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[bookmark: _Toc122537544]Introduction
This assignment has discussed on implementation of different effective marketing and communication strategies used in promotional strategies in the case of the international automobile manufacturing company Tesla. The current context of globalisation and the digitalisation of business has changed the overall marketing strategies of companies. In the current context, the utilisation of effective communication strategies has become essential to increase the performance of marketing campaigns (Popescu,Gombos, Burlacu and Mair 2021). This report has demonstrated how the communication model, integrated marketing communication etc needs to be used for enhancing the strategic approaches of customer journey mapping that would help the marketers to meet the needs of the customers effectively. 
[bookmark: _Toc122537545]Overview of the company
Tesla is a famous American automobile manufacturer that manufactures electric vehicles, solar panels as well as batteries for cars as well as a shortage of home power (Britannica 2022). The company was founded in 2003 by the American entrepreneurs Martin Eberhard and Marc Tarpenning and it was named after Nikola Tesla who was the Serbian American inventor. The goal of the company when it was created was to speed up the advent of sustainable transport by bringing compelling huge market electric cars to the market as fast as possible (Tesla 2013). The mission is to increase the speed of the world’s transition towards energy that is sustainable by electric vehicles that are affordable in addition to renewable energy production as well as storage. The company was initially formed to develop the sports cars that are electric. Eberhard was then the CEO of the company and Tarpenning was the CFO. The funding of the company was gained through various sources, most significantly for the cofounder of PayPal Elon Musk that contributed almost $30 million to the new venture and since then it served as the chairman of the organisation started in the year 2004. The revenue of the company increased by nearly 53.8 billion U.S. dollars in the financial year 2021 which is a 71% increment from the last year. The largest market for the company is the U.S. (Statista 2022). 
[image: ]
Figure 1: Revenue of Tesla from 2008 to 2021
(Source:https://www.statista.com/statistics/272120/revenue-of-tesla/)
[bookmark: _Toc122537549]Definition of Communication
Communication is the way by which important information is exchanged among individuals by a general system of symbol, sign as well as behaviour. Communication can be defined as a two-way process which involves transferring data or messages from one individual or team to another. This procedure is an ongoing process and involves a minimum of one sender and one receiver to further exchange the message. This can be any kind of message such as an idea, imagination, emotion as well as thoughts. Communication means sharing where diverse modes of communication are available which involves emails, Chats, WhatsApp, Skype etc (Xiaoxi, Stapa and Jiannan 2021). Effective communication is very helpful for people to work easily. There are two modes involved in communication such as formal and informal. But the communication between the two people can face some barriers that can impact the work. The lack of proper style and feedback is one of the barriers and the failure to maintain dual communication is the other barrier faced by the company. Communication in marketing is also very important as it helps to move the products, services as well as ideas from the manufacturers to the end customers and thus helps to maintain a connection with the customers (Singha 2019). 
[bookmark: _Toc122537550]Communication model
AIDA is a broadly used model of communication which is utilised by the company to sell their products as well as services (Mumtaz 2019). AIDA is an acronym that involves Attention, Interest, Desire and Action. Each of the elements of this model helps an organisation to reach towards the customers effectively and easily by communicating with them. 
Attention
When acompany launches a product, the major aim is to grab the attention of the people (Putri 2021). The companies, therefore, invest in various thinking regarding the way through which the attention of the product can be grabbed. The attention of the customers is generally grabbed through the usage of images, colour, layout, model etc. The options to attain attention involve hospitality, sponsorship, events and big promotional campaigns. 
Interest 
Once the company is capable to secure the attention of the people, the upcoming task is to hold their interest (Budimansyah et al. 2019) This can be done by promoting the feature of the product and a clear description of the advantages the products have to provide. This stage aims to provide information to the customers that will help them to move towards the next stage of the procedure. 
Desire
In this stage, the company wants to create a desire among the customer to purchase their product through the interest shared with them. If the product of the company is a trendsetter then buzz marketing will be helpful to create powerful desire. 
Action
If the AIDA strategy of the company can be successful then the customers will buy their products as this is the final stage which involves purchase action. Offering a variety of payment options and providing both online and offline options to purchase the product therefore will be beneficial. 


