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Executive Summary
According to the say from Elon Musk in 2017 “We are not promoting the [Model 3], This article will clarify and analyze the marketing strategies of Tesla and Elon Musk from the marketing strategy of Tesla's word-of-mouth marketing and conduct a SWOT market strategy analysis on them.
As one of the most famous companies in the world, Tesla has hundreds of millions of fans and topics on the Internet and social media. And CEO Elon Musk is the biggest factor in its achievement of today's brand topic. It is undeniable that Tesla's word-of-mouth marketing strategy is still working, and it relies too much on Elon Musk's personal charm and Twitter tweets for brand promotion. On the other hand, its unique Referral Program in the automotive industry has provided a strong boost to the sales of the brand's early products.
In the context of product R&D plans that gradually target more general public, word-of-mouth marketing is far from meeting the current needs of Tesla’s corporate development. Tesla should weaken Elon Musk’s personal influence on the brand, so as to base it on the undeferential marketing, learn from traditional car manufacturers, and target the general public around the world on traditional media channels, such as Radio, newspapers, TV and other channels, and reorganize the PR department to carry out systematic and scientific brand marketing planning.

1. [bookmark: _Toc154211346]Introduction
After over a decade of the worldly green energy automotive industry development, as the pioneer of electric vehicles, Tesla has become the one of the world's most valuable companies. Elon Musk, the CEO of Tesla with full of controversy and worship, who is the key figure in Tesla’s technical advancement and marketing strategy with not doubt. However, electric vehicles completion is climbed to the top of the rise, and Tesla’s sale are dropping. Tesla has never need to advertise, but that might have to change. (Chris Isidore. 2019)	Comment by a46517: https://edition.cnn.com/2019/05/31/tech/tesla-advertising/index.html

“We are not promoting the [Model 3],” said by Musk in August 2017. It is also Tesla's marketing credo, turning traditional car company marketing on its head and focusing more on social media, word-of-mouth marketing and the founders to create an efficient and explosive communication. As the leader in the electric vehicle sector, Tesla has managed to become the world's focus with its unique brand marketing strategy. This article will provide an in-depth analysis on Tesla's word-of-mouth marketing in the present day through different analytical frameworks.


Tesla
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The Marketing of Tesla
Kolter define marketing as the “process by which companies create value for customers and build strong customer relationships in order to capture value from customers in return. Therefore, Word-of-mouth marketing (or WOM marketing) is when a consumer's interest in a company's product or service is reflected in their daily dialogues. Essentially, it is free advertising triggered by customer experiences—and usually, something that goes beyond what they expected. (Adam Hayes, 2022) It able to embolden from several publicity ways establish by cognizations or offering chances to customers to customers and consumer to marketer communications. 	Comment by a46517: https://www.investopedia.com/terms/w/word-of-mouth-marketing.asp

On the other hand, depend on Nuria Huete Alcocer says that the rise and spread of the Internet has led to the emergence of a new form of word of mouth (WOM): electronic word of mouth (eWOM), considered one of the most influential informal media among consumers, businesses, and the population at large. As described, with the development of internet has created a new form to encourage engagement and interaction of word-of-mouth and electronic world of mouth. Meanwhile, word-of-mouth is widely considered to be one of the most influential factors affecting consumer behavior. Previous studies have reported that around 88% of people globally trust the recommendations from friends, family and earned media higher then other modus of advertising. (Nielson,2021) The enhancement of interaction and emotionally bonded between consumers after they identified with companies and discuss and share the reflections to others personally, which can attract them to mention more the products or services about the company in conversation.	Comment by a46517: https://www.frontiersin.org/articles/10.3389/fpsyg.2017.01256/full	Comment by a46517: https://www.investopedia.com/terms/w/word-of-mouth-marketing.asp#citation-3
原文没找到

This section provides a brief overview of the marketing and word-of-mouth definition. It then goes on to the synopsis and differentiation of Tesla and additional vehicles companiesThe following part illustrates the issue of word-of-mouth marketing strategy has received considerable critical attention.

