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[bookmark: _Toc144195742]1.0 Introduction 
As the importance of the customer journey has grown, it has begun to eclipse the prior focus on isolated customer service interactions (Pizzutti et al., 2022). The focus has shifted from individual encounters to the customer's journey, from the initial point of contact to the provision of post-sale support. Consider Tesla, an innovative firm that has changed how people think about cars and how power is generated and used. In contrast to more conventional automakers, Tesla does not invest heavily in marketing (Liu, 2021). The business has built its success on customer referrals, social media, and direct sales to end users. 
[bookmark: _GoBack]Despite the company's current success in delivering a noteworthy client experience, the dynamic nature of the market and heightened competition within the electric vehicle sector necessitate ongoing enhancements (Muratori et al., 2021). Hence, the main aim of this study is to investigate novel marketing approaches that Tesla might utilise to enhance brand recognition and efficiently oversee and assess the client experience. In light of increasing scrutiny from stakeholders such as investors, customers, and regulatory agencies, Tesla must persistently refine its strategies to surpass prevailing expectations (Lipton, 2020). The primary focus will be analysing Tesla's existing strategies, emphasising improving consumer involvement through various communication channels and holistically meeting stakeholders' expectations.
[image: Tesla halts production in Shanghai over supply issues: Report | Technology  | Al Jazeera]
The stakes could not be higher for Tesla. According to a survey by Frost & Sullivan, the global market for electric vehicles is projected to expand from 3.27 million units in 2019 to 27 million units by 2030 (Ravi and Aziz, 2022). 
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Figure 1: Growth of the Electric Vehicle Market (D’Adamo and Rosa, 2019)
To maintain its position as market leader, Tesla must constantly develop its products and approach to client involvement (Khan, 2021). Given the fast-paced nature of the modern market, an analysis of Tesla's possible strategy is topical and essential.
[bookmark: _Toc144195743]2.0 Tesla's Current Approach
[bookmark: _Toc144195744]2.1 Tesla's No-Advertisement Policy
Tesla's business strategy, particularly its advertising approach, is novel. Tesla's complete lack of involvement in conventional forms of advertising is one of the company's most distinctive features (Sypko, 2022). No Tesla advertisements have been seen on television, in periodicals, or as online banners. This lack of traditional advertising is not an indication of disinterest but rather a deliberate choice. Instead of spending money on ads, Tesla would rather put that money toward new product development (Lin et al., 2022). In this approach, the company can enhance its customers' happiness while maintaining a high standard of product quality. 
[bookmark: _Toc144195745]2.2 Heavy Reliance on Word-of-Mouth and Social Media
Word of mouth and online sharing are major components of Tesla's advertising campaign (Pathak et al., 2022). Tesla recognises the value of happy customers and puts them to work for the company. Word of a product's excellence spreads rapidly when its users are enthusiastic proponents. Tesla, like many other companies, sees value in social media, albeit it does so in a unique way. Elon Musk, the CEO, is highly engaged with his over 50 million Twitter followers and other social media users (Corte, 2020). He uses Twitter as a primary means of communication, including with customers and detractors. Musk's use of social media generates an enormous amount of unpaid PR, which helps to keep Tesla in the minds of consumers at no cost to the company.
[bookmark: _Toc144195746]2.3 Direct-to-Customer Sales Model
Tesla stands apart from the crowd because of its unique direct-to-customer sales methodology (Boesch, 2023). Unlike traditional automakers who distribute their products through a chain of franchised dealerships, Tesla sells its automobiles directly to customers via its website and branded showrooms. Since Tesla oversees every sale step, the customer experience will be more unified and tailored to their needs (Heinink, 2022). In addition to saving time and money, this method does away with the necessity for middlemen. The no-haggle pricing and the ability to personalise and order a vehicle online are two things that customers like. 

