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Executive Summary
This report incorporates an analysis of Tesla, Inc.  The investigation in this report has concentrated on how the marketing department within Tesla will outline its future development and the associated marketing plan to address the cobalt element currently present in its batteries and an essential component to making its vehicles as reliable and efficient as they currently are and are expected to remain (Bloomberg, 2022).
In 2021 Tesla produced 930,000 cars with over 100,000 of these in Europe.  Tesla accounted for 11% of all car sales in the UK in 2021 (Electrek 2022). 
This report has been conducted through the support of a micro and macroenvironmental analysis. Teslas’s segmentation, targeting and positioning alongside a full marketing mix to understand the company’s current target markets, brand audit and its position within the EV field.  An investigation into its use of different types of media and advertising as well as an analysis of its success has been undertaken. 
This report will has explored how Tesla can start disassociating itself from suppliers who are known exploiters of child labour, taking a more ethical stance within the automotive industry, and thereby removing the associated negative press around the topic (Forbes, 2022).  
This report will provide recommendations to work towards disassociating itself from Panasonic and other supply chain elements that exploit child labour.
The development of a new battery, which does not include cobalt, provides the market with evidence of Tesla acting and responsibility for its previous environmental damages. 
The marketing team has also concentrated on how the firm can reduce its carbon footprint within its supply chain and logistics and therefore become less reliant on fossil fuels and differentiate itself further from its competitors.
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1. Introduction 

In this report, an analysis will be undertaken on Tesla, Inc. The investigation within this report will concentrate on how the marketing department within Tesla will outline its future development and the associated marketing plan to address the cobalt element currently present in its batteries and essential component to making the vehicles as reliable and efficient as they currently are (Bloomberg, 2022). 
Tesla is an automotive company founded in 2003 with the ambition of creating fully electric vehicles. The vision was to merge modern automotive engineering with state-of-the-art technology to create vehicles that were faster and more environmentally friendly than the traditional fossil fuel equivalent. The company expanded in 2017 to include infrastructure and building-related products such as solar panels and the associated energy storage power walls. In 2021 Tesla produced 930,000 cars with over 100,000 of these in Europe.  Tesla accounted for 11% of all car sales in the UK in 2021 (Electrek 2022). 
This report will also be exploring how Tesla can start disassociating itself from suppliers who are known exploiters of child labour, taking a more ethical stance within the automotive industry, and thereby removing the associated negative press around the topic (Forbes, 2022).  This report will also be investigating the development of a new battery, which does not include cobalt, providing the market with evidence of Tesla acting and responsibility for its previous environmental damages. The marketing team will also concentrate on how the firm can reduce its carbon footprint within its supply chain and logistics and therefore become less reliant on fossil fuels and differentiate itself further from its competitors. 


2. Main Findings

2.1.  The Marketing Concept
Marketing is how an organisation tells its story to attract individuals and groups of people to interact with its products and investment opportunities. Marketing is the foundation that helps these individuals or groups to decide if they would like to be associated with the company and invest their attention, resource, and disposable income into it, to drive up profitable revenue. Marketing is the process of getting a product or service from a company to its end consumers from product development through to final sale as well as support thereafter. Therefore, the marketing strategy needs to involve business goals, marketing tactics, relatable metrics, and target customers. As a function, marketing spans the entire product life cycle from research, engagement, purchases, and post-purchase aftercare. In Tesla’s case of CSR currently being the challenge, this report will be concentrating on, it is up to the marketing department to make adequate changes and suggestions that will aid the company drive up its profits and be more in line morally with what consumers expect of companies today (Fahy & Jobber, 2015). 
To be able to address the identified challenges, Tesla will need to undergo an audit of the current resources available within the organisation to identify if these changes are currently viable. As Tesla is currently worth $724.64 Billion and exceeded stock exchange expectations in 2022, Tesla is in a very favourable financial position to invest in further innovation compared to its competitors such as Rivian and Lucid, which could drive future growth even further (London Stock Exchange, 2022). 
Tesla currently employs 99,000 people, the company has already invested in six Giga factories worldwide, reducing their supply chain and reliance on the logistics industry drastically as well as Elon Musk as CEO, concentrating and investing heavily into technology innovation (The Telegraph, 2022). These elements combined put Tesla in a positive position to address the challenges identified around its corporate social responsibility around the cobalt mining industry and the negative impact this could have on the company’s reputation, even more, important for Tesla, as its current marketing strategy relies heavily on its reputation as innovative and modern within the luxury car industry. 

