 

of interactive marketing, 45(1), pp.27-41. 

https://nscpolteksby.ac.id/ebook/files/Ebook/Journal%20International/Marketing/Journal%20

of%20Interactive%20Marketing/Volume%2045%2C%20February%202019%2C%20Pages%

2027-41.pdf  

Huang, L., 2024. The Impact of Narcissistic CEOs Running Media Companies on Stock 

Markets: A Case Study on Elon Musk's Twitter Activity on the Performance of Tesla and 

Twitter (Doctoral dissertation, Boston College. Morrissey School of Arts and Sciences). 

https://dlib.bc.edu/islandora/object/bc-ir:109981/datastream/PDF/download/bc-ir_109981.pdf  

https://papers.ssrn.com/sol3/Delivery.cfm?abstractid=3053142
https://link.springer.com/content/pdf/10.1007/978-3-030-15999-3.pdf
https://www.researchgate.net/profile/Dr-Panakaje/publication/368549900_A_Study_on_the_Evolution_of_Digital_Marketing/links/63ee78da31cb6a6d1d09bc16/A-Study-on-the-Evolution-of-Digital-Marketing.pdf
https://www.researchgate.net/profile/Dr-Panakaje/publication/368549900_A_Study_on_the_Evolution_of_Digital_Marketing/links/63ee78da31cb6a6d1d09bc16/A-Study-on-the-Evolution-of-Digital-Marketing.pdf
https://www.researchgate.net/profile/Dr-Panakaje/publication/368549900_A_Study_on_the_Evolution_of_Digital_Marketing/links/63ee78da31cb6a6d1d09bc16/A-Study-on-the-Evolution-of-Digital-Marketing.pdf
https://www.academia.edu/download/106737522/15332667.2019.170574220231019-1-a2pqjy.pdf
https://www.academia.edu/download/106737522/15332667.2019.170574220231019-1-a2pqjy.pdf
https://research.brighton.ac.uk/files/5845916/CHB._2019._Gomez_Lopez_Molina.pdf
https://nscpolteksby.ac.id/ebook/files/Ebook/Journal%20International/Marketing/Journal%20of%20Interactive%20Marketing/Volume%2045%2C%20February%202019%2C%20Pages%2027-41.pdf
https://nscpolteksby.ac.id/ebook/files/Ebook/Journal%20International/Marketing/Journal%20of%20Interactive%20Marketing/Volume%2045%2C%20February%202019%2C%20Pages%2027-41.pdf
https://nscpolteksby.ac.id/ebook/files/Ebook/Journal%20International/Marketing/Journal%20of%20Interactive%20Marketing/Volume%2045%2C%20February%202019%2C%20Pages%2027-41.pdf
https://dlib.bc.edu/islandora/object/bc-ir:109981/datastream/PDF/download/bc-ir_109981.pdf


13 

 

JACK, P.K., AKPAN, E.E., FCICN, P.D. and AP, P., 2024. SOCIAL MEDIA PLATFORM 

AND BUSINESS PROMOTION: THE PROSPECT AND 

STRATEGIES. STRATEGIES, 7(1). 

https://www.globalacademicstar.com/download/article/social-media-platform-and-business-

promotion-the-prospect-and-strategies.pdf  

Kanapathipillai, K. and Kumaran, S., 2022. THE MEDIATING EFFECT OF 

RELATIONSHIP MARKETING STRATEGY BETWEEN DIGITAL MARKETING 

STRATEGY AND CONSUMERS’PURCHASE DECISIONS IN THE AUTOMOTIVE 

INDUSTRY IN MALAYSIA. European Journal of Management and Marketing Studies, 7(2). 

https://oapub.org/soc/index.php/EJMMS/article/download/1205/1791  

Li, Y., 2023. Analysis of Tesla's Marketing Strategy Model. Advances in Economics, 

Management and Political Sciences, 54, pp.33-39. 

https://www.ewadirect.com/proceedings/aemps/article/view/7226  

Pathak, P., Yadav, V., Pillai, S., Das, S. and Kansal, G., 2022. Unveiling the Success Behind 

