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[bookmark: _heading=h.gjdgxs]Introduction 
The purpose of this report is to understand the ways and the stages of marketing, to evaluate the role of the marketing environment both external and internal and analyse the marketing mix and STP of the organization. The company that has been chosen for evaluation in the report is Tesla (Tesla, 2022). The outbreak of the pandemic has had a huge negative impact on the economy of the world and so it has had a negative impact on the sales and performances of the industry of automobiles. As the pandemic of Covid 19 unfolded in 2020 and in several nations across the globe lockdown was implemented, therefore the sales of international cars experienced an exceptional drop. In spite of the recovery due over the course of time, the market data indicate that car sales internationally contracted in the year 2020  by an approximately estimated fourteen per cent year-on-year, echoing closely the International Energy Agency estimate of fifteen per cent (Iea, 2021). The drop in the sales of cars worldwide in the year 2020 was much larger as compared to that of the international financial crisis of the years 2007-2009. The pandemic had led several firms to shut down across the globe due to the rapid spread of the virus, the Tesla along with other organizations was very much keen on reopening their operations to their full extent. This report would shed light on how the organization - Tesla has managed and secured its position in the market in spite of the pandemic of covid 19.











[bookmark: _heading=h.30j0zll]The Stages of Marketing    
It is due to the Covid-19 pandemic the automobile industry has suffered a huge loss and so the Tesla company has been trying its level best to overcome its losses. . 

	Marketing Stage
	Discussion

	Situation Analysis
	A situation analysis of the plan of  marketing is when the markers evaluate the marketing positions or situations of the plan of an organization for the purpose of marketing to their customers or audiences (Indeed, 2022). The analysis of the environment is done via the PESTLE analysis, SWOT analysis, and the model of Porter’s 5 Forces. It is through this analysis, the Tesla company would be able to understand what position they are presently in and what necessary actions it must take in order to attract more customers.

	Objectives
	 The objectives of marketing are considered to be the driving force that encourages as well as motivates marketers and organizations to promote activities i.e., professional as well as enhance efficiency in production, development, research, and sales, along with promotion (En.hocmarketing, 2022). Tesla firmly believes that in order to attract more customers, the company must offer the best quality products .

	Marketing Strategy
	Marketing strategy is considered to be a construct that is present at the core of the sector of strategic marketing (Morgan, et al., 2019). It is even the fundamental and main to the marketing practice. Marketing strategy permits companies to focus and pay more attention to the resources that are limited on best chances in order to rise up sales as well as accomplish competitive advantage. 

	Implementation
	Marketing implementation is considered to be a procedure of putting the strategies of marketing into real and actual practice in order to drive outcomes that are useful. During the procedure of implementation of the plan of marketing the managers of the company should make sure that capitals and marketing resources are used in an efficient manner (Ceopedia, 2020). 

	Control
	In the plans of marketing, controls are the metrics that permit the organization to measure how the organization is performing or executing the plans, goals, and strategies detailed in the plan of marketing (Indeed, 2022). 



[bookmark: _heading=h.1fob9te]PESTLE Analysis     
PESTLE Analysis is considered to be a strategic and analytical tool. This tool helps in evaluating the environment of the business (Matović, 2020). The six significant factors of the framework are - political, economic, social, technological, legal, and environmental factors (Lim, 2020). The external analysis of Tesla company would perceive how the external factors of the business affect the operations as well as the strategic aims of the organization. 
[image: ]
Figure 1: PESTEL
(Source: Pan et al. 2019)

Political Factors     
The United States possesses a strong political environment. Therefore, there are wide opportunities for firms to expand. The US agreement with free trade as well as they have the permit to exchange partnerships with various nations. Hence, for the industry of automobiles like Tesla, it becomes a huge successive positive point. The Bipartisan Infrastructure Law (BIL) offers $7.5 billion in order to develop the EV-charging infrastructure of the nation (Mckinsey, 2022). Therefore, EV charging carries on with the advancement of technology as well as the rapid growth of infrastructure (Brown, Schayowitz, and White, 2022). Due to the offers provided by the BIL, operations of the organization would boost to a greater level. 

Economical Factors     
The wider range of economical factors that could possibly affect the Tesla company is diverse and varied. These comprise changes in the exchange rates of foreign currency, rates of taxes, availability as well as the quality of architecture for the manufacturing of economic vehicles and the macroeconomic climate in the nation. Furthermore, the decreasing rate of the battery’s cost, interest rate, inflation, along with the cost of the employees are even vital  economic factors for the automobile company. However, economically, Tesla enables the growth of the international economy by making more manufacturing factories (Liu, 2021). The GDP of the UK economy was 2.2 trillion pounds (British) in the year 2021 (Statista, 2022). However, it tried to recover from the shock of the covid pandemic. The revenue of Tesla grew by approximately 53.8 billion U.S. dollars in the fiscal year of 2021 (Statista, 2022).

