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ABSTRACT
Elon Musk, and others, founded the electric vehicle firm Tesla. Due to its dominant position in the electric vehicle market, the report focuses on its marketing. It did analyses on PESTEL and Porter's five forces to find the relations between macro-environment, micro-environment and Tesla’s marketing decision. Then, it carries on with analyses on target markets in terms of market segmentation, targeting, differentiation, positioning and the marketing mix. Based on the above analyses, it can be found that Tesla mainly insists on zero-dollar marketing by means of its outstanding reputation, a word-of-mouth communication model as well as social media. Because Tesla is relatively good at zero-dollar marketing, it is suggested to improve its marketing with reorganizing its PR group or trying other ways of marketing and establishing a coalition of interests with its government and other enterprises.
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1 Introduction
1.1 Research Background
1.1.1 Introduction to the Marketing Concept and Importance
Exploring, generating, and providing value to satisfy a target market's wants for products and services is the process of marketing (Cerf, Garcia and Kotler, 2017, p.281).

Marketing is a crucial link for businesses in the modern market economy's development environment. Many enterprises do not choose the right marketing method, which leads to the market share of enterprises becoming smaller and smaller, or even eliminated. To break through this situation and problem, enterprises need to improve marketing with further attention, effective research on customers' consumption psychology and motivation, so that customers can know, understand, agree and finally buy. Businesses can only secure their long-term survival and growth by consistently changing their marketing strategy and implementing marketing innovation. (Jianye, 2019).
1.1.2 Introduction to Tesla Motors
Elon Musk, and others, founded the electric vehicle firm Tesla (Vynakov, et al., 2016). Tiwari and Jai Deo (2017) state that the company in terms of producing electric vehicles making use of lithium-ion battery for energy storage and providing subsidies for the establishment of solar panels. It sets a strong precedent for the use of renewable energy to produce scalable clean energy to power automobiles, which creates a solid base for the growth of the electric vehicle sector. Tesla has seen enormous market growth since its foundation in 2003 owing to its commanding position in the electric vehicle market and cutting-edge technology advancements (Campbell and Peter, 2017). It became the sixth corporation in American history to have a market valuation of $1 trillion when it did so in October 2021 (Nick and Christoph, 2021).
1.2 Introduction to Tesla’s Marketing

When compared to other automakers, Tesla spends comparatively less on marketing since it relies on its stellar reputation, word-of-mouth promotion, as well as social media and avoiding large-scale advertising initiatives. As an illustration, rival Nissan advertised its electric Nissan Leaf car in 2012 at 25 million US dollars. Tesla, on the other hand, primarily uses its stores for advertising and makes savvy use of social media platforms, which have a significant influence while being very inexpensive. Savings are then used for the area of research and development (Voigt, Buliga and Michl, 2017). Just as its founder Elon Musk said in 2019, “Tesla does not advertise or pay for endorsements. Instead, we use that money to make the product great.”
2 Discussion of Tesla’s Macro-Environment and Micro-Environment 

Tesla’s macro-environment (external environment) will be discussed with the tool PESTEL while its micro-environment (internal environment) with Porter’s five forces in the following parts.
2.1 PESTEL Analysis
As is known to us all, PESTEL or PESTLE is a strategic framework which guides analysis of macro-environment. It incorporates six factors as below.
2.1.1 Political Factors

One of the main sociocultural influences that has an impact on businesses and industries is the government. Opportunities like governmental subsidies for electric cars, a new global trade agreement and political stability in most major markets are in this scenario vital for Tesla and the automotive and energy solutions businesses (Daniel, 2019).
On the one hand, according to Reuters (2021), EU proposes effective ban for new fossil-fuel cars from 2035; on the other hand, Feed-in tariff, a kind of governmental incentives for electric automobiles partly explains why Tesla has been favored from political factors because it is a broadly used policy instrument globally designed to gradually decline in order to monitor and promote technological advancement in renewable energy (Wikipedia, 2022). 
2.1.2 Economic Factors

Regarding Tesla, the impact of economic conditions on the remote environment is taken into account. These factors affect the automotive industry, and they include market expansion, trade volume, currency fluctuations, etc. Tesla needs to handle the following external economic considerations that have an impact on the automobile market: lower battery costs (opportunity), lower costs for renewable energy (opportunity), and concerns about economic stability (threat). 
Issues with economic stability, particularly in Europe and Asia, pose a threat to the company's financial performance. However, many opportunities for growth should be highlighted, as well (Daniel, 2019).
2.1.3 Socio-Cultural Factors

Through employees, clients, and investors, a firm's macro-environment is impacted by social trends and situations. To optimize the business advantages of such external influences, this section has to know how the company aligns with the societal trends in its target markets.

