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Some research models have been applied in this study to assess the internal factors and external environment of the target enterprise. Through the case study, it can examine Tesla's marketing strategy and barriers to entry into China from its current performance and development. The integration of Internet thinking has been largely reflected in Tesla's marketing strategy, but it is challenging with the rising competition from the current market. It suggests the brand to adjust its target market and develop positive social media marketing
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[bookmark: _Toc120628041]1.0 Introduction 
As a car company with an early start in the pure electric vehicle business, Tesla has made great efforts since it officially entered the Chinese market in 2014. Consumers’ awareness of environmental protection has gradually risen with the advancement of social economy, science, and culture. To promote the study and creation of new energy vehicles, numerous countries have released related policies. 
China's automobile market, which sells more than 20 million vehicles annually and is supported by government legislation, is destined to attract new energy vehicle businesses in such a global setting. In 2007, Tesla, which initially served as a new energy vehicle, took the lead in creating the first lithium-ion battery electric vehicle in history (Liu & Kokko, 2013). With its creative and innovative ideas and outstanding capabilities, Tesla became a market leader in the new energy vehicle sector (Du & Li, 2021). Since Tesla formally entered the Chinese market in 2014, it has faced challenges from various aspects.
Some research models have been applied in this study to assess the internal factors and external environment of the target enterprise (Yeung, 2019). Through the case study, it can examine Tesla's marketing strategy and barriers to entry into China from its current performance and development. At the same time, it also looks at Tesla's current issues and potential growth areas in the Chinese market. Comparing Tesla to local businesses in China.
[bookmark: _Toc120628042]2.0 Tesla
Martin Eberhard and Marc Tarpenning founded Tesla in 2003. In the beginning, Tesla identified itself as a manufacturer of high-end electric cars in an effort to display the vehicles which can be more effective, quicker, and enjoyable to drive than gasoline-powered (Zhang, 2015). Martin Eberhard was introduced to Elon Musk, who founded SpaceX, in order to obtain the resources and money required to produce effective electric cars. Elon Musk made a 6.35 million dollar investment in Tesla to take the company's chairmanship, and Martin Eberhard was named CEO. The first lithium-ion battery-powered electric vehicle was introduced in 2008. Tesla is the first independent producer of all-electric automobiles to be listed on the American stock exchange (NASDAQ) in 2010.
Tesla entered the Chinese market on April 22, 2014, when Musk formally delivered the first batch of Model S vehicles to Chinese customers (Wang et al., 2017). With the development of technology, an increase in production, and an improvement in the design of public charging stations, Tesla's sales in China have increased since entering the market and been expected to reach nearly 140000 vehicles in 2020, with its leadership of the EV business (Xu et al., 2020). 
But actually, in China, the complex marketing environment resulted in the challenges for the organization in marketing. 
[bookmark: _Toc120628043]3.0 External environment analysis
[bookmark: _Toc120628044]3.1 PEST analysis
· Political environment
The pollution brought on by production is rising along with the economics of the nation's economy and the level of industrialization. The natural environment of China is also affected negatively by the pollution of its water, land, and air resources (Dai & Taube, 2019). The Chinese government is increasingly focusing on the management of domestic environmental pollution issues as part of the global movement to safeguard the environment. Numerous supportive policies for new energy vehicles have also been implemented in this context. In cities like Beijing, Shanghai, Guangzhou, and Shenzhen, for instance, they have policy incentives to encourage the purchase of EVs. Some consumers can also benefit from regional new energy subsidies and favourable policies for purchase tax exemption, with local rules (Wang et al., 2021). At the same time, the new energy vehicle producers can also benefit from the policy of being exempt from license plate lotteries in some areas that limit the issuing of vehicle license plates. In addition, they can also benefit from the policy of being exempt from paying license plate fees.
But actually, Tesla is not benefited from the political factor (Yang et al., 2021). On the contrary, due to the propensity of pertinent regulations to domestic electric vehicle makers, it will pose a direct challenge to Tesla Motors' market dominance. In contrast, domestically produced electric vehicles offer a significant and lasting competitive advantage.
· Economics
Economic constraints in China have slowed the growth of the market for electric vehicles (Strauss & Smith, 2019). Due to the relatively low degree of economic growth in China, even though there is a sizable consumer market, the ability to purchase high-quality electric vehicles is severely constrained by the low per capita household disposable income. According to the official prices of the various models in China's electric vehicle market, the cost of pure EV products is typically high, making it hard to afford for ordinary people.
As for price, the cost of a Tesla electric vehicle in the Chinese market is three to five times greater than the cost of a typical local brand of electric car. Domestic new energy vehicles currently cost between RMB 200000 and 300000 on average (Wen et al., 2021). The cost will be reduced with government incentives. The price difference is significant when compared to the Tesla Model's price of RMB 685000 in the beginning. As a result, domestically produced electric vehicles are more affordable than Tesla.