[image: A diagram of a company's sales
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Figure 2: TESLA's Current Approach (Source: By Author)
[bookmark: _Toc144195747]3.0 Importance of End-to-End Customer Journey
[bookmark: _Toc144195748]3.1 Definition and Theory behind Customer Journey
The customer's interaction with a company is known as the "customer journey," which includes everything from the consumer's first encounter with the brand to the after-sale support they receive (Tueanrat et al., 2021). Customer journeys are more comprehensive than touch points, which focus on isolated interactions between customers and brands. The customer journey from awareness to consideration to purchase to loyalty must be mapped out and understood, not only as a series of discrete events (Grewal and Roggeveen, 2020). The approach is based on consumer psychology and behavior research, emphasising anticipating and satisfying customers at every stage of the buying process.
[image: Customer Journey: How to Drive Profitable Business Growth]
Figure 3: Customer Journey (Becker and Jaakkola, 2020)
[bookmark: _Toc144195749]3.2 Importance in Modern Marketing
The importance of the customer experience in today's highly competitive market cannot be overstated (Khan et al., 2020). Companies can no longer rely on isolated touch points to gauge success in today's crowded marketplace. Now that customers have greater access to information and alternatives, the tables have turned. As a result, retaining customers and fostering lasting bonds has become dependent on offering a smooth, comprehensive service (Chen, 2023). 
[bookmark: _Toc144195750]3.3 How it applies to Tesla
Tesla's ability to comprehend the customer's journey is vital for various reasons (Jing, 2020). The Tesla product line encompasses more than automobiles; it also includes infrastructure for recharging and storing electrical power and photovoltaic panels. So, the customer journey is about more than just a single purchase; it is about adopting a more sustainable way of life (Jung and Mittal, 2020). Understanding and tracking the customer's path from early curiosity (sparked by word of mouth or social media) to ongoing engagement (through software upgrades, Tesla community events, and sustainability programs) is essential for maintaining a long-term relationship (Ozuem and Willis, 2022). Tesla needs to know why people are interested in electric vehicles, what keeps them from buying one, and how satisfied they are after the purchase. 
[image: ]
Figure 4: TESLA Customer Journey Map (Prior, 2023)
[bookmark: _Toc144195751]4.0 Innovative Marketing Strategies for Tesla 
[bookmark: _Toc144195752]4.1 Social Media Interactions 
Like many other modern companies, Tesla has found social media an essential resource. Virtual test drives would be an innovative approach that Tesla could use to use the platform's many capabilities to improve the consumer experience (Jaymes, 2022). Since Tesla does not spend money on traditional forms of advertising, virtual test drives may be a good method to attract new buyers who live far from a Tesla dealership (Kang et al., 2019). The idea is straightforward: let users virtually sit inside a Tesla and explore its interior and controls in 360 degrees. The method may be implemented on social media sites like Instagram or Facebook, allowing users to virtually step inside a Tesla and experiment with its features by clicking and dragging (Singh et al., 2019).
Elon Musk, CEO of Tesla, is quite active on Twitter, part of the company's social media strategy (Corte, 2020). Elon Musk is well-known for his frequent participation on the site, during which he discusses new improvements, responds to questions from users, and addresses their concerns. His Twitter feed combines a news source, a customer support channel, and a hype machine for upcoming products (Xu and Jackson, 2019). Example: Musk tweeted about a soon-to-be-released technology allowing Tesla vehicles to "talk" to pedestrians, prompting widespread interest and discussion amongst fans and the media. In addition to providing Tesla with free publicity and the ability to build and control the narrative surrounding their brand, this novel technique of using the CEO's social media presence for consumer engagement is unusual (Pathak et al., 2022). These exchanges on social media are crucial to the customer experience as a whole, not just touch points along the way. Letting potential customers experience Tesla's offerings through virtual test drives can convert interest into serious consideration (Yin et al., 2022). Elon Musk's prolific use of Twitter increases client involvement after purchase and cements brand loyalty. 
[image: ]
Figure 5: TESLA Social Media Interactions (Source: By Author)
[bookmark: _Toc144195753]4.2 Customer Education 
Consumer education is a crucial aspect of any marketing plan for a firm like Tesla, which plays in the niche yet fast-evolving electric automobiles and renewable energy solutions sector (Tantau and Frăţilă, 2021). Webinars with a Q&A component are a good tool for this purpose. Tesla can organise these virtual gatherings to talk about anything from the technology behind electric vehicles to how to get the most out of your Tesla's battery (Sanguesa et al., 2021). Current and potential Tesla customers may get the opportunity to pose questions to Tesla experts, engineers, or perhaps Elon Musk himself in an interactive format during these sessions. By holding these webinars, Tesla can educate its customers, gain their trust, and position itself as an industry leader (Thomas and Maine, 2019).
The company's annual Battery Day celebration demonstrates Tesla's dedication to educating its customers. This is not a product unveiling or a sales pitch but rather an in-depth talk and demonstration of Tesla's technology, focusing on recent developments in battery science (Kim et al., 2022). On Battery Day, Tesla goes into great depth regarding its batteries, discussing everything from the materials used to the production methods and how each aspect affects the vehicle's efficiency, durability, and carbon footprint (Ghosh, 2020). The "tables" battery idea was unveiled on Tesla's Battery Day in 2020, promising more energy density at a reduced cost (Cano, 2020). The event was broadcast in real-time so people worldwide could watch, ask questions, and learn more about what makes Tesla's technology so revolutionary.
[image: FACTORS AFFECTING THE VALUATION OF ELECTRIC VEHICLE COMPANY IN 2020]
Tesla differentiates itself in a crowded market by investing in its customers' knowledge. Webinars and Q&A sessions that encourage audience participation create a more personal and engaging interaction with the brand (Khaleque and Krasteva, 2021). They help Tesla dispel misunderstandings, share useful data, and recruit a knowledgeable following. The Battery Day celebration does double duty by promoting knowledge and enthusiasm for Tesla's products. 
[bookmark: _Toc144195754]4.3 Enhance Online Experience 