2.2. The Macro and Microenvironments

2.2.1. Microenvironment 
Tesla’s Microenvironment has been assessed through the help of a SWOT analysis as seen in appendix 1. The company’s current strengths include its innovation and being the most valuable car manufacturer worldwide (Statista, 2021). The company’s weaknesses lie within its supply chain such as chip component shortages (BBC, 2022) but also with Elon Musk being its sole representative (Ferris, 2016), which poses a threat as Musk is known for his unpredictable behaviour. The opportunities for Tesla lie within manufacturing its batteries without the use of cobalt and the current heavy reliance on Panasonic (Smith, 2021). However, Lithium-ion batteries are extremely combustible and come with a product safety issue (Kleinman, 2016). Further threats are other big established car manufacturers entering the EV market (Porter, 1979). 

2.2.2. Macroenvironment 
Tesla Macro environment has been analysed through the help of a PESTLE analysis as seen in appendix 2. Looking at the political and legal elements of this analysis, trade deals could have a detrimental impact on import tax changes, tariffs, and the associated quotas (Radcliff, 20022). Current Political tensions such as the US and Russia introducing sanctions on each other will hurt Tesla expanding into that market (Borger, 2022). The potential of an upcoming global recession and a banking collapse could be catastrophic to global businesses, even those with enormous wealth (Economist, 2013).  Such events will have negative impacts on customer buying habits and make consumers more aware of the sustainability of their purchases (Oberseder et al, 2013). In addition, Tesla needs to spend large percentages of its overall wealth on retaining its competitive advantage through research and development (Carlier, 2022). A five forces analysis as seen in appendix 3 has also been undertaken, concentrating on the threat of substitution by existing competitors as well as the threat of new entrants such as EV start-ups and big traditional automotive companies investing heavily into alternative lithium-based batteries, to replace the industry-wide challenge of cobalt use and mining (Perkins, 2021). 
The importance of using these two models together can be seen in appendix 4. 
The Tesla Model 3 has been the number one selling EV in the UK since 2014, with Tesla’s biggest competitors being Nissan, Renault and KIA (Department for Transport, 2022). All of which still use cobalt in their batteries (Griffiths, 2018).
It is important to assess both the micro and macroenvironment together to gather a well-rounded understanding of Tesla’s internal and external position. Which elements are within the company’s control, and which are not?  This will enable the marketing team to make sound and well-justified recommendations for change (Singh, 2021). Most importantly concentrating on its CSR and the impact cobalt mining is having on the Congo and its citizens and what Tesla can change and improve not only the ethical issues they are facing but also its reputation. 

2.3. Target Market
Segmentation, Targeting and Positioning are the basis of an effective marketing strategy. Concentrating on the customer’s wants and needs and breaking them down into profitable segments (Camilleri, 2017). An extensive STP can be seen in appendix 5. 

2.3.1. Segmentation
Tesla segmentation can be distributed between behaviour, psychographics and consumer profiles. 
The benefits sought are that Tesla is environmentally friendly, provides luxury quality coupled with high technological standards and lifestyle attributes such as high-status symbol, successful, aspirational, and environmentally cautious. Tesla so far has concentrated mostly on the demographic of people falling into the 40s and above age bracket, mainly male in management or other professional roles who are interested in environmentally friendly and sustainable transport, most tesla customers are high-income professionals from the upper-middle class. Geographically Tesla and other EV market inhabitants are in countries with well-established and developed infrastructures. The US and China combined hold 71% of Tesla’s revenue (Wilhelm, 2022). 

2.3.2. Targeting
Looking at the strengths and weaknesses within tesla’s targeting segments. The benefits sought are environmentally friendly and the absence of fossil fuel consumption is high on the consumer’s priority list and can be seen as a strength while the weaknesses of these priorities are how un-environmentally friendly and morally problematic the supply chain can be with elements such as cobalt needed in the production of all of Tesla’s batteries. Geographically, the US and China, Tesla’s biggest markets have good infrastructure and thriving markets lead to higher wages and more disposable income. However, Large supply chains face challenges with higher fuel costs and the current political situations that surround this (McKinsey & Company, 2019).

2.3.3. Positioning
The positioning is where the marketing team position the product within the market with great emphasis on what the consumer is looking for and in need of.  Tesla consumers are seeking vehicles with low emissions to reduce their carbon footprint and reduce the negative impact on the environment. As Tesla positions itself as a company providing zero-emissions vehicles with the highest ranges of models within the electric vehicle market as well as the best performing batteries, allowing drivers to go further between charges (Tesla, 2020).

