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To understand how products are promoted and how consumers decide to buy a certain product, we must do study into marketing principles while taking into account the impact of marketing on society by defining marketing.
“Marketing is the activity, set of institutions, and strategies for creating, communicating, providing, and changing value-added answers for customers, clients, partners, and society as a whole.” (American Marketing Association, 2017) by AMA.
The CIM defines the marketing as “the management process of anticipating, recognising, and satisfactorily meeting customer requirements” (CIM, 2001). Whereas the CIM and AMA definitions acknowledge marketing as a "strategic planning" and “action," many businesses establish marketing as a particular division instead of around all sections (Sheth and Sisodia, 2005).
Global marketing is described as “the process of adapting your company's marketing strategy to the conditions of different nations.” (Luenendonk, 2018)
Globalisation may be defined “because the elimination of obstacles to exchange throughout country wide borders to allow accelerated integration, interdependence and interconnectivity of manufacturing procedures and capital markets, and float of monetary resources, items and offerings amongst distinctive countries consequently increasing worldwide exchange and financial increase in complicated ways” (Chron.com, 2018). The following forces are influencing globalisation: the internet potential and social media, economic integration on a global scale, political power across borders, competition. Global marketing strategies are inseparably linked to the global commercial environment.
Big corporations typically have places of work overseas for nations they marketplace to. Currently, small businesses through internet can attain customers everywhere withinside the world. Companies evolving in the direction of worldwide advertising and marketing are simply gradual. 
For example, Tesla Motors Inc. was chosen for this study because their marketing approach has shown to be distinctive based on the company's role in providing value for its consumers. Tesla's business model deviates from the practice of creating TV commercials and shoving its merchandise to people. Tesla, on the other hand, concentrates on “word-of-mouth” promotion and referrals. Therefore, Tesla promotes to its consumers by not advertising to them straightforwardly. It motivates others, particularly consumers, to promote for themselves.
Their business has been badly impacted by the coronavirus outbreak in 2020, as global economies have closed their borders and export has been underperforming for a period of time. The national vital infrastructure of the United States was determined to be critical, and Tesla was granted permission to resume manufacturing. In order to deal with the epidemic, they had to revise its rules concerning staff health and safety as well as client safety. (Tesla.com, 2020)
[bookmark: _Toc78900048]Marketing approach 
Despite the fact that, every company was affected by Covid 19, Tesla was able to rebound quickly and outperform by the end of 2020 due to its marketing tactics and management implications for overcoming business issues.
Tesla's devices are useful to customers because the technology utilised was meant to make their lives easier and more enjoyable. Aside from customers, Tesla wanted to make life on Earth cleaner and more ecologically friendly. According to Forbes “tesla’s leader, Elon Musk, is a genius and a PR mastermind, he's not like everyone else; he's unique. As a result, he creates amazing things.” (Morgan, 2020).
Tesla's marketing approach is founded on the basic ideals:
· Customer interaction strategy – this is what’s makes the Tesla’s success so unique with a marketing strategy built on customer’s experience. In addition, the referral program was also a new view for car maker as it has never been used at other car makers.
· Social media- For Tesla's brand, social media platforms such as Twitter and Facebook played an important role in the marketing process. Mr. Musk drew attention to his firm through direct engagement with users, which strengthened Tesla's brand.
· Affiliate brands owned by the CEO – Musk, as a businessman, has promoted Tesla Motors through his partially owned firms such as SpaceX and Solar City. For example, for the first space lunch of cargo, they successfully launched a Tesla Roadster owned by Mr Musk personally.
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The STP model is important for developing product marketing strategies because it assists marketers in prioritising offers and then developing and delivering tailored and appropriate information to interact with potential customers.
Tesla segmentation, targeting, and positioning is “a series of actions that entail identifying a certain population segment(s) and producing goods to meet the requirements and desires of the segment's consumers (s).” (Dudovskiy, 2018c)

Entering a new market, Tesla’s marketers are dividing the population according to the characteristics needed by the company as:
· Region – accessibility to market
· Density – how populated is the area
· Demographic – occupation, income level.
· Behavioural- personality, user status.