Tesla's direct-to-consumer sales model makes a streamlined online experience much more critical for the company than for any other brand (Joachimsthaler and Olderog, 2022). The customisation and ordering process is where Tesla can innovate by making it easier and more fun for customers. Consider a highly intuitive online car configurator where clients can pick and choose features and view instantaneous simulations of how those choices will affect things like driving range, top speed, and even payment plans (Claussmann et al., 2019). Such a cutting-edge technology might provide a more complete picture of the product's suitability to the buyer's demands.
This may be seen most clearly in Tesla's existing web platform, designed with the user experience in mind. The decision to buy a Tesla is met with a very simple and straightforward buying experience (Yin et al., 2022). The website has a simple design that easily guides the user through each purchasing process step. A buyer may pick their preferred model, modify its settings, and place an order using just a few mouse clicks. Customers can view the progression of their orders and make adjustments up to a predetermined point after placing them. Gammon and Sallah (2021) stated  a wealth of information regarding the vehicle's specs, finance plans, and even DIY charging setups is available on the hub.
[image: Reasons Behind Tesla Success in An Automobile Industry]
Figure 6: Branding Map Tesla (Chatterjee et al., 2022)
When purchasing a pricey item like a Tesla, a user-friendly internet shopping experience is crucial. A smooth user experience on the website decreases the likelihood of a consumer giving up and increases their happiness with the service (Siebert et al., 2020). The Tesla online platform is a great example of how to accomplish this. If Tesla keeps upgrading and developing its online purchasing experience, it can increase consumer satisfaction at every buying cycle stage (Sheth et al., 2023). This streamlined online experience is vital for modern firms in today's cutthroat industry to keep customers interested and loyal.
[bookmark: _Toc144195755]5.0 Managing and Evaluating Customer Journey
[bookmark: _Toc144195756]5.1 Data Analytics 
Data analytics has become an indispensable resource for a firm as focused on cutting-edge technology as Tesla (Jie et al., 2023). Tesla can learn crucial information about their clientele's habits using Big Data. Big Data can reveal, for instance, the most well-liked features, the factors that lead to a sale's completion or failure, and the buyer's behavior once they have taken possession of the vehicle (Huang and Qian, 2021). These findings allow Tesla to improve its advertising, sales, and even product creation.
[image: The 4 layers of Data Analytics for Business Transformation | by Countants |  Medium]
Figure 7: Data Analytics (Hariri et al., 2019)
Collecting driving data from Tesla vehicles already on the road is an example of Tesla's usage of data analytics in the real world (Harris, 2022). These vehicles have a variety of sensors and are always connected to the internet, which allows them to report data back to Tesla. This data can tell you how your driving habits affect your car's battery life and energy usage or how the vehicle performs in various weather conditions. For instance, Tesla has used fleet data to adjust its Autopilot feature (Lyyra et al., 2023). As a result of analysing data from billions of miles driven, Tesla significantly enhanced Autopilot's safety and efficiency.
There are many applications for this strategy of gathering and evaluating data from the real world (Lin, 2023). In the first place, it facilitates Tesla's ongoing efforts to enhance its current offerings. Second, it is a treasure trove of data for new product creation. Finally, it can tailor advertising and service after the sale, improving the client experience. Big data and analytics provide Tesla with a versatile instrument for enhancing the quality of its relationships with its clientele. According to Dobrokhotov (2023), using data analytics, Tesla can stay ahead of the competition by providing products and services that are not only technologically cutting-edge but also precisely tailored to the tastes and preferences of its target market.
[bookmark: _Toc144195757]5.2 Feedback Loop 
Understanding the consumer journey requires collecting feedback, which Tesla can easily incorporate into its marketing approach (Bleicher, 2022). Surveys and follow-ups conducted after a transaction have the potential to be quite informative. According to Sachdeva et al. (2023), customers who have recently purchased a Tesla vehicle may be invited to fill out a survey to voice their opinions on the car, the buying process, and any potential upgrades or changes they would like to see made. In addition to helping Tesla collect useful information, this makes customers feel that their opinions matter and improves their entire experience with the company.
One example of Tesla's dedication to feedback is the company's prompt handling of consumer complaints posted on social media (Sun et al., 2021). As a brand that values customers, Tesla is well-known for its rapid response to client complaints. One Tesla owner complained on Twitter that other drivers couldn't use the Superchargers since they were always busy. Within hours after the message, Elon Musk had responded, saying he would do something about it. The option to be charged for leaving a fully charged Tesla at a Supercharger station was offered within a week. The problem was fixed, and Tesla received favorable news because of its quick response to customer input (Linja et al., 2022). As part of its cutting-edge advertising campaign, Tesla incorporates the feedback loop. Insights that may not be immediately obvious from data analytics alone can be gleaned via post-sale questionnaires. Tesla may gain a more complete picture of the customer journey by comparing the quantitative data from analytics with this qualitative information (Sheth et al., 2023). Similarly, Tesla can make significant improvements thanks to the real-time feedback loop provided by the company's swift response to customer complaints on social media. 
[bookmark: _Toc144195758]5.3 Channel Diversification 
When it comes to communicating with your customers, it is not always effective to use just one method. Because of this, having many channels is essential. Tesla is skilled at utilising a variety of channels to communicate with its customers, making the entire experience smooth and exciting (Jing, 2020). Tesla has a robust online presence, including active social media profiles, an easy-to-navigate website, and engaging webinars. Tesla, however, is not just working in the virtual realm. Higgins (2021) argued buyers may get their hands on a Tesla, talk to product specialists, and even take a test drive at one of the company's showrooms.