Figure 2: AIDA communication model
(Source: Author-Made)
[bookmark: _Toc122537551]Integrated marketing communications
According to American Marketing Association (2020), integrated marketing communication is a process of planning that is designed to ensure that all contacts of the brand are received by consumers or prospects for the good, service or company related to that individual and constant over time. Integrated marketing communication involves various forms of marketing communication tools such as advertising; direct marketing, internet marketing, sales promotion as well as public relations. Promotional campaigns are also one of examples of integrated marketing communications. It integrates all methods of promotion of the brand to promote a specific product or service among the audience that is targeted. 

[bookmark: _Toc122537546]New promotional strategies
For designing new promotional strategies, the company should identify the proper customer segment that could guide the marketers in categorizing the individual needs of the customers. It has been stated that the existing customer segmentation of the company is geographic segmentation, demographic, behavioural and psychographic market segmentation (Chenand Perez2018). The target market of the company is a high to middle-income group of people from the international market. The company has developed a sustainable brand image towards the global market, by promoting the aspect of sustainability. The demographic market segmentation of the company is mainly the medium age group of people. Business executives, other higher-ranked professionals, senior manages etc are the main target audience of Tesla. The company’s existing income level of the target audience is mainly higher. The geographic market segmentation company has assisted the company in dividing the most profitable geographic locations. For an instance, the market of China has become the most outgrowing market for Tesla, as in the Chinese market, the sales rate has increased by more than double within the year 2021. The existing behavioural market segmentation of Tesla has considered affordable ownership of sustainable electric cars. The company has promoted the beneficial aspects of using sustainable cars to change customer buying behaviour (Vig, Sutaand Tóth2022). The psychographic market segmentation of the company has targeted the characteristics and traits of the audiences, which include, reformer, succeeder, aspirer etc. 
The company should make changes in market segmentation for attracting more customers from the targeted market. The existing marketing strategy used by the company is traditional marketing, which is not compatible with the current business environment. Tesla should focus on the medium income group of market segmentation for increasing the sales rate of the company. The new marketing strategies of the company should be illustrated using SAMRT objectives. 
To increase customer engagement focusing on the medium-income group of customers using omnichannel marketing by around 35% more than the current rate of customer engagement of Tesla also by targeting to increase the profitability of the company by around 20% more than existing financial profit within a year. 
	Specific 
	To increase customer engagement by around 35% more than the existing customer base 

	Measurable 
	To use omnichannel marketing in the promotional attributes for increasing the customer base 

	Attainable 
	To use integrated communication methods within the customer engagement rate 

	Relevant 
	To increase the overall profitability of the company by around 20% more than the existing financial revenue of Tesla 