· Pshyco graphic – social classes, lifestyle.
As a result of this segmentation, various products target certain segments. When expanding Tesla Motors are targeting new regions for economically privileged customers who are ready to spend more money than on other cars. The company also has changed the consumers behaviour because once a person bought a Tesla car, he becomes loyal fan of it mostly because of quality and tech. “Owners of the Tesla Model S awarded it the best owner-satisfaction score Consumer Reports has seen in years: 99 out of 100," (CR annual.2019). Tesla scores well in the emotional category because it is strongly committed to encouraging broad adoption of evs in the expectation of one day fixing our earth's environmental crisis. People get excited about owning a Tesla since they would not spend time to buy gas, as an added benefit, they are saving the environment.
Because their devices are more expensive than their competitors', the company has positioned itself as a luxury automobile manufacturer with all-electric vehicles. Tesla serves their consumers on an individual level by creating a tailored driver's profile. “Driver profiles are perfectly incorporated into the Tesla experience, transforming the car into an extension of the driver and allowing each individual to drive the car in the way that is most comfortable to them.” (Morgan, 2020).
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· S(strength)-Tesla was the first automobile manufacturer to create a full-fledged electric sports car, known as the “Roadster.” To get recognition in the automobile business, they needed to collaborate with another powerful vehicle manufacturer in order to develop a new technology based on electric driven motors. They became a key provider of technology to Toyota as they produced hybrid vehicles. Being pioneers in electric vehicle market Tesla brand has grown over the years and has developed strong technological knowledge in electric transmissions and motor trains.
· W(weakness)- Because they are aimed at the wealthy, the price of their gadgets is higher than that of their competitors who provide combustion engine driven vehicles. They lag behind in terms of globalisation due, once again, to their targeted clientele. Because they completely manufacture the automobiles, including their sub-assemblies, this leads in increased production costs because supply networks are not maintained.
· O(opportunities)- Tesla is launching automobiles in new markets where electric vehicles are slowly being embraced, but the potential is great, such as China. Governments across the world are increasingly supporting ecologically efficient automobiles through duty exemptions and other incentives.
· T(threats)- Tesla's technology is new, and global mainstream adoption may take some time. Gasoline-powered vehicles will not go away very soon since they are three times cheaper than Tesla automobiles. One issue with mass distribution is their inability to manufacture enough units for their intended audience.
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Tesla's case covers the external or macro-environment of the automobile, energy generating, and energy storage industries. “Customers and community-based groups, for example, are influenced by external variables in these businesses.” (Kissinger, 2019)
Tesla Inc.'s core business and sales volume are influenced by variables like as the price in transport technologies. With a quality products and growing profitability, the enterprise may improve its long-term performance by incorporating the findings of its PESTEL/PESTLE study into strategic planning. The success of Tesla's business is a measure of how well the firm tackles external issues in its industrial environment. The regional or macro-environmental circumstances change, necessitating an adjustment in the company's strategies.
Government agencies have a significant impact on Tesla's operations. Because politicians may incentivise their sectors of business, this can be used. In addition, Tesla has signed agreements with government agencies, allowing them to enhance their financial situation. The global or macro-environment helps Tesla's overall competitive strategy and ambitious expansion aspirations, which include marketshare, due to the political stability of important regions.
Analysing economic factors such market growth, trade volumes, currencies, and other elements influencing the automobile industry can improve their business performance in macro perspective. The company is growing as green energy solutions become more popular. However, the company's financial success is endangered by concerns about economic stability, notably in Europe and Asia. Regardless of the risk of economic instability in the automobile industry's remote or macro-environment, Tesla Motors has embraced all contributing variables as a growth opportunity.
Employees, customers, and shareholders all have an impact on a company's external or macro-environment. Tesla's marketers raised the popularity of low-carbon solutions and green energy preferences in order to make their image appear as though they had the proper product that can achieve all of these social aspects. These external variables expand the market for the manufacturer's electric automobiles and related products. Furthermore, if wealth distribution improves in underdeveloped countries, Tesla may be able to improve its financial performance. Tesla Inc. can expand its worldwide operations depending on sociocultural prospects in its micro or macro-environment.