Tesla's integration of digital and analog customer interaction methods is a notable example of channel diversification on the company's part (Moghrabi et al., 2023).  To further Tesla's objective to speed the world's transition to sustainable energy, the company's showrooms are more than just venues to display automobiles; they are also built as teaching centers where visitors can learn about electric vehicle technology, sustainability, and more. This focus on learning complements the brand's larger objective of educating its target audience and makes for a more fulfilling time in the showroom. Conversely, people who prefer digital connections will like the ease and availability of Tesla's internet platforms (Braunfels, 2021). For instance, customers interested in purchasing a Tesla may easily design and order their vehicle online. The customer journey is deepened and enriched by the availability of different channels for consumer engagement (Terho et al., 2022). The showrooms are available for customers who prefer hands-on experiences, while internet shopping caters to those who prioritise convenience. With this multi-pronged strategy, Tesla can reach more people and meet their varying interests and requirements. It offers several consumer touch points that may be mapped to substantial phases of the customer's journey, beginning with awareness and moving through interest, consideration, purchase, and advocacy (Priya, 2020). 
[bookmark: _Toc144195759]6.0 Fulfilling Stakeholders' Expectations
[bookmark: _Toc144195760]6.1 Transparency 
Tesla excels at being transparent, which is vital for meeting the expectations of its stakeholders. Tesla goes above and beyond the norm of providing quarterly shareholder reports. In addition to financial data, these reports feature in-depth discussions of successes, setbacks, and planned moves. Building confidence among shareholders, consumers, and other stakeholders is a top priority for Tesla (Long et al., 2019). Thus, the firm provides a transparent summary of its performance. Tesla's strategy in its Q2 2021 update is a good case in point. During the quarter, the business boasted publicly that it had delivered 201,250 vehicles (Daylan, 2023). Sharing this precise statistic is not about bragging about a high rate of deliveries; rather, it is about being open and honest with stakeholders. This method not only updates investors but also reassures them of the company's production ability, which can positively affect the market (Ho et al., 2020). In addition, by being transparent about its difficulties, Tesla helps its stakeholders comprehend the complexities of its operations and the steps it takes to overcome them.
Keeping reports public is not just the moral thing to do but also makes good commercial sense. All of Tesla's stakeholders are in sync with the company's long-term aims because of this openness, which goes beyond the company's financial dealings (Khan, 2021). Building and keeping trusting relationships with stakeholders is essential for any company that wants to be there for the long haul.
[bookmark: _Toc144195761]6.2 Sustainable Practices 
More than just financial results, ethical and sustainable business practices are required to meet stakeholder expectations (Lassala et al., 2021). Tesla's dedication to eco-friendly technology aligns with the increasing interest in environmental responsibility among the company's key constituencies. The company's commitment to reducing its environmental effect is seen in the variety of electric vehicles and solar power equipment it offers. Tesla's commitment to making its batteries recyclable is just one striking aspect of its Sustainability Report (Strawhecker, 2023). The study found that 98% of Tesla's battery packs can be recycled. This means that practically every part of a Tesla battery may be reused rather than thrown away. This is a giant step toward a greener, more sustainable future in the automobile sector and sets a new norm. According to Yang et al. (2022), the environmental effect of a product can be greatly reduced during its entire life cycle if its battery pack is 98% recyclable and uses fewer raw materials.
The commitment to sustainable methods by Tesla is not only good for the environment but also the company's bottom line (Kazakova and Lee, 2022). Tesla's actions set the company apart when customers and investors became more concerned about environmental impact. In addition, various parties well-received these actions, from customers who are pleased with their eco-friendly purchases to financiers searching for responsible financial opportunities. Armour et al. (2023) stated Tesla's sustainable policies solidify the company's position as an industry leader and reflect the growing desire of stakeholders for companies to act responsibly toward the environment. 
[image: ]
Figure 8: Analysis of Fulfilling Stakeholders' Expectations (Source: By Author)
[bookmark: _Toc144195762]Conclusion 
Tesla's unique marketing methods are a major reason for the company's success in becoming a global leader in the sustainable energy and automobile industries. Brand recognition has increased because of the company's novel strategy of relying solely on word-of-mouth and social media promotion. Tesla's holistic customer experience aligns with contemporary marketing ideas because it emphasises the customer journey rather than isolated touch points. Transparency, sustainable practices, various channel options, real-time feedback loops, and data analytics help meet the stakeholders' needs on this path. There are, nevertheless, opportunities for additional innovation by Tesla. To begin, Tesla may improve its worldwide appeal by putting more effort into regional and country-specific advertising. Since electric vehicles are not yet widely used, targeting new consumers through regional advertising is essential for success. Second, Tesla may launch customer appreciation initiatives that provide benefits such as discounts, priority service, and access to VIP events and experiences. This would enrich the consumer experience and turn one-time buyers into repeat clients.
Improving the post-purchase phase of the client journey is another suggestion. Despite the company's efficient feedback loop, there remains room for improvement in Tesla's customer satisfaction measures. While Tesla's regular software updates help maintain the product current, the company may also explore recommending specific accessories or servicing intervals depending on a customer's usage. Finally, Tesla might be considerably more forthcoming about its difficulties and solutions. This would increase confidence in the company and allow for more stakeholder participation, which could lead to novel ideas the business had not previously explored. Constant innovation is required to keep up with the fast-moving nature of technology and the ever-shifting standards of today's consumers. By making the recommended adjustments to its current strategies and implementing the proposed new ones, Tesla will be able to establish its brand further, improve the customer journey, and meet the expectations of its stakeholders.
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Direct-to-Customer Sales
Model