The Spending of Each Car Between Tesla and Other Automakers
According toa report from BrandTotal in 2019, it illustrated that Tesla spent $0 on advertising. However, Toyota, BMW, Porsche and Ford spend heavily on top social media, like Facebook, YouTube，Instagram, and Twitter. (John Koetsier, 2019)	Comment by a46517: https://www.forbes.com/sites/johnkoetsier/2019/05/06/tesla-spends-zero-on-ads-heres-where-bmw-toyota-ford-and-porsche-spend-digital-ad-dollars/?sh=3d8b148911d4
BrandTotal analyzed "all paid and organic social campaigns from Toyota, BMW, Ford, Audi, Honda, Nissan, Infiniti, Tesla, Lexus, Honda, Cadillac and Porsche in the U.S. for a 30 day period."
It can be concluded that the traditional automakers had different social media advertising strategy to putted resources on the platforms they focused on.
[image: ]
Budget allocation for paid media among major car brands. BRANDTOTAL

However, in the 30days analysis, Tesla had zero paid campaigns, but it had more than 2 million organic engagements, Instagram took 55%, with 11% interaction from Twitter. (John Koetsier, 2019) The CEO, Elon Musk, a Twitter fanatic KOL with over 26 million followers at that time. Nowadays, He has completed the acquisition of Twitter, and also harvested more than 118.9 million followers. 	Comment by a46517: https://www.forbes.com/sites/johnkoetsier/2019/05/06/tesla-spends-zero-on-ads-heres-where-bmw-toyota-ford-and-porsche-spend-digital-ad-dollars/?sh=3d8b148911d4

Why Tesla is so successful at word-of-mouth marketing 

A Tempting Referral Program

According to SendPulse, “Referral marketing is a strategy that entails a brand offering perks to its current customers for recommending it to their friends and rewarding new clients for joining the company’s customer base. It helps reach more consumers and enhances customer retention, engagement, and reputation”. (SendPluse, 2022) likewise, Referral program provides special offers for customers who recommending products or services to people in their social network that lead new consumers to a brand.	Comment by a46517: https://sendpulse.com/support/glossary/referral-marketing

In 2015, an attractive referral campaigns launched by Tesla which offered accessories, free care servicing, and software update. A YouTuber brought over $12 million in referral sales and took 2 next-gen roadsters back home. In 2029, Tesla boosted the budget of referral program to gave away 80 brand new roadsters for free.

Moreover, Tesla was keeping encouraged its potential customers. For example, customers could experience a SpaceX launch or sent customers’ photos to deep space. 

Referral program of Tesla makes customers to the marketers and promoters of his products. Firstly, customers who experienced Tesla vehicle are perceived as more trustworthy and reached the touch point in sales. Secondly, it is a cost-effective marketing way to got more customers and provided a valuable and positive perception to Tesla’s brand.



CEO and 118.9 million Followers.
There are few organizations as making breakthrough and industry changing as Tesla. 
Firstly, it is hard to find CEO quite like Steve Jobs and Elon Musk, Tesla's co-founder and CEO is not just the headliner man; he is also the face of the company and an integral part of the Tesla brand.

Here's a fact that Elon Musk has averaged nearly four tweets a day for the past 13 years! With his more than 118.9 million followers, these facts alone are enough to provide all the visibility a brand needs. (Yossi Elchanan,2022) Most importantly, Musk goes around sharing his revolutionary ideas and talking about his vision, and in this way, he further increases his influence and uniqueness. 	Comment by a46517: https://www.adcore.com/blog/elon-musks-marketing-strategy-secrets/

For example, a Tesla customer sent a tweet to Elon Musk asking the car to automatically move backwards and lift the steering wheel when parked to avoid repeatedly hitting the steering wheel and wearing it out when getting in and out of the car. Musk replied to the tweet within 30 minutes and added the feature to the Tesla car via a software update.