	Time-bound 
	Within one year 



[bookmark: _Toc122537547]Brand Equity and Branding
When compared to a generic alternative, the corporation has commanded a higher price for the  productoffered by the brand. This is known as brand equity that helps to determine the identify of the brand. The particular making items unique, instantlyrecognisable, superior in quality,  and dependable has assisted the brands in helping businesses build brand equity for their goods (Rajavi, Kushwahaand Steenkamp2022). Mass marketing helps marketers for enabling the maximum profitability of companies by enhancing brand equity to get customer loyalty.Customers tend to pay a premium price for the high quality products and latest sales when it has strong brand equity, especially when they could buy the very same thing to get competitive advantage in the targeted (Anabila2020). Users essentially spend more money for working with the most trustable company. The price differential has flowed to the margin of the company with brand equity as it has helped the companies to differentiate the brand image than the rivals, both manufacture and promote the product. Even though shoppers favour merchandise and services with solid identities, a strong brand has a significant impact on revenue volume and a corporation's profitability.
A brand is any characteristic that distinguishes one seller's product or service from the offerings of other vendors, such as a trademark, word, design, logo, or another attribute. For branding, the companies have to design proper logos and touchpoints according to the products and the taste of the targeted customers. The target demographic recognizes symbols as well as phrases and sights. Marketing strategy now places a high priority on branding (Swaminathan et al. 2020).
[bookmark: _Toc122537548]Comparison and justification for selecting Asker's Brand Equity model and Keller's brand equity model
Different marketers use different marketing theories and models for determining effective marketing plans. The Aaker Brand Equity Model has included the  conceptsetcthat have described how the marketers from different companies can recognise, strengthenand evaluate,  a companys’ brand identity. This model has introduced by David Aaker, a former University of California, whohas proposed the particular idea in the year 1990s (Amoako and Boateng 2022). The model approach has covered  the concept of brand equity is a composite ofperceived qualityconsumer awareness, and brand loyalty. These resources have assisted a business to raise the differentiation value of its goods or services, which could benefit the client in different ways (Lim and Guzmán2022). Tesla has focused to utilise customer-centric business model to increase customer engagement. Self-service online store where the customers can communicate directly with the stakeholders of the business. Furthermore, Tesla’s channels includes online and offline promotions that have impacted on the customer mapping journey of the company. Direct to customer model of sales is the core factor of the company. The CEO of the company Elon Musk always has targeted to build positive brand image to increase the sales rate of the company (Liang 2022). The model has suggested that brand equity can assist marketers in retrieving information from specific sources, influencing the purchasing decision for the company’s marketers and increasing the satisfaction of the customer. The AAKER model has focused on determining the corporate reputation can aid consumers to discover comprehending, retrieving and more details about a brand that would help the marketers for differentiating the the brand presence.The concept of the Aaker model, brand equity can boost consumers' trust in their purchase decisions relatedto their acquaintance with the product. Customers' confidence in a product's reliability is increased through the customer - based brand equity, which also increases their happiness with the business (Sijoria, Mukherjeeand Datta2019). This component of the brand reputation is concerned for getting customer recognition in the international market. The companies have to set up a differentiate brand image for developing the brand equity. It has taken into account the product's worth to customers as well as its quality. Clients who utilize the particular product and how they use it might also be considered in this aspect. The brand-related icons are part of the Aaker model. A team's logo, for instance, maybe a part of its marketing strategy. The history of a brand, visual visuals, or aural components can all be integrated into the product line as a logo. By the Aaker model, several indicators can give a brand's character a framework.
The model of Keller’s brand equity has been introduced by Kevin Lane Keller who was a marketing professor at Dartmouth college. It has predicated on the notion that a brand's strength comes from what consumers have heard, learned, experienced, and seen about it through time. Consumer Based Brand Awareness and brand model is another name for this one. This model included providing answers to four basic questions such as the finding of the brand identify, the meaning of the brand, brand responses and identification of the relationship between the brand and the targeted audience (Keller2020). It is important to consider where and when the consumer thinks about the brand in addition to how frequently and easily he may recall or recognise the brand. The secret to gaining the right brand identity is to increase brand salience. The linkages with visuals show how efficiently the brand satisfies the public's social and psychological demands. The consumer primarily searches for associations that are connected to functionality, for instance how well a product or a service performs (Wakefield, Wakefield, Kellerand Rivers2021). Marketers have to understand the characteristics and brand image for identifying the meaning of the brand. The businesses must consider the consumer's reaction. Keller combines those reactions under two categories: judgements and sentiments. The customer judgements have included the aspects such as credibility, quality, superiority and consideration. On the other hand, the customer's feelings have included the aspects like, fun, and self-respect. Excitement, warmth and social approval. 
In this case, AAKER's brand equity model would be more appropriate for enhancing the acceptancy of the brand image towards the international market by focusing on the new customer group. As this model is more systematic than Keller’s model. This model has implemented the aspects like cost reduction, leverage of the trade, focusing on the priorities of the new customer base, and identifying the response time of the competitors. 
[image: ]
Fig:Aaker’s Brand Equity Model
Source:Brand Management - Equity Models (tutorialspoint.com)