Opportunities to expand the global automotive industry are revealed by the company study. According to the PESTEL research methodology, the market demand for the company's electric vehicles and related products has increased due to the rising popularity of low-carbon lifestyles and rising preference for renewable energy sources. Additionally, Tesla has a chance to boost its financial statements as a consequence of the fairer wealth distribution in developing nations. Tesla can expand its business abroad with increasing potential customers (Daniel, 2019).
2.1.4 Technological Factors

How far Tesla's automotive and energy solutions businesses develop will depend on current technologies (Daniel, 2019).
Tesla's R&D spending push makes Tesla the leading U.S. electric car market, while innovative technology changing the auto industry gives Tesla a growth opportunity (COLLEGE OF MARKETING, 2021). Just as mentioned before, Tesla outweigh its research investment than marketing cost for what customers want are products and after-sales services (Statista, 2022). The wider use of internet mobile platforms also provides a chance.
2.1.4 Ecological Factors

     Ecological variables are recognized as important forces on the market environment for Tesla in this PESTEL analysis. The company's electric vehicles, batteries, and solar panels are believed to appropriately address these external factors relating to corporate sustainability and ecologically beneficial products. This part of the PESTEL analysis shows that Tesla has excellent growth prospects based on the qualities of its goods (Daniel, 2019).
2.1.5 Legal Factors

    Laws influence management choices and corporate growth. For instance, Tesla's marketing strategy is carried out within the legal bounds. 

Tesla has the potential to grow its business safely abroad, especially if it considers extending foreign patent protection. Besides, based on the energy consumption rules that the client organizations must adhere to, this analysis reveals the opportunity to market the company's electric vehicles and energy solutions products. Additionally, the company has a chance to expand through direct sales, which are permitted in certain U.S. states. This outside factor poses a threat even if some governments forbid direct sales and require dealerships to work with customers in the auto industry (Daniel, 2019).
2.2 Analysis with Porter’s Five Forces 

A technique for examining a company's competitive environment is to use Porter's five forces framework. Five forces that control the level of competition and, subsequently, the profitability of an industry are identified using industrial organization economics (Michael, 1979). 
2.2.1 Competitors

     Currently, there are conventional brands worldwide as well as new energy vehicles like NIO. More businesses will inevitably enter this sector. Mercedes-Benz even said that starting in 2025, all of its forthcoming models will be totally electric. While more established companies including Tesla share a significant portion of their higher-end client base with other brands made in China, new electric car enthusiasts share a significant portion of their customer base with other brands. Policies are also supporting progressive XPEV in China. Nevertheless, Tesla's sales have surged since becoming exposed to this year’s “out of control” scandal (Xiao, 2022).
2.2.2 New Entrants

Even though Tesla was one of the first companies to enter the new energy market, many more may given the circumstances of aggressively promoting electric vehicles globally. Hence, Tesla should give due attention to the new forces in the industry if it wants to achieve long-term development in the target market. 
Because the transportation sector affects many people's means of subsistence, entry standards and barriers are considerably high. The development of new energy vehicles, however, is strongly supported by policies. The benefits of technology and management will unavoidably put tremendous competitive pressure on Tesla as a result of ongoing economic progress, the appearance of new ideas, and the threat of new entrants (Xiao, 2022).
2.2.3 Substitutes
Early in the development of electric automobiles, some new alternatives have entered the market. Tesla is not the only company in this situation, but as the market leader in electric vehicles, Tesla is inevitably under attack. like the hydrogen-powered Nissan automobiles. But from the standpoint of the entire car electrification process, anytime lithium battery development moves more quickly than anticipated, little attention is given to any other technology. Even in the eyes of some, conventional fuel vehicles remain their first option.
Today, the performance improvement and cost reduction of lithium batteries are much faster (Hoelzlhammer, 2018). Technology based on hydrogen fuel cells is progressively losing its appeal since it has a raft of pressing issues that require immediate solution.
2.2.4 Suppliers
Tesla runs so many gigafactories throughout the globe that have attained extensive machine automation and are able to produce in massive quantities with little labor, which considerably reduces prices. Consequently, despite having little negotiation power, Tesla needn't worry too much about that (Sustainability, 2020).
2.2.5 Buyers