Cross-promotional opportunities and Charity 

One factor that makes Tesla unique in the automotive industry is that its CEO owns and operates businesses in other areas, such as SpaceX and Solar City, and through Musk, these companies have had some unique cross-promotion opportunities with each other, raising the profile of both companies. The most famous cross-promotion to date has been the sending of the Tesla Roadster into space. On the other hand, these actions aren't the only way Musk is keeping the spotlight on Tesla, for example Some of Musk's charitable activities.Amidst Russia's ongoing invasion of Ukraine, Musk's space exploration company SpaceX has been supplying the country with Starlink satellite equipment to help with communications and internet access. (EVANNEX,2022)	Comment by a46517: https://insideevs.com/news/573340/marketing-elon-musk-tesla-spacex/

Based on the above analysis, Elan Musk, CEO of Tesla, offers a great Tesla appearance on the market from social media and referral program. Thus, establishing a word-of-mouth marketing strategy unique in the automotive industry. 


The SWOT analyze of Tesla’s Word-of-Mouth Marketing


SWOT Analysis, a marketing strategy tool to assess how an organization compares to its competition. The strategy is historically credited to Albert Humphrey in the 1960s. It is short for strengths, weaknesses, opportunities, and threats. (Dac Teoli; Terrence Sanvictores; Jason An. , 2022) In the Tesla SWOT study, the focus will be on the many factors that explain the internal strengths and weaknesses of Tesla's word-of-mouth marketing as well as the external opportunities and threats.	Comment by a46517: https://www.ncbi.nlm.nih.gov/books/NBK537302/

Strengths
Top Brand loyalty along Automakers
the word-of-mouth marketing strategy has help Tesla to keep customers closer to it, and built up an ultimate brand loyalty. According to report in 2022 by S&P Global Mobility which investigated brand loyalty base on the number of households that purchase another car from the same brand. It showed that Tesla holds the top brand-loyalty in luxury brands section at 67%, with Mercedes-Benz in second place at just over 50 percent. (Steven Loveday, 2022)	Comment by a46517: https://insideevs.com/news/613308/tesla-ford-brand-loyalty-new-customers/
	
.

Weakness
The Risk of Elon Musk
It was a big news in October 2022, Tesla decided to dissolve PR department. This means that the social media platforms become organic traffic communication paths for Tesla to reach global audiences. Tesla’s brand has deeply connected with Elon Musk, he still has enough instability and rhetoric to affect Tesla's hard-earned brand reputation. For example, in 2022, he tweeted that the Tesla’s stock price was “too high” which caused over 10% drop in Tesla stock. For example, in 2020, Musk tweeted that Tesla's share price was "too high", causing it to fall by more than 10%. This has also led to him facing questions from the SEC for his tweets.

A Limited Marketing Channel 
Tesla is different from traditional automakers in that it does not carry out digital advertising and puts the core of marketing online. Besides, except for the world's largest cities, Tesla's marketing cannot fully cover more areas than its competitors. many potential customers.



Opportunities
More resource in D&R
Tesla doesn’t spend money on paid advertising and launch marketing campaigns for organic growth. A new report shows that Tesla spends far more on research and development per car than any other car manufacturer, while it spends the least on advertising per car sold. (Fred Lambert, 2022). According to data provided by StockApps.com, Tesla spends $2,984 on research and development for each vehicle produced. This is three times the industry average of about $1,000 per vehicle and higher than the collective R&D budgets of Ford, GM and Chrysler per vehicle		Comment by a46517: https://electrek.co/2022/03/24/tesla-spends-most-rd-least-advertising-car-sold/

Threats
New Player enter EV Market
A news on October 2022, EU approves effective ban on new fossil fuel cars from 2035. (Kate Abnett, 2022) At the meantime, Tesla also faces challenges from traditional manufacturers, more and more traditional manufacturers enter the electric vehicle market, and it may cause higher expectations from consumers. 	Comment by a46517: https://www.reuters.com/markets/europe/eu-approves-effective-ban-new-fossil-fuel-cars-2035-2022-10-27/