This model has also focused on the considerations of brand awareness for extending the market opportunities of the companies to increase the profitability of the company The brand awareness measures regarding the AAKER model have focused on the factors like familiarity, association anchors, sustainability, considerations of the customers, and sustainability. The perceived quality aspects of the model have targeted to control the quality brand position and price by determining the relationship among the concepts. In the case of imposing omnichannel marketing within the branding process, the implication of AAKER 's model will be more effective than Keller's model (Slaton, Testa, Bakhshian and Fiore2020). 
[bookmark: _Toc122537552]Customers' journey and customers' touch point
The journey of the customers and the customer’s touchpoints play a vital role in the customer's experience which can increase their willingness to purchase the product of Tesla. Various customers see the app as their go-to touchpoint with the company Tesla, rather than just an alternative for a browser on a desktop or a physical store of the company (Iyer 2021. The app can be defined as the personal porter of the customer's top Tesla which allows them to open their trunk of the vehicles or schedule an appointment for maintenance. The experience that is convenient, as well as frictional, can build resilience and create it more complex for the customers to switch to the other brands in the market. 
Pre-shopping experience
The touchpoints for the company for their customers can be firstly the pre-shopping experience which is very important to grab the attention of the customers. Through providing information can ensure an above-average pre-shopping experience (Min 2021). The company needs to provide information about pricing and other things particularly online. Taking time to be aware of what the competitors are doing and providing the best prices can provide a more comprehensive service for the customers. Providing coupons and a list of causes therefore will be beneficial for the company. 
Purchase through clear communication
One sure method to build value is to move cars in as well as out of the service bays urgently. The creation of an open communication culture among the parts as well as the service department is therefore very important. The clients will be reassured through transparency and ensuring them that the company is working as fast as they are able can make the clients happier and can increase their loyalty from them (Machmud, R. and Wolok 2020). 
Post-purchase service
Providing good services to the customers after purchasing the product is very important to make them purchase the product again. Current customers should receive direct mail and email for reminding them to come for the service and remind them of current specials. Phone calls can be made often for a service appointment and can be helpful and an effective touchpoint for customers (Fanderl et al. 2019).
Customer’s journey and customer’s journey map
Consideration
From the very beginning of purchasing Tesla car or in the first stage, the customers may realise that the company is different (Forbes 2019). In this stage the company controls everything about the journey.  During the first phase, the customers of the company will complete their entire online research and expect to visit the organisation so that they could finalise the procedure of purchasing. Therefore engaging with the customers in this phase through omnichannel marketing is very important because they are actively looking for the best vehicle and company that they want to purchase. In this stage, they will watch a listing of the product and may watch videos as well as can engage with the social media post of the company about their particular offerings. The emotions of the people regarding EVs can be described best as hopeful (Energex 2022). 
Purchase 
Tesla has a powerful understanding of which the customers are and through understanding every customer, the company personalizes the experience of the customers and through tuning with data the company regularly updates their offering through which they are able to encourage customers to purchase the product (Forbes 2021).  In the purchase stage, the final decision-making, negotiation as well as reassurance takes place (Tueanrat, Papagiannidis and Alamanos 2021). The company will provide affordable pricing for the customers and will also offer various discounts on the products. After a high investment buys, the customers have to feel important and they also need to attain a sense of reassurance, therefore, the company needs to put their focus on making customers feel valuable. The price drop of the product can make people feel like a dream come true. While the purchase intention of an electric vehicle generally coincides with the requirement for a new vehicle, the tipping point that leads people to consider an EV is the price of the product. 
Service
The owners of Tesla can find out the latest resource, updates and other valuable information on their car on Tesla Support. It helps owners with their products and get up to speed on their car. The phase of service is a frequently overlooked chance to drive customers back to the company website as well as back into their shop. When the time comes for service, the owners of the vehicle have specific requirements in their mind so it is very essential for the company to show discounts on the service and other offerings. The customers in this phase are willing to know whom they can have faith in with their vehicle and what level of service they can expect. There are various negative feelings by those people that are waiting. Those who purchase Tesla can check the review. Therefore the online review regarding employees and dealership service can play a big role in their decision whether they want to service their car at the dealership or notGrewal and Roggeveen 2020).  
Conquest
After the delivery of the product Tesla provides some valuable offers to the customers regarding the service and warranty (Tesla support 2022). If any kind of service is required the customers can schedule an appointment of service through Tesla app. The vehicle is protected by a limited warrenty which can be helpful for the customers. Making the customers feel satisfied as well as appreciated is important in this phase. The customers need to be re-ensured that the company is the best place to go for the after-purchase service for all their requirements for the vehicle. The company, therefore, needs to welcome customers with the triggered communication method as well as personalised mail to satisfy their needs. 
Repurchase
In this phase, the purpose of the customers is very clear. They have high mileage, equity that is positive, are willing to have a new car, tolerated their car etc. At this phase, they are looking for information regarding vehicle online so the company need to ensure that the brand is visible in digital places. 


