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Introduction
Marketing is an important part of the operations. No company, whether B2B (Business to Business) or B2C (Business to Customer) can operate without marketing. For the businesses to function, it needs customers and for customers to support and use the products, it needs to know about the company and its products. Marketing forms an important part of the sales and customer experience. Earlier regarded as a part of sales, marketing is now dominating the job operations in the world. It is regarded as an entire department, with many sub departments like Public Relations, Social Media Management, Advertising and others (Cagle, 2019).

Marketing has become one of the most influential departments with a variety of functions varying from at different levels in different scenarios.  It serves as a promotional department majorly, helping companies to have their own methods of reaching the targeted audience. It also refers to the product management by helping the project stay up-to-date. It checks the market trends for the pricing strategy and forms the same for its own products. Larger organisations tend to have Market Information Systems at place to arrange all the data for the processing of the reports (Cagle, 2019). They also take care of the financing and sponsorship through partners of the company. Extensive research is done by these companies, to keep their marketing strong and intact. 

This report is the real-time example of how Tesla is taking over the shares through its marketing strategies. It is a revolutionary change in the field of automotive market as well as marketing management where Tesla, without spending a penny, has created an extremely powerful brand.  It incorporates important concepts such as the basic 4Ps of marketing and their condition in Tesla. The document covers the marketing strategies also at the same time, with special reference to tools and strategies used by Tesla. The STP model is also evaluated and analysed (Cagle, 2019).  Last but not the least, it has special emphasis on the brand equity of Tesla by highlighting the various components that are associated with it. Through this report, there will be highlights as to how the Tesla stand out for being Tesla, and not just any mere electric vehicle company. 
Company Overview
One of the most popular companies in the world is Tesla. A multinational company based on automotive and clean energy, Tesla is headquartered in the city of Texas, America. Tesla is known for the designs and manufacturing of electric vehicles and energy storage devices. Tesla, while shaping the future of the world, is creating new technologies every day to offer new products and services.  Scaling from automotive range to home-based projects like grid scaling solar panels, tiles and others, Tesla is known for its innovation and new solutions (Maughmer, 2021).

[image: ]With a market capitalization of more than 550 US billion dollars, it is one of the companies in the world, with the most valuable resources.  Eberhard and Marc Tarpening founded this innovative idea in the year 2003, it is named after the great scientist Nikola Tesla. The success of the company can be seen after the company saw the most worldwide sales of battery and plug-in cars and vehicles in 2021 (tesla.com, 2022). The sales allowed Tesla to capture 21% of the battery market and 14% of the plug-in market (Ajitha and Nagra, 2021). At the same time the subsidiary, Tesla Energy of battery energy storage systems, also became one of the largest global suppliers. It had the record of installing 3.99 giga watt hours alone in 2021 (tesla.com, 2022). 

(Source: https://slideplayer.com/slide/16720307/)

The business operations of Tesla are known to revamp after Elon Musk came to invest in the company in 2006. It focuses on introducing high price low volume vehicles to the customer who are less sensitive to prices like sports cars (tesla.com, 2022). The strategy was introduced to progressively decrease the cost of batteries in the longer term and allow cheaper and higher volume cars. The constant sales allowed Tesla to continuously update its hardware and bring new innovation to the market (Maughmer, 2021). In fact, surprisingly Tesla does not have any franchises to sell its products and is not dependent on auto dealerships. The products are sold by the company through the collaborative stores in physical and online setting, both owned by the company.  It makes it the first company of automotives in the country of the United States of America to sell cars directly to its target audience (tesla.com, 2022). 

Tesla is known for its outspoken reach and active brand promotion. It tries to advertise a lot and the marketing management of the company is quite integrated and developed after research analysis. The report will follow the basic P's of marketing and elaborate the same. 
The Basic 4Ps of Marketing for Tesla 
Any marketing plan is a collaboration of 4 P's focused on product, price, promotion and place aspects of the company. Tesla's statement of vision and mission reflects its dominance in the global electric vehicle and battery market. The mission statement of Tesla states to accelerate the world's transition to sustainable energy (tesla.com, 2022). Tesla through its efforts, visualised that it aims "to create the most compelling car company of the 21st century by driving the world's transition to electric vehicles." (Musonera and Cagle, 2019).
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Figure: Tesla Business Model 
(Source: https://fourweekmba.com/tesla-business-model/)


Working on the same lines, Tesla's marketing approach is quite active and comprehensive, helping it to become one of the most compelling and submission car brands of the 21st century. Infocuses on the highlighting of exterior beauty of the car and design. It tries to advertise as much as possible through its stores and different locations and its marketing headquarters from California (Shao et al., 2021).