Conclusion 
From the above analysis, it can be seen that under Tesla's word-of-mouth marketing strategy, it has gained the attention of Internet users all over the world under the marketing framework of overturning traditional car companies. At the same time, with a very small marketing budget, it can also invest more in R&D and technology than competitors, so as to maintain its leadership in the field of electric vehicles.
However, due to limited marketing channels, Tesla has failed to reach more people, and as more and more competitors enter the field of clean energy vehicles, rising consumer expectations will also pave the way for Tesla's future marketing strategy.

Recommendation
In terms of recommendations, Tesla starts with a unique strategy that got the company to where it is now. It became one of the most famous companies in the world and is currently booming. The company managed to face competition that existed for decades. However, the company may be relying too much on Elon Musk. In fact, he is the marketing backbone of Tesla and is known to be a smart and eccentric guy. What if Musk makes a wrong move? Can a company fall because of one person? Maybe the company should start running more effective advertising campaigns and stop relying on Elon's Musk Twitter feeds and word-of-mouth. It's an effective but risky strategy that won't work in the long-term development.

According to the article of “The Secret Tesla Motors Master Plan” by Elon Musk in 2006, Tesla has positioned the high-end luxury market by launching super sports cars, Model S, and Model X, targeting high-income groups.(Elon Musk, 2006) 	Comment by a46517: https://www.tesla.com/blog/secret-tesla-motors-master-plan-just-between-you-and-me
Thereby launching a family car and gradually expanding the consumer group. The same is true, with the launch of the Model 3 and Model Y, which have become Tesla's best-selling models worldwide. 

Moreover, a news on October 2022, it reported that Tesla is working on its next-gen car to be smaller and more affordable. This symbolizes that Tesla must change its marketing strategy to target more and larger potential consumer groups.

The future marketing plan should aim at influencing and reaching more general public as possible. The undeferential marketing would be the considered choice for the next step of tesla marketing plan. The undeferential marketing, can be call mass marketing as well, it is a marketing strategy to entails one message for entire audience. It helps brands reach more people at a lower cost and improves brand recognition. (SendPulse, 2022) 	Comment by a46517: https://sendpulse.com/support/glossary/undifferentiated-marketing

Reduce the reliance on Elon Musk and Twitter
Firstly, Tesla should re-build its new PR department and re-structure its marketing strategy focus on brand image, products and services to operate marketing campaigns as a brand instead of just spreading brand awareness and topicality through Elon Musk

Build a comprehensive marketing channel
It is necessary for Tesla to learn from other traditional automakers to build a comprehensive marketing channel, not only the social media, but also newspaper, radio, TV and offline to help the goal of Tesla in reaching more general public as possible. 

As one of the most famous automakers in this century, Tesla has become one of the largest companies in the world in just over ten years of development, which is enough to illustrate its world-leading innovation and technological research and development capabilities. At the same time, due to the unique marketing strategy of Tesla and Elon Musk, it has received great attention and topicality worldwide.
However, with the development of the electric vehicle field in the past ten years, Tesla is facing a lot of opportunities and challenges, and still needs to adjust its marketing strategy to make it more potential consumers and expand its brand influence, so as to maintain its leadership in the field of electric vehicles status.
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Auto Brands Paid Media Mix
Facebook YouTube Instagram Twiter
Toyota 62% 8% 18% 2%
BMW a6% 2% 2% 20%
Honda 38% 33% 7% 2%
Audi 2% 54% 13% %
Ford 55% 39% 6% <%
Infiniti 52% 7 0% <%
Cadilac 3% 0% 18% 3
Porsche 1% a 30% <%
Tesla (*No paid advertising) 0% 0% 0% 0%

[30 day analysis, 3.26.19 - 4.26.19, Source: BrandTotal]