    The electric vehicle industry has become more well-established in urban areas recently. Thanks to the growing number of electric car products from various firms and the continually improving cost-performance, consumers have a wide choice of automobile options, including both electric and conventionally driven automobiles. Consumers' bargaining power with Tesla is on increase (McCain, 2019).
3 Target Markets of Tesla

3.1 Market Segmentation

    Market segmentation is the practice of partitioning a market into smaller groups of customers with different demands, traits, or behaviors that may necessitate the use of specific marketing techniques or mixtures. It allows an organization to concentrate their marketing efforts most effectively and economically.
3.1.1 Geographic Segmentation

Tesla is a city-based, pure electric automobile. The distance it can be driven is less than that of fuel-powered cars. Additionally, roads must be smoother for electric vehicles. Therefore, it will be more practical in big cities with better traffic conditions and more extensive charging networks, ensuring Tesla's driving experience (Hisrich, and Ramadani, 2018).
3.1.2 Psychographic Segmentation

Youngsters are becoming the largest customer segment in the automotive industry. Following fashion trends and paying attention to technology are necessities of their consumer psychology. Tesla Motors stands in stark contrast to conventional vehicles, which can cater to young people's curiosity and value orientation. However, based on the current Tesla prices, this group's overall consumption capacity is insufficient.
3.1.3 Demographic Segmentation
For instance, China's middle class is comparatively huge, yet its high-income population is disproportionately small. Tesla puts them into various consumer categories based on their relative wealth. To suit the needs of the high-income group and build brand awareness, it first launched high-end pure electric car races. In a later phase, it produced pure electric mid-range civilian cars for the middle class.
3.1.4 Behavioral Segmentation
   In terms of consumption behavior, it can be seen from a questionnaire that the average household owned more than one vehicle by consumers who bought Tesla cars; In the low-end electric vehicle market, the buyers of new energy vehicles are usually those who purchase electric vehicles for the first time (Automobile Life News, 2022). 
In terms of specific models, according to the feedback from customers who have bought SUVs, most of the owners who have bought SUVs have also had the driving experience of cars. Because of the change in family structure or the desire for more space and comfortable driving experience, they prefer Model Y when they buy them again (Financial Metropolitan Governor, 2022).

3.2 Targeting

    The biggest discrepancy in Tesla's target market selection is that the market's ability to consume its products does not match the market's acceptance of those things. Given that the percentage of persons with high incomes is rather low, it is advised to choose target markets with reasonable price adjustments.
The target audience group will be adjusted to a middle to high income group in a more developed city, pursuing fashion and technology, aged between 30 and 40, having at least one car and preferring SUV models.

By slightly adjusting the price downward, Tesla makes the consumer group younger to attract more buyers with disposable income, and concentrates on customers who already own conventional automobiles in order to suggest suitable models for precise marketing.

3.3 Differentiation

   The four products that Tesla has sold clearly shows its product differentiation positioning. Roadster is marketed as a high-end supercar and targets businesspeople and celebrities. Model 3 is positioned as a young, trendy middle-class group, while Model X and Model S are middle and high-end, fashionable high-income groups. Tesla has finished locating luxury cars, high-end cars, and intermediate cars in the product line thanks to the line's ongoing downward progression.
3.4 Positioning

Tesla is marketed as a high-end electric car that is famous for its high level of technology and design. For a better driving experience, car owners can choose to improve the driving system. Tesla vehicles can even be remotely controlled using mobile phone apps. Tesla's main competitive advantage is the technology it combines with automobiles. Another key factor in why consumers like Tesla is the high-end driving experience provided by their automobiles (Teece, 2018).
3.5 The Marketing Mix
Of the marketing mix, the promotions mix is often what people think ‘marketing’ is, as it is most visible.
Unlike other automakers, Tesla directly sells vehicles through its website and a network of company-owned stores (Jin, 2022). Based on this, Tesla applies zero-dollar marketing. Its marketing promotion has borrowed from Apple's marketing model. It tries to create a fixed fan user group by offering high-tech products to a specific few elite groups. Through this group, it can expand the influence and brand image of its products (Arkin, 2020).