Here is the brief overview of the four P's of marketing in respect to Tesla: 

· Product

The product refers to the services and goods sold by the company and how they are capitalised to make an impact on the customer. Tesla's products are in three models which are model X, S and 3. The three models boast of having three models, X, S and 3 which have the capacity of going to 60 mph in just a mere count of 3 seconds (Pathak et al., 2023).

Tesla tries to advertise its products through its exotic showrooms. It rises to highlight that the brand is making critical changes by utilising the innovation which is sun powered. Just trying to have better products and enhance performance by changing the energy free works significantly (tesla.com, 2022). Every store has trained staff and marketing professionals that invite the customers and brief them about the product. Tesla gives huge importance to their cars and their Technology. Softwares is developed for the products to keep them updated (Kumari and Bhat, 2021). This allows the brand to enhance the customer's experience and personalise it

· Price 

The target audience of Tesla was the extremely rich class of the world. Elon Musk, through its strategy, wanted to seize the larger markets by attracting the wealthy buyers and providing them with the latest technology (Pathak et al., 2023).

Therefore, the company designed high quality products with advanced technology for the target audience who could afford it without any concern for the cost. Keeping in mind, Tesla launched its products with a very high price also giving it the huge market sensation that it required among the audience. Slowly after making profit from this segment, Tesla moved towards the mid-scale consumers and large products that were affordable (Pathak et al., 2023). This was done by adopting a reasonable pricing strategy. The differential price strategy allowed Tesla to get high profit margins by selling class and the required audience and marketing by selling affordable products from mid-scaled consumers (tesla.com, 2022). 

· Promotion

It is a matter of surprise that Tesla motors approved a budget of nearly 52 US dollars in the year 2017. This is one of the craziest marketing strategies which have led to such a low cost for Tesla. Instead of using extensive banners and advertising materials, Tesla promotes the products by word-of-mouth referral (tesla.com, 2022). This Unix strategy has allowed them to promote the products among customers in order to attract customers without spending much of its revenue on marketing (Thomas and Maine, 2019).

Another major promotion aspect is the PR activities of Tesla. The PR activities, as a part of marketing strategy, play a huge role in spreading awareness and informing the customer about the happenings in Tesla. It is usually done by celebrities and the owner, Elon Musk, himself is a huge media and youth icon. Social media is also a huge part of the marketing strategy. The tesla channel on YouTube has around 2.29 million subscribers and around 250 and more videos which shows the great features of the car. Both Instagram and Facebook pages expensively promote and create awareness (Belo, 2021).
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Figure : Tesla - Mission and Vision 
(Source: https://eserto.com/tesla-marketing-strategy/)

· Place 

Tesla is headquartered in California but has its stores and distribution centres all around the world including Asia, South Korea, Europe, North America, Dubai and Australia. There are more than 438 stores all around the world and around 100 service centres. The company has established around 30000 individual fast charging stations all around the globe and majorly in North America (Wu, 2021).

In order to maximise the brand exposure, Tesla has put up galleries, showrooms and stores at public places like shopping malls. It does not believe in hiring middleman and auto dealerships and rather go solo in selling the products with service centres and stores (Wu, 2021).
The Marketing Strategy - Strengths of the Giant Multinational Company 
· Product driven through status

Tesla knows its target consumers and is pretty updated about the profile. It has used the differential strategy to identify this consumer and bring them the highest developed technology in the world and placing them on a higher pedestal than the other people. The richer sections in the society are quite competitive to each other and are affected easily by the status of each other. Tesla has penetrated that section of the market and started influencing them to be in the competition by buying Tesla (Ferrell et al., 2021).

Tesla built its entire business of electric cars over this concept of business driven by status. This provided them with an upper hand in the market and brought in the customers towards the product instead of investing in marketing to grab their attention (Ferrell et al., 2021).

· Experience of customer and its importance

Customer experience is one of the most important marketing measurements of Tesla. All the decisions and activities done by Tesla are taken by understanding the needs and wants of the consumer. It works on an effective and efficient method of promotion which is very contagious and cheap, the word-of-mouth marketing. Tesla believes in transferring its goodwill from customers to potential customers and provides the best experience (Sanguesa, et al., 2021). It aims to highlight their consumer experience by introducing personalised software in the products. It provides quality cars with her sensible design and tremendous use of technology to gain attention in the highly comparative world (tesla.com, 2022).
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Figure:  Tesla Brand Idea map

(Source: https://beloved-brands.com/tesla-case-study/)


· Sales Service 

For Tesla owners, a variety of services and conveniences are available to enhance their experience and allow them to enjoy the peace of driving their cars without any worries. Tesla's increased service reports have resulted in a huge increase in the customer loyalty and support, making it a popular brand and a company.  (Fisher and McCabe, 2019).