2.4. Marketing Mix
The Marketing Mix now consists of seven Ps as expanded from McCarthy’s original 4 Ps in 1960, product, promotion, price, place, people and participant, process, and physical evidence (Booms and Bitner, 1981). 
The product in question is an electric vehicle, which satisfies the consumer’s need for eco-friendly vehicles that do not require fossil fuels to run. Tesla currently promotes itself mainly online through viral marketing, privately owned garages and personal selling, sales promotions, referrals and the reliance on Elon Musk’s Twitter feed and outrageous opinions (Musk, 2020). The prices for its vehicles are set at the top end of EVs, positioning themselves as a premium product. Vehicles are placed in company-owned showrooms or available as online purchases only. The people involved are a high-profile CEO, Elon Musk, and subject matter experts in all aspects of the business. Tesla’s present processes include purchasing companies that align with their ethos and the aim for technological advancements as well as product components beneficial and necessary to all of Tesla’s products.  In this case, outsourcing battery production, a vital element for electric vehicles and solar power storage walls, is hurting the company’s image. By providing the physical evidence in high-tech gigafactories and luxury showrooms the company can combat the supply chain issue and produce an alternative battery in-house, Tesla would address several of its current challenges, while improving its public image and supply chain issues. 

2.5. Marketing Media
The key channels used by Tesla to communicate with its existing and future customers are public relations, online marketing, personal selling, sales promotion, and traditional advertising. 
Tesla communicates with its current customer base through email, maintaining a positive customer relationship with frequent updates on new products and allowing customers to update their vehicles, conveniently online. Although this method is reliable and cost-effective, it is not free of charge and therefore customer buy-in is necessary for Tesla’s success (Bowden, 2010). This way of advertising and purchasing falls in line with the post covid convenience of online purchases very well, with the added benefit of seeing Tesla vehicles frequently to take a closer look. 
The company’s online marketing consists of a highly effective website (Tesla, 2022). Twitter and Facebook page to keep customers updated on the latest developments in innovative technology and product (Tynan and McKechnie, 2008). A lot of traction is also brought through Elon Musk and his outspoken and widespread opinions on his Twitter feed. Customers have grown to associate Elon with Tesla, therefore this method is low-cost and very effective (Musk, 2022).  
Tesla uses a variety of different personal approaches to selling its products, using the product, beneficial and referral approaches (Cheverton, 2013). Displaying its latest developments regarding bodywork design and innovative engineering of its products, testimonies from customers, in the hope of building generational rapport such as traditional manufacturers like Mercedes and BMW. Tesla also provides personal account managers for individual customers to enable the continuation of a customized service approach. All these approaches, although more traditional are still very effective. 
Regarding sales promotion, customers’ perception of a brand is vital to its success, the associations consumers make with brands are multidimensional and emotionally instigated (Bowden, 2010). Tesla offers free test drives, and discounts for multi purchases, making it attractive to businesses and free services for vehicles with up to 50,000 miles on the clock (Tesla Motors, 2015). 
Tesla also advertises in a more traditional sense in displays in privately owned showrooms but mainly on social media. Tesla very successfully advertise with a certain image aimed at a specific target group.  Through timely appeal and emotions as well as self-prejudice, its advertisements skew the mind into believing that it needs this product (Tynan and McKechnie, 2008). 

2.6. Measuring Success
Tesla’s marketing strategy goes against the traditional trends of TV advertising and high-cost social media campaigns. The company also Markets its sustainability through consistencies throughout the company, innovations being tweeted about through Elon Musk. Tesla spent $58.3 million on marketing costs in 2015, compared to BMA which spent $195 million. Tesla highly relies on word of mouth and referrals, trusting in its brand completely and having it speak for itself once on the road. 
The success of Tesla’s marketing strategy so far can be evidenced in the company’s growth and associated sales and although these slumped in 2019 by almost 31% (Forbes, 2022). These have recovered greatly throughout and post pandemics.  Tesla has demonstrated that by focusing on customer experience, media attention about its products as well as its eccentric CEO and its sustainability, Tesla has successfully generated interest in its products while delivering on quality.  These elements seem to be enough to continue dominating the EV market. 
Although Tesla has led a sustainable revolution within the automotive industry and appealing to an environmentally conscious customer base, tesla has utilized the opportunity to use its customer base as marketers by appealing to them in significant ways.  With media attention, such as Polestar and EV6 ads airing during the Super Bowl and by proxy benefitting Tesla (Cleantechnca, 2022) and good use of social media, tesla has not needed to invest in traditional tv advertising. Although this model works for Tesla, tesla still has some production and supply chain issues regarding CSR that need to be addressed. Tesla has shown that with the right product, the right target market, and a company mission that consumers are in alignment with, a company can thrive without expensive marketing materials and campaigns. 