Tesla values technological factors since their devices are built on cutting-edge technology. For example, “materials engineering approach impacts the efficiency and financial of the manufacturer's battery packs. “(Kissinger, 2019).
Because the manufacturer's products are technical solutions, the firm is heavily reliant on evolving technology, which can be viewed as either an opportunity or a challenge. Tesla has room for expansion by further automating its business operations. Furthermore,” the growing popularity of online mobile systems should push the firm to incorporate these technologies more frequently.” (Kissinger, 2019).
The exterior environmental element is a significant opportunity for Tesla's business. They were able to turn climate change or waste disposal into a trend. As pioneers in the industry, they also marketed their technologies in response to climate change concerns. The company's electric cars, battery packs, and photovoltaic systems are seen to be appropriate for actually challenging these environmental concerns related to corporate viability and ecologically beneficial solutions.
The legal elements of the company are mostly viewed as an opportunity for Tesla.
Certain foreign markets have restrictions in place to control energy use. Tesla can securely expand its company since it has patents on its existing technology, as long as it follows the law and other restrictions in place.
“The corporate social responsibility strategy (CSR) addresses some of the most important concerns of stakeholders in the automotive and energy solutions industries.” (Greenspan, 2018)
The stakeholders have a direct impact on the company's operations. Stakeholders are influenced” by the nature and design of the company's electric cars, batteries, and solar panels, all of which address stakeholders' environmental concerns.” (Greenspan, 2018)
To have the least negative impact on stakeholders while providing the most value, the firm should implement the best corporate social responsibility plan. Tesla, Inc., with a vast worldwide reputation, has fantastic opportunities to demonstrate to the world what a large multinational corporation's company social responsibility activities can do in order to address stakeholders' concerns. Tesla's products and performance management are strongly interwoven with corporate social responsibility. This corporate responsibility strategy benefits customers while also boosting the company's image and product reputation. The manufacturer's battery powered cars are commonly seen as a solution to the harmful effects of cars powered by internal combustion engines. Business ethics is critical in the commercial world in this sense. This situation makes it easier for the enterprise to fulfil its organizational duties. Tesla’s key stakeholders are community, investors, employees and governments.
Communities are stakeholders who build a company's image through extensive marketing and response to a company's actions. Tesla's customer community is pleased with their technologically-environmentally friendly gadgets. The CEO has allowed other organisations (Toyota) to use its projects and patents. These projects have a focus on performance renewable technologies, which are key to Tesla's goals and objectives. The CSR strategy promotes the company's brand awareness by meeting such community objectives. Tesla, Inc. can adopt innovative community development projects to increase CSR efficacy in serving communities.
Investors are often people or organisations who believe in a company and put money into it to support developments. When Tesla began producing fully electric vehicles, stakeholders were afraid that these vehicles would not be purchased by customers. That being stated, investors want to put their money into businesses that are growing and will pay them back generously. After successful realising model after model, Elon Musk said that “the company had at all 10% chance of survival” (Conklin, 2021). This growing market may provide prospects for Tesla to increase sales volume. Conservation and green objectives are also in line with cutting-edge consumer decision-making processes in the business's company engagement strategy.
Employees, as stakeholders, have an impact on the productivity and success of the firm. Their CSR interests include competitive compensation and a wide range of activity options. Tesla's corporate responsibility plan tackles these concerns through a competitive pay strategy as well as HR responsibilities for talent development and management development. The organization's corporate social responsibility strategy provides learning opportunities through joint projects with partner companies.
[bookmark: _Toc78900052]Governments are “stakeholders who confront companies with obligations, constraints, and possibilities.” (Greenspan, 2016). Compliance with the law, as well as business dedication to economic growth, are examples of stakeholders. Tesla's corporate social responsibility programme achieves these objectives, with aims for strategic global growth and a strong environmental track record.
Pricing strategy and leadership
The pricing strategy framework is defined as “supports company objectives by recognising and capturing the value of a product or service in relation to competing alternatives and consumer needs.” (Deloitte Belgium, n.d.).