Customer’s journey map
 (
Purchase
) (
Post-purchase
) (
Pre-purchase
)
(Source: Author Made)
[bookmark: _Toc122537553]The Total engagement model
The model begins with the proposition that reflects that the major strategic elements of an organisation need to be aligned as well as designed well to create engagement of the customersRoberts and Alpert 2015). 
Customers Value proposition
The value proposition of the company includes providing a green solution that involves high performance as well as intelligent services to the customers (Li, Lin and Xu 2021). The company will provide affordable products to the customers which will increase their willingness to purchase the product over the competitors along with high capacity and sustainable substitution for the fossil fuel vehicles that are harmful to the planet. The pop up shops or shows can be helpful to increase customers willingness to purchase the product can be valuable for the company.
Brand 
The omnichannel marketing method will be implemented by the company which will not only help them to engage with their customers but also will be helpful to increase their awareness regarding the products of the brand through advertising on various social media platforms. Omnichannel marketing will help the company to communicate and reach the customers directly and thus will increase the rate of engagement of the customers towards the brand(Yin et 2022). 
Culture
The culture of the company encourages their workforce to come up with new concepts as well as solutions to meet the demands of the customers in the global market and thus helps to fulfil the value proposition of the company. The culture of the company is very effective as well as unique. Most of the leaders at Tesla are young and smart quickly fit into their roles and are eager to learn the ways through which things can be done better. The company has a performance acceleration program which contributes to the often adaptation of young people at the organisation. The company prioritises the mobility of talent, as well as career management therefore the employees, are eager to provide their best towards the customers’requirements. 
Customers’ experience
The company has the highest customer satisfaction rate and the customers of the company tend to stay incredibly loyal to the company. Through the personalised profile of the drivers, data-driven design as well as dynamic personalisation the company creates value for the customers and shapes their experience (Forbes 2021). The word of mouth, the content sponsorship, user generated content etc can be used to improve customers experience by the company.  
[bookmark: _Toc122537554]Conclusion
In conclusion, it can be stated that communication with the customers plays a vital role for the organisation as it helps to increase the willingness of the customers to purchase the products from the company. Therefore providing the best customers experience through various marketing channels is very helpful for the company to increase sales and thus increase their profitability. Omnichannel marketing is the best way to reach customers in real-time and fulfil their needs and thus resulting in a great experience. The company should focus on the increment of experience through social media marketing and other methods. 
[bookmark: _Toc122537555]References
Statista (2022), Tesla's revenue 2008-2021, Available at: <https://www.statista.com/statistics/272120/revenue-of-tesla/> [Accessed 21 December 2022]
Tesla (2013), The Mission of Tesla, Available at: <https://www.tesla.com/blog/mission-tesla> [Accessed 21 December 2022]
Britannica (2022), Tesla Inc, Available at: <https://www.britannica.com/topic/Tesla-Motors> [Accessed 21 December 2022]