· Sales Centres

Tesla doesn't operate in the same way as the majority of other automakers. Investors are unable to purchase any franchises. They have set up sales centres where they sell goods and help clients at the same time. These franchisees might not be as motivated by the brand as they are by financial rewards. Franchisees' performance is affected by incentive-based performance because Tesla directly administers these sites (Fisher and McCabe, 2019).

· Public Interaction

With regard to its future intentions, Tesla is always open and truthful with its consumers. Due to their launch events, which include extreme automobile testing, and online interaction with the public, the brand is active in the market (tesla.com, 2022). The model X and its launch demonstrated that Tesla has a huge way of celebrating the win, which is applauded by the public. The same is with the Roadster when it was launched in space which demonstrated that the company's staff enjoys themselves. Elon Musk, is in charge of establishing a connection between the brand and the general public through his engaging and lovely tweets (Handa, nd).
Marketing strategies that made Tesla Stand out 
The marketing strategies of Tesla are quite enhanced and focused. The marketing strategies work differently and not like any other Auto Company. The same can be seen in the distributed ship of the company which has no franchises to offer to investors concentrating on the powers in the current Board of directors. Here is how they have introduced social media marketing and digital marketing as their tool (Qu and Gu, nd).

Instagram is the place where Tesla has the most presence in a social network. Instagram takes up to 55% of its activity followed by Twitter. If taking into account the activity by Elon Musk himself, the scoop and engagement in these two networks alone is very high. Tesla publishes, maintains and feeds all the contact directly and which shows that it has always prioritized its consumers based on their preferences and choices. This also shows how the consumers have a great space to talk and understand themselves (Kim, 2020). When compared creating content and engagement on electric cars, Tesla is leading the race and has left brands like Volkswagen General Motors very behind (tesla.com, 2022). 
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Figure : Tesla Business Model
(Source: https://www.google.com/amp/s/www.garyfox.co/tesla-business-model/amp/)

Elon Musk is the most celebrated person of the company which has generated a lot of attention to the company. It can be said that people know Tesla because of Elon Musk and his activity on the front platforms. He is known to attract people to Tesla through his active and straight forward activities. Another strategy that Tesla has applied is it does not use intermediates. Tesla likes to control the entire purchasing process so that it can make sure that the user experience is complete and satisfied (GS and LS, 2020). This enables Tesla to have a great margin of benefits and at the same time interact with the customer directly. It has capitalised on its website and blogs and make sure that all the cars are available on the best love website making it marketing and sales online. It also reduced the cost of store Management by only opening stores in the most important cities of the continents like the USA, Europe and Asia (tesla.com, 2022). 

The website also allows the customers to shop, contact, learn and at the same time try the samples of the products by booking early. The dual store mechanism has allowed Tesla to attend to around 400,000 people individually in just the mere span of 3 months (Kim, 2020).

Tesla has made marketing and advertising very carefully and have not spent enough time in publicity. But through social media websites and the crazy strategy of putting forward Elon Musk, they have managed to create a powerful brand. Always believed in organic growth. According to a study by Brand Total, Tesla has one of the most popular and higher growth products which are organic in nature, and isn't supported by the unnatural promotional campaigns by spending huge amounts of money (Kim, 2020). This is one of the strategies that is appreciated which allows the brand to foster a community loyal.to itself and doesn't cause any kind of dissatisfaction in the later parts (tesla.com, 2022). 

The perfect combination of brand associations, elements, noble concern and luxury product has made Tesla one of the most desired brands. It has capitalised on the potential interest of the consumers by selling itself as a fashionable product in an emerging manner (tesla.com, 2022).
STP Model by Tesla
The segmentation strategy of Tesla is quite extensive. It uses the mono segment positioning. Tesla targets the consumers who are worried about damaging effects of the unnecessary and uncontrollable consumption of fossils and oil on the environment promoting their alternative vehicles. The target market for Tesla is the higher classes of society and the households who can afford the high-end designed cars, because its products are the same as expensive ones by average customers.  This is a master plan by Tesla where, like Apple, it manages to turn the product into an object of desire and status (Maoheng, 2018).