Elon Musk sent an email to all shareholders about Tesla's price plan for a very precise and intelligent purpose. “It is acceptable to provide a discount on vehicles that have been floor models, used in test drives, or were damaged prior to delivery. All we're doing there is giving the car an appropriate price. However, there can never – and I mean never – be a discount on a brand-new automobile that has just rolled off the assembly line and is in immaculate shape, if there is no underlying logic.” (Pricing Insight, 2019)
Tesla's pricing strategy is entirely based on a fundamentally consistent concept of seeking client and market integrity. Discounting new vehicles lowers their resale value and so devalues the existing market base of vehicles. Musk is safeguarding the investments of Tesla's early adopters by protecting the brand-new vehicle cost. This generates brand attachment and goes a long way toward ensuring that those Tesla owners will also purchase a Tesla for their next car. By sacrificing some revenue generated through discounts, Tesla is playing a long game by concentrating on the Lifetime Value of a Customer who can also purchase one, two, or three Tesla vehicles. Pricing is company’s most effective earning lever. If the CEO's first priority isn't always pricing, the company is in big trouble. To make any pricing system or coverage successful, it must be supported by utilising a rigid set of criteria and requirements that can be backed up with the assistance of automated controllers.
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Many countries across the world are concerned about environmental issues. World realised that greenhouse emission from vehicles “accounts for roughly 57 percent of all ecologically harmful greenhouse gas emissions and up to 70 percent of petroleum usage (Ashtiani et al., 2011; US Environmental Protection Agency, 2011). Tesla’s mission has become important more than ever for its goal to transit to more sustainable energy used globally. The company's website states that “the company's goal is to create and commercialise a product that would enable for more sustainable use of the natural environment” (Tesla, 2013).  “Electric vehicles are six times more efficient and emit one-tenth the pollution of the most efficient gasoline-powered vehicle” (Eberhard & Tarpenning, 2006).
Numerous governments have provided Tesla Company with benefits and incentives. “Tesla Motors was able to receive a variety of incentives from the Norwegian government, which aided the company in becoming the best-selling brand in that nation “(Market Realist, 2015). The business owns excellent ties with individual nations and avoids dispute with them. Governments are supportive of the company since it manufactures electric automobiles that are more ecologically friendly than internal combustion engines on diesel or other comparable resources. The company has already achieved some success in many areas, even becoming the ultimate logo in a few areas. Adoption of modern, environmentally friendly generation has been a key factor in its success, given that environmental concerns have been a major issue throughout the duration of the twentieth century. Of course, if the electricity used by the car is generated by the combustion of coal, the use of electric autos might contribute to increasing environmental pollution and dangerous chemicals. “Unfortunately, Tesla Motors lacks the ability to direct how electricity is created; this is the responsibility of governments.” (Free Essays, 2020)








[bookmark: _Toc78900054]Conclusion:
Tesla Inc. has been utilised as an example of globalisation through marketing strategies and technological progress for the purposes of this study. The brand has established itself as a valued asset that is also ecologically sustainable. In terms of the current case consequence, it is feasible to conclude that in today's environment, growth into international markets may occur quite fast. Furthermore, the capacity to give a solution to a worldwide issue may help a firm to join the foreign markets relatively easily. Customer value has been reached by placing a product that does not require much promotion and is worth the money that has been spent for. Based on the findings of this study, it is possible to conclude that management plays a significant influence in determining whether or not a firm will prosper. Despite all financial and social issues, the strong ruling of CEO (Mr. Musk) has determined the company to proceed throughout the correct path. With proper pricing procedures in place, the firm protected its consumers against any significant price decreases for the merchandise for which they paid. A unique marketing approach centred on customer experience has tremendously rewarded the firm for being the best-selling and most costly brand among vehicle manufacturers. Since of the targeted users, the firm is now unable to grow into third nations because it does not satisfy the criteria. However, globalisation has been very easy to achieve because buyers all over the world are willing to pay for the product online as well as shipping expenses. It is revolutionary for a car manufacturer to develop such an experience and system that has altered the attitude of the entire globe. A positive customer experience adds value to the consumer's life. Constructing customer value boosts commitment, share price, pricing, decreases mistakes, and boosts performance. Earnings increases as customer base grows and productivity improves.
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