Singha, A (2019), Importance of communication in marketing, Available at: <https://www.linkedin.com/pulse/importance-communication-marketing-arshi-singla#:~:text=Marketing%20communication%20helps%20move%20products,everyone%20on%20the%20same%20page.> [Accessed 21 December 2022]
Xiaoxi, G., Stapa, M.B. and Jiannan, J., 2021. E-COMMUNICATION INSTRUMENTS IN INTERCULTURAL BUSINESS COMMUNICATION IN MAINLAND CHINA. Academy of Entrepreneurship Journal, 27, pp.1-10.
American Marketing Association (2020), Integrated Marketing Communications, Available at: <https://www.ama.org/events/training-series/integrated-marketing-communications-march-5-6-2020-chicago-il/> [Accessed 21 December 2022]
Mumtaz, R., 2019. Awareness and perspectives social media as new strategic marketing approach in minor industries; notion grounded on AIDA model. Journal of Content, Community Communication, 10.
Putri, A.V., 2021. Advertising and Marketing Strategies to Gain Top of Mind. KnE Social Sciences, pp.176-187.
Budimansyah, D., Fitriasari, S., Iswandi, D., Muthaqin, D.I. and Yudistira, R., 2019, February. AIDA Model PC Extension (Attention, Interest, Desire, Action, Based Projectcitizen) to Address the Practice of Bullying among Students in the Regency of Pangandaran. In 5th UPI International Conference on Technical and Vocational Education and Training (ICTVET 2018) (pp. 527-534). Atlantis Press.
Iyer, S (2021), How to be more like Tesla: lessons learned from customers’ favorite app, Available at: <https://www.businessofapps.com/insights/how-to-be-more-like-tesla-lessons-learned-from-customers-favorite-app/> [Accessed 21 December 2022]
Min, H., 2021. Exploring omni-channels for customer-centric e-tailing. Logistics, 5(2), p.31.
Machmud, R. and Wolok, T., 2020. Model design of influence of service quality on customer satisfaction in regional general hospitals in Gorontalo Province. International journal of Tourism and hospitality in Asia Pasific (IJTHAP), 3(3), pp.63-78.
Fanderl, H., Matthey, A., Pratsch, S. and Stöber, J., 2019. Driving the automotive customer experience to-wards the age of mobility.
Tueanrat, Y., Papagiannidis, S. and Alamanos, E., 2021. Going on a journey: A review of the customer journey literature. Journal of Business Research, 125, pp.336-353.
Grewal, D. and Roggeveen, A.L., 2020. Understanding retail experiences and customer journey management. Journal of Retailing, 96(1), pp.3-8.
Energex (2021), Electric Vehicle Customer Experience Journey Mapping, Available at: <https://www.ergon.com.au/__data/assets/pdf_file/0009/982062/Electric-Vehicle-Customer-Experience-Journey-Mapping.pdf> [Accessed 21 December 2022]
Roberts, C. and Alpert, F., 2015. Strategic drivers of customer and employee engagement: practical applications. In Customer Engagement (pp. 189-210). Routledge.
Li, Y., Lin, J. and Xu, S., 2021, September. Analysis of Tesla’s Business Model: A Comparison with Toyota. In 2021 International Conference on Financial Management and Economic Transition (FMET 2021) (pp. 30-39). Atlantis Press.
Yin, C.C., Chiu, H.C., Hsieh, Y.C. and Kuo, C.Y., 2022. How to retain customers in omnichannel retailing: Considering the roles of brand experience and purchase behavior. Journal of Retailing and Consumer Services, 69, p.103070.
Forbes (2021), 3 Ways Tesla Creates A Personalized Customer Experience, Available at: <https://www.forbes.com/sites/blakemorgan/2021/05/10/3-ways-tesla-creates-a-personalized-customer-experience/?sh=1cefbd5e23b3>[Accessed 21 December 2022]
Popescu, M.L., Gombos, S.P., Burlacu, S. and Mair, A., 2021. The impact of the COVID-19 pandemic on digital globalization. In SHS Web of Conferences (Vol. 129, p. 06008). EDP Sciences.
Chen, Y. and Perez, Y., 2018. Business model design: lessons learned from Tesla Motors. In Towards a Sustainable Economy (pp. 53-69). Springer, Cham.
