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MARKETING AT TESLA, INC.


1. INTRODUCTION

The aim of this report is to introduce Tesla, Inc. as an international company which sells, design, manufactures electric vehicles. The company’s main market is the United States but they operate internationally. This report uses different analytical tools such as marketing mix and segmentation strategy and Swot analysis. The segmentation strategy indicates that Tesla focuses on people with high income as they offer their products at a premium price. The Swot analysis highlights the company’s strength, weaknesses, opportunities and threats. There are lots of future potentials for Tesla, Inc. as people are getting more involved with environmentalism and sustainability and they do not mind to pay higher price for better value. By now, Tesla has built a strong brand and a high reputation worldwide. The company can develop new products and enter into new markets in the future.


2. TESLA, INC.’S PROFILE

Tesla, Inc. is an international company and was founded in 2003. It designs, sells and manufactures electric vehicles and energy generated systems. The company’s headquarter is in Palo Alto, California. The main market is the United States but they also deal with China and internationally. Currently the organization has 70,757 full-time employees and they closed 2020 with US$ 31.536 billion revenue. (Yahoo Finance, 2021.)
Tesla, Inc., formerly known as Tesla Motors, is an American manufacturer of electric-automobiles. The company was founded in 2003 by entrepreneurs Martin Eberhard and Marc Tarpenning. The brand name, Tesla was chosen after Nikola Tesla, a Serbian American inventor. Tesla was created to attempt to design and manufacture an electric sports car. Eberhard was the CEO and Tarpenning the CFO. Funding for Tesla was most notably gained through Elon Musk (the co-founder of PayPal), who contributed over $30 million to the start-up and who was also held position of Chairman.
In 2008, Tesla introduced its first car, the Roadster, which was completely electric. Through tests it was able to reach 245 miles with a single charge, which was ground-breaking figure for an electric car. Further testing proved that the performance of the vehicle could compete comfortably with many gasoline sports cars. The Roadster was able to accelerate from 0-60 miles per hour in less than 4 seconds and its top speed was 125 miles per hour. The carbon fibre body was lightweight and the vehicle did not produce any tailpipe emissions (it did not use an internal combustion engine). The electric motor of the Roadster was powered by lithium-ion cells, which were able to be recharged from a normal electric outlet. The Roadsters buying price of $109,000 instantly placed itself as a luxury item. (Gregersen, E. 2018.) Elon Musk, a South African entrepreneur, founded x.com in 1999 which later became PayPal, SpaceX in 2002 and Tesla in 2003.  Elon Musk’s portfolio expanded when he purchased  SolarCity in 2016. His ground as an industry leader was strengthened through his advisory role during the early period of the Trump administration. In January 2021, Elon Musk reportedly became the wealthiest man in the world. (Musk, E., 2018.)


3. MARKETING PROCESS

Marketing is the process by which companies create value for customers and build strong customer relationships in order to capture value from customers in return. (Kotler, 2013.) At Tesla, Inc. they create values for customers by manufacturing high quality, unique cars. Customers can feel satisfied by using an eco-friendly, electric car even though they have to pay higher price.
The following diagram represents the five stages of marketing process.
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(Kotler, 2013. Pg 27.)


In the marketing process’s first four stages the organizations aim is to understand the customers, add value and build long-term relationships. In the final stage the companies are rewarded by values such as profit, long-term equity and sales. (Kotler, 2013.)

4. TESLA, INC.’S STRATEGY

Tesla, Inc. uses innovation and environmentally friendly advanced technologies. These key factors are included in the company’s strategic plan and help its growth in the automobile industry and with product development. The most important focus in their strategy is differentiation and that helps to gain advantages against the competitors. The company’s strategy focuses on customers who are interested in environmentalism. (Musk, E. 2016.)

5. SEGMENTATION

Tesla’s positioning and segmentation includes different activities including identification of the consumers and their needs. According to the company’s segmentation strategy the market is divided for instance by social status, age and psychological characteristics. Tesla chooses specific groups to sell their products to. Tesla products are relatively expensive therefore, the company focuses on people with high income and on people that are involved with environmentalism. (Dudovskiy, J., 2018.)