Social Factors  
The social factors are related in a direct sense to the customers, the norms of the society that regulates the behaviours of the customers, and the demand of the customers. The sociocultural elements that mould as well as shape the population help the organization to understand the requirement of its target consumers. People’s environment-friendly attitude along with the energy resources that renewable - are in support of the company Tesla (Edrawmax, 2023).

Technological Factors    
The cars of Tesla are always at their best when it comes to the advancement of technology. The cars are made in a luxurious manner along with the latest and modified gadgets and high-rated features to attract customers.  The feature of fuel-efficient redefines sustainability. Tesla, being a famous brand in the field of electric vehicles, has been constantly innovating as well as leading the automobile industry (Zhu, 2022).

Legal Factors 
The National Highway Traffic Safety Administration agency makes policies for manufacturers of vehicles related to constructing, operating, and designing as per the National Traffic and Motor Vehicle Safety Act (Crowjack, 2022). Therefore, Tesla has to abide by such a law to sustain itself in the market.

Environmental Factors  
The UK government has stated a ban on the sales of vehicles with combustion engines from 2030. It is only the vehicles that are emission-free will be permitted to sell. This would lead to a positive outcome for EV organizations. In view of the impacts on the environment,  electric mobility can be helpful in the reduction of noise and air pollution (Safarian, 2022).
[bookmark: _heading=h.3znysh7]Porter’s 5 Forces Model 
Tesla’s Porter’s Five Forces Analysis covers the competitive landscape along with the factors affecting the company. 
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Figure 2: Porter’s Five Forces
(Source: Isabelle et al. 2020)

The threat of New Entrants 
Tesla is considered to be a leading producer of electric vehicles and it has been performing quite well in the automotive industry (Yang, 2022). Any potential new company to enter this industry, the market poses significant entry barriers. Several factors are present. Organizations such as BMW, Tesla, and so on could turn the scales of economies in their support and favor by manufacturing an abundance of units each year as well as accomplishing a higher rate of profit.



The threat of Substitutes 

The car-producing industry has started to focus more on environment-friendly and sustainable cars in order to compete for the consumer base of Tesla, but the organization still continues to maintain its significant position in the industry of automobile (Musonera, and Cagle, 2019). Tesla mainly targets the higher class of society that could afford its premium cars. So, the regular cars that run on diesel and petrol are cheaper, and several individuals could afford them easily. In the future, EVs are cost-effective, and charging infrastructure has to be developed in many nations. 

Bargaining Power of Consumers 
Tesla provides products that are highly differentiated and it is created its brand image in the market over several years. It spent approximately 1500 million USD in the year 2020 on development and research activity. Such facts offer them an advantage over their rivals. There are no ways possible of backward integration, therefore, consumers cannot manufacture their own devices by integrating with the suppliers of Tesla. The company has a first-mover benefit because the bargaining power of the customers is weak - this allows Tesla to lead in the market which could not be excelled in the shorter term (Shu, 2022).

Bargaining Power of Suppliers 
Tesla company has topped the world’s list of prominent and leading new-energy vehicles (NEV) over the years (An, Chen, and Luo, 2022). The company sources its suppliers from various suppliers and from varied locations across the globe. They are in constant talk with suppliers in order to decrease dependence on any particular one. Therefore, the power of suppliers is low. There is limited availability because the products that Tesla buys are differentiated in nature.

Competitive Rivalry 
Tesla company has occupied a much stronger position in the industry and technology of electric vehicles across the globe (Chen, 2022). The company enjoys a 14.55 percent market share in the world’s plug-in EVs industry. Its chief rivals are VW Group, BMW, GM, and so on with 8.55 per cent and 12.52 percentage. It is due to the fact that Tesla is far from its mature stage and growing swiftly, there is a huge scope for such significant plays to prevail in the industry. Therefore, competitive rivalry is considered to be a moderate force.
[bookmark: _heading=h.2et92p0]SWOT Analysis 
A strengths, weaknesses, opportunities, and threats (SWOT) analysis have become a significant tool in business in order to plan strategically (Benzaghta, et al., 2021). 

[image: ]
Figure 3: SWOT Analysis
(Source: Benzaghta et al. 2021)

Strengths   
For the purpose of producing electric cars, Tesla uses renewable energy for the operations of the company. This revolutionized worldwide individuals to use EVs. it helps the natural environment to. The company has produced innovative as well as best-quality electric cars. Tesla, being a famous and renowned automobile organization, possesses a good trend in development (Wang, 2022). 

Weaknesses        
The major weakness of Tesla is that it sells its products in limited areas. The rate of manufacturing its products is even lesser as compared to the rates of its rival companies. The company’s production rate decreased by 31 per cent in the year 2019 than in the year 2018. It has established its brand as it only sells premium cars. Therefore, every person could not buy their cars due to the higher price rate. So, the company must try to produce cars that could be affordable for all-level customers. High temperatures advance the batteries’ thermal ageing, hence decreasing the lifetime that is expected (Olabi, et al., 2022).