Electrek revealed Tesla, the leader of the electric vehicle industry, has dissolved its PR department in the United States. The news has been confirmed by Tesla executives (Tencent, 2020). Besides, Tesla is not overly dependent on paid advertising. Instead, it resorts to its outstanding reputation, builds a word-of-mouth communication model (AUTO, 2022), and takes advantage of social media.
Firstly, Tesla's key to surpassing other brands in global markets is the attribute of "technology", which is reflected in all aspects of Tesla. In terms of products, there are minimalist science and technology interior and exterior decorations, FSD intelligent driving, Cybertruck etc.; In addition, its launch and the gigafactory opening ceremony have been turned into a gathering of technology fans. As can be seen from many details, Tesla has deliberately attached the important label of "sense of technology" to itself, forming a brand image that exerts a subtle influence.
For a long time, the latest news about Tesla is often given priority by the media from all walks of life. It is the KOL Tesla that can bring traffic effect to the media, so that it can achieve a wide range of communication effects without spending. Moreover, the effect and persuasiveness of the news exposed from third-party media is better than Tesla's own release. Tesla has made good use of its leading influence in the industry, and spent almost "zero dollar" to maximize its exposure. This way is not learned by other brands, at least not yet.
Secondly, Tesla introduced extra miles promotion and so on, which  greatly enhanced car owners' enthusiasm and raised the impact of word-of-mouth marketing. It has steadily gained popularity as sales of the Model 3 and Model Y have increased. At this time, the word-of-mouth communication effect brought by owners spread exponentially like a phenomenon. Tesla naturally canceled the publicity award to save costs.
Thirdly, social media is often critical in communication with consumers. Whenever people talk about Tesla, they might mention its brilliant CEO. Without Musk's influence on social media, Tesla would not be as great as it is today. Musk expresses his views on Twitter almost every day, such as business ideas, social hot spots, enterprise events, and even is happy to share his interesting life stories. His real personality is indeed quite different from others, so he won the favor of many followers who are tired of elaborately planned advertisements or template content. Musk, for example, often brings various topics to cause discussion, and his memes, which are widely spread on the Internet. People feel that Tesla is not an indifferent technology inc., but an authentic and approachable existence. With its reputation in science and business areas, plus its great vision of changing mankind’s transportation, Musk can influence Tesla's market trend with even a tweet. The reason why many people like Musk is that they are attracted by his personal charm and his achievements in various fields, like the ambitious vision of SpaceX to establish Mars immigrants. These favorable feelings towards Musk easily transform into ones towards Tesla, and naturally Musk becomes the first person to bring goods to Tesla.
4 Conclusion
4.1 Findings
Combined with both analyses on PESTEL and Porter's five forces, we can find how macro-environment and micro-environment influence Tesla’s marketing decision. Firstly, Tesla has embraced many opportunities in the market. Secondly, as a new entrant, it faces up relatively uncompetitive competitors, basically no substitutes, supportive suppliers but it is faced with high bargaining power of buyers. Perhaps that’s why it chooses zero-dollar marketing for the core value behind it is good products.
For target markets, Tesla is positioned as a high-end electric vehicle for urban people as a family alternative car in some cases. Its differentiation is clear, but targeting needs continuous adjustments, especially in price.  
Regarding to the selection of media, it mainly depends on social media and it works.
Based on the above analyses, Tesla mainly insists on zero-dollar marketing by its outstanding reputation, a word-of-mouth communication model as well as CEO Musk’s social media.
4.2 Recommendations
It is quite hard to tell whether Tesla’s marketing is successful or not. Seen from perspectives like increased sales and number of customers or less customers complaining, Tesla has both merits and demerits in its marketing.
On the one hand, zero-dollar marketing saves cost and therefore provides adequate fund for R&D, which builds the foundation for word-of-mouth marketing and suits customers’ interest. Furthermore, social media aims at influencing and reaching as many people as possible. As a result, Tesla will be in a benign circle (Aran, 2021).

On the other hand, Tesla lacks the awareness of public relations’ significance, which has taken a toll on its ability to respond to crisis events and influence. Every coin has two sides. The impact of the Internet on Tesla is immediate. The company will be at risk once if Tesla misjudges its market or audience. Although Tesla is also benefited from different public opinions, negative news in the long run may result in the decline in sales. On top of that, Tesla's Internet media can't cover the whole world (Colleen, 2013), which is also a setback. 
According to the 4P Theory, Tesla can maintain its effective zero-dollar marketing and meanwhile has a clearer understanding of the importance of public relations or other media. Thus, Tesla should be more active in the public, even think of establishing a coalition of interests with its government and other enterprises (Sendpulse, 2022). This requires Tesla to increase public relations expenditure and strengthen the construction of PR, rather than giving up this sector.
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