3. Conclusion
[bookmark: _Hlk108028863]This report has incorporated an analysis of Tesla, Inc.  The investigation in this report has concentrated on how the marketing department within Tesla will outline its future development and the associated marketing plan to address the cobalt element currently present in its batteries and an essential component to making its vehicles as reliable and efficient as they currently are and are expected to remain (Bloomberg, 2022).
In 2021 Tesla produced 930,000 cars with over 100,000 of these in Europe.  Tesla accounted for 11% of all car sales in the UK in 2021 (Electrek 2022). 
This report has been conducted through the support of a micro and macroenvironmental analysis. Teslas’s segmentation, targeting and positioning alongside a full marketing mix to understand the company’s current target markets, brand audit and its position within the EV field.  An investigation into its use of different types of media and advertising as well as an analysis of its success has been undertaken. 
This report will has explored how Tesla can start disassociating itself from suppliers who are known exploiters of child labour, taking a more ethical stance within the automotive industry, and thereby removing the associated negative press around the topic (Forbes, 2022).  This report has also investigated the development of a new battery, which does not include cobalt, providing the market with evidence of Tesla acting and responsibility for its previous environmental damages. The marketing team has also concentrated on how the firm can reduce its carbon footprint within its supply chain and logistics and therefore become less reliant on fossil fuels and differentiate itself further from its competitors.

4. Recommendations

4.1.  Tesla should not associate themselves with suppliers who are known exploiters of child labour. 
Situation
Panasonic currently provides Tesla with its batteries, utilised in its cars and power storage walls.  The cobalt mineral used within these batteries is extracted from mines in the Democratic Republic of Congo (DCR). The extraction itself hurts the environment as the use of big fossil fuel machinery is needed to extract the mineral. The occurrence of Child labour and the associated injuries are morally corrupt and work against corporate social responsibility (CSR) (Amnesty, 2016).
Objectives
Tesla needs to reposition itself to become disassociated with companies working in DCR and exploiting child labour.
Strategy
Tesla needs to position itself in the cobalt market such that it can work with smaller suppliers, rather than China Molybdenum, the biggest mine owners in the Congo.  By working with smaller companies, Tesla would have the bargaining power to produce processes and policies to avoid child labour in those mines (The New York Times, 2022). Working with more stringent rules on Child labour Tesla would be seen as an ethical stakeholder with a positive brand image.  It would provide evidence of a built-in CSR approach and would differentiate itself from competitors. 
Tactics
Tesla will need to sever its ties with Panasonic by buying itself out of its contract. As well as sourcing a new company to work with.
Actions
The role of severing these contracts will need to be undertaken by senior management, the CEO and company lawyers.  The contracts should be dissolvable within 6 months. As Tesla is a high-profile company, finding and creating new contracts with smaller providers should not be challenging and should not be time consuming. Writing up new CSR-friendly contracts and policies for smaller companies to work with will be the bigger challenge.
Control
Success can be measured once new contracts have been signed with smaller companies and all contracts have been severed with Panasonic. 

4.2. Tesla should develop a battery that is not reliant on cobalt as an essential component.

Situation
As explained n 4.1 Tesla’s current batteries rely on batteries containing cobalt. The company is now dealing with negative press surrounding CSR due to the negative impact cobalt mining has on human rights and the environment.
Objectives
Tesla needs to create an alternative battery to the traditional cobalt batteries used in EV. 
Strategy
Tesla currently finds itself in a position where they could learn from its competitor Nissan on how to produce lithium-ion batteries that do not use cobalt (Nissan, 2022). Alternatively sourcing lithium-ion batteries and trialing them in specific models in the US or China, as these are Tesla’s biggest markets could be beneficial 
Tactics
Innovative technology, qualified engineers and scientist and an adequate supply chain will need to be put in place.
Actions
Senior Management will need to recruit adequate staff and undergo risk assessment on which models to trial the batteries in and in which market to target first. Quality checks on battery life and performance will also need to be assessed. 
Control
Rolling out new batteries across the board will take time and successes will need to be measured in phases. Incorporating the new battery in certain models in certain markets will be the first measure of success. Receiving positive consumer feedback will be the next.
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6. Appendices 
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Appendix 2. Pestel analysis 
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Appendix 3. 5 forces
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Appendix 4. Pestel and five forces link 
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Consumer sustainability awareness — Customers are increasingly aware of
ity. Corporate Social Responsibilty (CSR)
crucial factor for customers, before making a purchasing decision (Oberseder
etal, 2013).
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Economic
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Global recession — Economies are currently recovering from the
impact of a global pandemic. Increased costs of iving, will
affect the amount of disposable income available to consumers
(Chu, 2018).
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Technological
Competitive innovator — A competitor could develop superior
technology. This would be severely damaging to Tesla's market
share (Porter, 1979).

Research & Develop expenditure Tesla must spend an
enormous amount of capital, to retain a competitive advantage
\within the market (Carlier, 2022).
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