Opportunities  
Tesla has the capability to manufacture its own batteries rather than outsourcing them due to this it could affect its rate of production. It could even decrease its cost of production by 5 per cent to 10 per cent. There is a wider range of opportunities for the company because several nations support the progress and development of energy vehicles that are environmentally friendly as well as low-carbon (Jiang, 2022). Therefore, in the future, Tesla would have a good opportunity to become more successful as people would love to make a shift from petrol and diesel cars to electric cars because of clean energy.

Threats
The electrical cars produced by Tesla company are good for the natural environment. But sometimes it is harmful to the buyers because of battery explosions as well as errors in the self-driving feature (Businessmavericks, 2022). Due to such defects and errors in the self-driving mode, accidents could not only hamper the lives of the customers but also sometimes it could even lead to deaths. The major threat for Tesla company would be that in the automobile industry, there are several other brands that are already prevailing such as Volkswagen, Audi, BMW, and many others that are rumoured to enter the industry.

[bookmark: _heading=h.tyjcwt]STP 
The acronym for STP is segmenting, targeting, and positioning (Gajanova, and Nadanyiova, 2020). 
[image: ]
Figure 4: STP
(Source: Li et al. 2020)

Segmentation 
Segmentation is considered to be the slice of the industry into pieces with consumers in each piece possessing the requirements and demands. Product segmentation possesses an important  impact on marketing (Pohludka, and Štverková, 2019). The organization is trying to attract those customers who are much concerned about the environmental ..


Targeting 
It is regarded as the selection of the correct segment on which to pay more attention to the business’s marketing actions (Huang, and Rust, 2021). Tesla’s main aim is to focus more on aspiring and dedicated middle as well as upper-class buyers who desire along with searching for prestige, environmentally friendly, as well as cost-effective cars. 
Positioning 
The company - Tesla Motors Inc. is a famous and well-known automobile organization mainly stated in America and it is an  energy storage organization that manufactures, develops as well as distributes premium quality EVs (electric vehicles). The company also possesses an EV powertrain as well as battery components. The competitive advantage of the organization stems from its potential to employ the latest and modern technologies in a more effective and efficient manner (Edrawmind, 2023).
[bookmark: _heading=h.3dy6vkm]4Ps model 
This marketing strategy helps the organization to position its place in a competitive manner in the industry and accomplish its objectives and goals.
[image: ]
Figure 5: Marketing Mix
(Source  : Karim et al. 2021)



Product Strategy
On the ground of making sure the quality of the product is improving - based on the experiences of the user is considered a good method to improve awareness of the brand (Zhang, and Wang, 2019). Tesla is a well-known company in producing premium eco-friendly as well as battery-powered EVs. the chief product produced by the company is electric sedans. 

Price Strategy
Since the Tesla company only manufactures products that are highly sophisticated as well as much more advanced in the technology used in its cars, therefore, the company has kept the pricing strategy at a premium rate. Although the cars of this company could only be purchased by the upper middle class and higher sections of society but still the rate of the electric cars is at its lowest if compared to the other electric cars of its competitors such as BMW. tesla company adopts and approves skimming pricing in order to transform itself into pricing penetration (Ding, and He, 2022).

Place Strategy
Tesla's importance as a well-known company in electric vehicles is very important in the automobile industry (Liu, et al., 2022). Tesla’s cars are manufactured in approximately 5 million square feet - producing facilities located in Califonia. The company is intending to expand its size in the future. This would support the larger demands of Tesla’s products and the delivery of the cars could be done timely. 

Promotion Strategy
The most effective and efficient promotional strategy that the Tesla company uses is word-of-mouth (Forbes, 2020). The referral program of the company rewards those individuals who exchange their experiences with other people. 
[bookmark: _heading=h.1t3h5sf]Conclusion  
To conclude the report it could be seen that from the analysis of all the external and internal environments of Tesla, the company has tried its level best to sustain itself in the automobile industry in spite of the losses that happened during the pandemic of Covid 19. There are growth opportunities for the company if it strategically plans out its marketing. Despite its competition from several other EV companies, it did not lose its own unique promotional strategies. From Porter’s 5 forces, it could be perceived that it is much harder to compete with the business of Tesla company. 
[bookmark: _heading=h.4d34og8]Recommendation 
It could be recommended that since the Tesla company has only a limited rate of production of its products, therefore, it becomes problematic for its customers to purchase them in a certain period of time. So if the company increases its rate of manufacturing it's EVs - it would be helpful for the customers as well as for the company to deliver the cars timely. Another significant fact is that the rate of the EVs of Tesla is much higher, hence it is not possible for all-level individuals to purchase those cars. 
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