Vig, S.G., Suta, A. and Tóth, Á., 2022. Corporate Reporting of CO2 Emission Disclosures in Electric Vehicle Manufacturing: an Overview of Tesla Inc. Chemical Engineering Transactions, 94, pp.391-396.
Rajavi, K., Kushwaha, T. and Steenkamp, J.B.E., 2022. Brand Equity in Good and Bad Times: What Distinguishes Winners from Losers in Consumer Packaged Goods Industries?. Journal of Marketing.
Anabila, P., 2020. Integrated marketing communications, brand equity, and business performance in micro-finance institutions: An emerging market perspective. Journal of Marketing Communications, 26(3), pp.229-242.
Swaminathan, V., Sorescu, A., Steenkamp, J.B.E., O’Guinn, T.C.G. and Schmitt, B., 2020. Branding in a hyperconnected world: Refocusing theories and rethinking boundaries. Journal of Marketing, 84(2), pp.24-46.
Amoako, K. and Boateng, E., 2022. Analysis of the effectiveness of Corporate Social Responsibility in brand marketing with AAKER Brand Equity and Daisy Wheel Models. Technium Soc. Sci. J., 30, p.484.
Lim, W.M. and Guzmán, F., 2022. How does promotion mix affect brand equity? Insights from a mixed-methods study of low involvement products. Journal of Business Research, 141, pp.175-190.
Sijoria, C., Mukherjee, S. and Datta, B., 2019. Impact of the antecedents of electronic word of mouth on consumer based brand equity: a study on the hotel industry. Journal of Hospitality Marketing & Management, 28(1), pp.1-27.
Keller, K.L., 2020. Leveraging secondary associations to build brand equity: theoretical perspectives and practical applications. International Journal of Advertising, 39(4), pp.448-465.
Wakefield, L., Wakefield, K., Keller, K.L. and Rivers, A., 2021. Are Brands Wasting Money On Sport Sponsorships?: A New Look at Brand Personality, Brand Equity, and Official Sponsorship Effects. Journal of Advertising Research, 61(2), pp.192-211.
Slaton, K., Testa, D., Bakhshian, S. and Fiore, A.M., 2020. The small, inventory free retail format: The impact on consumer-based brand equity and purchase behavior. Journal of Retailing and Consumer Services, 57, p.102246.
Tesla support (2022), After Taking Delivery, Available at: <https://www.tesla.com/support/after-taking-delivery> [Accessed 26 December 2022]
Forbes (2019), 10 Customer Experience Lessons From Tesla, Available at: <https://www.forbes.com/sites/blakemorgan/2019/02/06/10-customer-experience-lessons-from-tesla/?sh=2faa81f86347> [Accessed 26 December 2022]
Forbes (2021), 3 Ways Tesla Creates A Personalized Customer Experience, Available at: <https://www.forbes.com/sites/blakemorgan/2021/05/10/3-ways-tesla-creates-a-personalized-customer-experience/?sh=5c6b9c7223b3> [Accessed 26 December 2022]
Liang, J., 2022, April. A Case Study of Marketing at Tesla Based on the 4V Theory. In 2022 7th International Conference on Social Sciences and Economic Development (ICSSED 2022) (pp. 966-974). Atlantis Press.




Consideration


Purchase


Service


Conquest


Repurchase







Attention


Desire


Action


Interest 










image2.png
+ Reduced Mktg Costs &)

« Trade Leverage

* Bringing New

Customers. S Provides value
+ Time to respond to to customers
competitor brand by enhancing
mnﬁr‘;:me
= wl

o ::’m";'d'::" Anchors l+{ purchasing and

+ Substantiakty | satisfaction.

- Consumer’s

consideration

+ Reason to buy

* Brand position

* Price L

+ Wide Availabil

+ Number ofmls'ons Provides value
to company by
enhancing  the

* Retrieve information effectiveness of

from customer’s | | | marketing,
memory trade

+ Drive Purchasing [ leveraging,

+ Attitude pricing,

+ Number of Extensions. increasing
brand  loyalty
and extensions.

Competitive Advantage |-





image1.png
Nevene i il US. o

0000

s0s00

0000

0000

20000

10000

208 2003 2010 2010

0z am3

214 2015

016 017 208 203 020 2020