Tesla may soon switch from a single segment to a multi-segment position approach. Tesla makes sports cars and then uses the money to build a cheap car, and then uses the money to build an even more affordable car, according to a strategy described by Elon Musk in a blog post in 2006. (Maoheng, 2018).
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Figure: Tesla 1st quarter performance (Year 2015 to 2022)
(Source: https://www.start.io/blog/tesla-target-market-analysis-and-segmentation/)

Additionally, anticipatory positioning is used by Tesla. The business expressly designs its products and services for a market with low turnover in the expectation that turnover will rise over time. Powerwall 2 and Powerpack 2 are examples of energy storage solutions that use anticipatory placement (tesla.com, 2022).
Tesla and its segmentation can be divided into various types like geographical, demographic, behavioural and psychographic. Segments online subdivided into various criteria. For example, if to understand the customer statement for the vehicles segment, the following analysis: 

· Under the geographic drive the segmentation criteria are region density and age. For models like S, X and 3, the major region targeted is North America, Asia and Europe. The density is both urban and ruler with the age group of 30 +  (GS and LS, 2020).

· Similarly, the demographic attributes are divided into life cycle stage, occupation and income levels. The life cycle stage runs from full nest 1, 2 and 3. The occupations mutually targeted are employees, professional, senior manager and executives and the income level is high (Premec and Guzovski, 2021).

· Under the behavioural category dimensions are benefits sought, personality, user status and social class. Tesla looks for the consumers who want to increase their status and want to have the perception of being environment friendly. It looks for determined and ambitious people who are first time users from the upper class. 
Brand Equity
Brand equity is an important part of the marketing as it shows the brand value of any company in the market. Tesla is operating in the automobile industry and efficient electric cars and thus needs to have its brand equity in position (tesla.com, 2022). Here are the different elements of brand equity and how Tesla capitalises them: 

· Brand Association

Tesla has promoted itself as a company concerned with the environment. It is concerned about the environment to go green and has committed itself to preserve the energy for future use. Tesla has marketed itself by associating its production as an innovation that does not pollute the environment. It has also introduced the technology through which the upgradation of software can solve any kind of issue with the electric vehicles (Premec and Guzovski, 2021).

Unlike other companies, Tesla has not hired any brand ambassadors rather has made many celebrities like Brad Pitt, Matt Damon and Leonardo Dicaprio, its vehicle owners and promote the products by them to their fanbase, reaching millions at a time. 

· Brand Awareness

[image: ]There is no advertisement department and not a penny is spent on the promotional campaigns by Tesla. Tesla believes in connecting with the customers on the deep level through different platforms like social media and chat. The company uses its blogs and social media pages to create a hype among the people which involves reaching maximum people in minimum time using minimal cash flow. A major part of its advertising is dependent on word of mouth marketing (Premec and Guzovski, 2021). It has declared strategic partnerships with companies like Toyota and Daimler and Panasonic for battery development. 

Figure: Tesla performance year 2021 and Brand Value

(Source: https://www.financialmirror.com/2021/12/17/tesla-highest-brand-value-gain-in-2021/)



· Brand Loyalty

The company was founded by a group of engineers who wanted to significantly change the world to a better place to live in. They have a noble cause behind their establishment which emotionally connects them to the customers. These customers also believe in solving the earth's energy problems and support Tesla making them loyal to the brand (Wang and Peng, 2020).

By strategically using its brand associations Tesla got the higher owner satisfaction score in the customer reports. It believes in showing complete transparency to its consumers and the world which is another strategy to have last brand loyalty. 

· Brand Elements 

The brand elements are the identity of the brand and the things or attributes that the customer relates with the brand. Tesla has mastered the art of associating famous elements with the company identity. It is named after the famous inventor and electrical engineer, Nikola Tesla and tried to symbolise the power of physics and science for world development. This has helped the company to have an appeal to the engineers and science-class  (Wang and Peng,  2020).

Conclusion
The report brings closer to how American multi-billion-dollar company, Tesla has revolutionised the concept of advertising and marketing. Tesla is the Pioneer company in the manufacture of electric cars and battery vehicles. The brand has surpassed companies like Audi, BMW, Cadillac and others through its marketing and advertising strategies which have made all the difference. Persuasion and brand Association and thus capitalised fully on the same. It has captured the market by first focusing on the higher income groups and then creating products through the revenue generated for the middle-class group. Tesla gives a strategic plan to understand how marketing will look in the future. The marketing and advertising plan is very carefully created and very minimalist depending entirely on word-of-mouth marketing which is free. It can be concluded that marketing isn't about always spending hundreds and thousands of dollars but can be done in simple and influential ways to generate the most engagement without an investment. It won't be long enough that Tesla captures that market in a year span of another decade. Creative with the concept of brand to experience is and got consumers talking about the brand all around. It has a huge control on dispositioning and is a luxury object in its perception. And all this with CEO Elon Musk, it is almost a guarantee that the brand will appear in the news with every news that it gives. Tesla can indeed again be a game changer in the field of marketing management. 
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COMPANY OVERVIEW
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