[ Avoids traditional advertising ke TV and print ads.

| Funds usually spent on advertising are redirected to research and
development.

| Focus on innovation and improving product quality.

[ Teverages satisfied customers as brand advocates.

| CEO Elon Musk's active Twitter presence generates organic press and
public discussion.

| Free publicity keeps Tesla in the public eye.

[FSells vehicles directly through its own website and showrooms.

| Eliminates the need for middlemen, simplifying the buying process,

| Offers straightforward, no-haggle pricing and easy customization
options
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Aspect Summary
Virtual Test Drives - Provides 360-degree interactive experience of Tesla vehicle.
- Executable on social platforms like Instagram and Facebook.
- Transforms interest into strong purchase consideration.
Elon Musk on Twitter - Highly interactive, serves as a real-time customer service channel.
- Announces new features and news, building anticipation.
- Enhances post-purchase engagement and solidifies customer loyalty.
- Generates free publicity and shapes brand narrative.

Overall Strategy - Social media not just touchpoints but integral parts of the overall customer journey.
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Aspect Summary

Transparency - Provides detailed quarterly updates to shareholders.
- Example: Q2 2021 update announced delivery of 201,250 vehicles.
- Builds trust by discussing achievements, failures, and strategies.
- Influences market confidence and aligns stakeholders with long-term goals.

Sustainable - Committed to eco-friendly technology like electric vehicles and solar products.
Practices

- Example: Sustainability Report shows battery packs are 98% recyclable.
- Lowers environmental impact and resonates with eco-conscious stakeholders.
- Aligns with growing demand for sustainability, making business sense.

Overall Strategy - Transparency and sustainability are key to fulfilling stakeholder expectations and
sustaining long-term success.
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