6. MARKETING MIX

The marketing mix is a strategy plan for organizations relating to its product, price, place and promotion. Tesla, Inc.’s marketing mix strategy is different from other competitors in the automobile industry. Within Tesla’s organization there is high managerial control and the aim of this is to optimise profit and reach customers target. The marketing mix strategy of Tesla, Inc. is focuses on strengthening the Tesla brand and market penetration. 

Products of Tesla, Inc.: Tesla is famous and well known globally for its electric vehicles. Besides the electric vehicles the company targets customers with solar panels, automobiles and batteries. Their mission is to focus on sustainability and look after the environment. (Tesla, 2021.)
Place: the place of the marketing mix strategy defines the location where the company reaches their consumers. In Tesla’s case the customers can access to Tesla’s products in stores and galleries owned by the company and via its official website. They can only buy Tesla products on the website. Tesla owes repair centres where customers can access to maintenance and repair services. There are also charging stations owned by the company where Tesla cars’ batteries can be charged. There are limited locations and the organization keeps high control over its products. (Kissinger, D., 2018)
Promotion: companies influence customers with promotions and advertisements. At Tesla the main characteristic of targeting consumers is viral marketing. Social media platforms are used for viral videos which can be a very effective way of advertisement. As Tesla, Inc. has their own stores and galleries they also use personal sales. The company uses public relations and highlights the importance of transiting the world toward sustainable energy. These sustainability movements have positive impact on customers and help to build a strong brand and positively affect the perception of people toward the organization. 
Occasionally Tesla, Inc. uses sales promotions and direct marketing in which term they sell for instance, batteries for other companies. (Tesla, 2021.)
Price: for Tesla’s vehicles there are limited production and its price strategy follows premium brand which affects the profit of the organization. The company divide its pricing strategy to premium and market-orientated pricing. The characteristics of the premium pricing are high quality and value and uniqueness. Customers are willing to pay high price for the eco-friendly vehicles with advanced technology. For other products such as solar panels Tesla uses market-orientated pricing considering the competitive market related these products. (Kissinger, D., 2018)

7. SWOT ANALYSIS

Strength: the world’s first fully electric car was developed by Tesla and people associate Tesla brand with eco-friendly cars and renewable energy solutions. The company includes innovation within its culture.  One of the strengths of Tesla, Inc. is the potential improvement and growth. By now, the organization has built the strongest brand in the electric automobile industry which makes sales easier, creates competitor advantages and enhances growth on global markets. The two key internal strength of Tesla are innovation and the strong brand. (Kissinger, D., 2018)
Weaknesses: Tesla, Inc.’s weaknesses are internal factors and these are high prices, limited market presence and supply chain. Tesla makes most of his profit in the United States and has very limited space in the other part of the world. The limited supply chain represents one of the weaknesses and the premium price can be a disadvantage too. (Kissinger, D., 2018)
Opportunities: these are external factors which could improve the performance and profitability of Tesla. The company could expand globally and improve its competitiveness. Amongst the opportunities there are product and business diversification and expansion of supply chain and sales. (Kissinger, D., 2018)
Threats: Tesla, Inc.’s threats are external factors and cannot be influenced by the company itself. The electric vehicle industry is very competitive. The material prices can fluctuate and the dealership regulations can negatively impact the performance of the company. (Tesla, Form 10-K, 2017.)

8. CONCLUSION

People associate electric cars with Tesla as this was the first company that produced eco-friendly vehicles. The company manufactures technologically advanced cars which is very impressive. Since its foundation year, 2003 Tesla has built a strong brand and a worldwide reputation. The company has got lot of potential to grow globally and bring new products to the electric vehicle market. However, rival companies appeared in the automobiles industry and Tesla has to focus on future strategies how to keep its uniqueness and design different high quality products. One of the biggest advantages of Tesla is the uniqueness. Communities are getting more and more conscious about sustainability and environmentalism, therefore they are willing to pay higher prices for products that are eco- friendly and that is why Tesla has great potential for growth in the future and improve its profitability. Tesla, Inc. should improve its sales operations and make Tesla products available on different places and platforms as currently people can only buy Tesla products on the company’s official website and in stores owned by Tesla, Inc. If they make these environmental friendly products available for more people and at more places they could improve and contribute better to the world’s sustainability. 
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