Tesla’s Digital Marketing Strategy. In Emerging Technologies in Data Mining and Information 

Security: Proceedings of IEMIS 2022, Volume 1 (pp. 251-260). Singapore: Springer Nature 

Singapore. https://www.researchgate.net/profile/Wen-Cheng-

Lai/publication/363980266_A_Stacking_Ensemble_Framework_for_Android_Malware_Pred

iction/links/64e0e0781351f5785b74a75b/A-Stacking-Ensemble-Framework-for-Android-

Malware-Prediction.pdf#page=273  

Sameen, T., 2025. The Role of Ethical Marketing Issues in Consumer-Brand Relationships in 

the Context of Social Media Marketing. European Journal of Business and Management 

Research, 10(1), pp.108-117. https://ejbmr.org/index.php/ejbmr/article/download/2565/1837  

Schreiber, B.A., Gregersen, E. & Ashburn, D. 2025, February 28. Tesla, Inc. Encyclopaedia 

Britannica. https://www.britannica.com/money/Tesla-Motors  

Statista,2025. Breakdown of Tesla's social media audience worldwide as of February 2016, by 

gender. https://www.statista.com/statistics/581209/tesla-social-media-audiences-globally-

broken-down-by-gender/  

https://www.globalacademicstar.com/download/article/social-media-platform-and-business-promotion-the-prospect-and-strategies.pdf
https://www.globalacademicstar.com/download/article/social-media-platform-and-business-promotion-the-prospect-and-strategies.pdf
https://oapub.org/soc/index.php/EJMMS/article/download/1205/1791
https://www.ewadirect.com/proceedings/aemps/article/view/7226
https://www.researchgate.net/profile/Wen-Cheng-Lai/publication/363980266_A_Stacking_Ensemble_Framework_for_Android_Malware_Prediction/links/64e0e0781351f5785b74a75b/A-Stacking-Ensemble-Framework-for-Android-Malware-Prediction.pdf#page=273
https://www.researchgate.net/profile/Wen-Cheng-Lai/publication/363980266_A_Stacking_Ensemble_Framework_for_Android_Malware_Prediction/links/64e0e0781351f5785b74a75b/A-Stacking-Ensemble-Framework-for-Android-Malware-Prediction.pdf#page=273
https://www.researchgate.net/profile/Wen-Cheng-Lai/publication/363980266_A_Stacking_Ensemble_Framework_for_Android_Malware_Prediction/links/64e0e0781351f5785b74a75b/A-Stacking-Ensemble-Framework-for-Android-Malware-Prediction.pdf#page=273
https://www.researchgate.net/profile/Wen-Cheng-Lai/publication/363980266_A_Stacking_Ensemble_Framework_for_Android_Malware_Prediction/links/64e0e0781351f5785b74a75b/A-Stacking-Ensemble-Framework-for-Android-Malware-Prediction.pdf#page=273
https://ejbmr.org/index.php/ejbmr/article/download/2565/1837
https://www.britannica.com/money/Tesla-Motors
https://www.statista.com/statistics/581209/tesla-social-media-audiences-globally-broken-down-by-gender/
https://www.statista.com/statistics/581209/tesla-social-media-audiences-globally-broken-down-by-gender/


14 

 

Thomas, V.J. and Maine, E., 2019. Market entry strategies for electric vehicle start-ups in the 

automotive industry–Lessons from Tesla Motors. Journal of Cleaner Production, 235, pp.653-

663. https://ufv.arcabc.ca/islandora/object/ufv%3A55046/datastream/PDF/view  

Tian, Y., 2024. The Application of Automotive Marketing Strategies in Digital Automotive 

Marketing Systems. Journal of Computers, 35(3), pp.129-142. 

http://www.csroc.org.tw/journal/JOC35-3/JOC3503-10.pdf  

 

https://ufv.arcabc.ca/islandora/object/ufv%3A55046/datastream/PDF/view
http://www.csroc.org.tw/journal/JOC35-3/JOC3503-10.pdf

	Introduction
	Aims, Objectives, and Research Questions
	Methodology
	Literature Review
	Timeframe
	Conclusion
	References