· Social environment
Consumer awareness of environmental protection in daily life has gradually increased as the government has paid more attention to pollution issues.
The phenomena has also steadily evolved from a subculture-specific environment to one that is increasingly accepted and even desired by society (Zuo, et al., 2019). Chinese consumers started to favour purchasing products like air purifiers that are more advantageous to their own and their families' health (Guo et al., 2021). In additions, consumers have started to consciously purchase products which are environmentally friendly, such as low-carbon, low-emission, or even zero-emission process, so they are sustainable to the environment.
· Technology
Tesla owns around 700 patents, most of which are related to the essential elements of electric car technology (Zhao et al., 2021). Tesla has held a monopolistic position as a leader in technology for electric vehicles for a long time. Consumers are most concerned about the battery life of electric vehicles, and Tesla vehicles have a battery life of up to 426 kilometers per charge, compared to domestic electric vehicles' battery life of only about 300 kilometers. Domestic electric vehicles also have a single recharge time of up to 8 hours. The price is a little bit greater whether one chooses to install their own charging station or use a public one. However, the free super charging system established by Tesla can achieve more than half of the charge in 20 minutes (Su et al., 2021). In addition, the unique battery replacement system has been established, which can replace the car battery in 90 seconds, which is very attractive to many consumers.
Tesla's complete release of its pure electric vehicle patents has simplified the entrance requirements for the sector and drawn more potent auto brand manufacturers to compete (Wu et al., 2020). However, the patent opening strategy has also caused Tesla to lose its initial exclusive position in the electric vehicle sector. Tesla has suffered significant losses as a result of the pure electric vehicles introduced by BMW, Mercedes-Benz, Chery, Volkswagen, BYD, Changan, Dongfeng, and other automakers, particularly in the Chinese market. various degrees of peril (Liu, 2021).
Therefore, Tesla should properly comprehend the Chinese market for electric vehicles, combine its own strategic objectives to fit local needs, and work to establish a foothold in the country's fiercely competitive electric vehicle market (Bhadkamar & Bhattacharya, 2022). Additionally, domestic electric vehicle producers should actively work to increase their own competitiveness by actively absorbing foreign advanced technological factors and strengthening their own independent innovation capabilities. This will allow to capture more domestic and international markets.
[bookmark: _Toc120628045]3.2 Porter’s five forces
In the 1980s, Michael Porter proposed the Porter's Five Forces Model. Whether it be service or production businesses, it is thought that there are five forces at work in the industry competition: rivalry between already existing businesses, the threat of substitute goods or services, the threat of new entrants, the bargaining power of suppliers, and the bargaining power of customers (Thomas & Maine, 2019). These five forces have an impact on how decisions are made and how competitive strategies are developed for businesses. The top five at this time primarily reflect the following features based on Tesla's characteristics.
· Rivalry among the firms: high
In addition to traditional Mercedes Benz, BMW, and Audi, there are currently new energy vehicles made by BYD, Weilai, and XPEV in China. Mercedes-Benz declared that in 2025, all of its recently unveiled model architectures will be entirely electrified platforms (Wang et al., 2021). At the same time, with the open pattern of EV technology, more and more companies have transferred to the EV manufacturing (Dai & Zhang, 2022). For Tesla, they have to face the traditional brands of car manufacturers as well as the new competitors from the technology industry such as Huawei in China. 
· Threats of substitutes: moderate
Consumers choose electric vehicles as a new form of car, while there are also some new alternatives on the market. The hydrogen-powered vehicles of Nissan also displayed a high degree of threat to the EV cars. Some customers still think that traditional fuel vehicles are the best option. So they dislike the engine of EV and worry about running out of power. Some customers believe that the EVs are more sustainable and novel in the market, so they are willing to try the new products. 
· Threats of new entrants: high
Even if Tesla was among the first companies to enter the new energy sector, many other companies still have the opportunity to do so given the aggressive global promotion of electric vehicles (Kim, 2020). The company wants to gain sustainable development in the target market, so it could not focus on the current competitors, but also the new entrants (Wang & Li, 2022). The transportation sector is important especially with the urbanization of the Chinese market, and demands of people are increasing. Some of technological companies are willing to invest in the EV industry. At the same time, the government has supported the business of EVs a lot with policy incentives and benefits to customers. it also attracted the investment of new entrants. Therefore, it brings lots of pressures to Tesla in China (Kim, 2020).
· Bargaining power of suppliers: low 
Reducing the cost helps Tesla accelerate its commercialization. Tesla has built up its factories in China, which realize large-scale machine automation and use less manpower for mass production (Dai & Zhang, 2022). Therefore, the bargaining power of suppliers is weak for Tesla. 
· Bargaining power of buyers: high
EVs have been popular in some cities with more types of cars and buyers can choose international brands and local brands. For Tesla, it has to face the increasing bargaining power of buyers. 
Tesla still faces a number of competitive rivals as well as many new entrants, according to Porter's five forces model. Tesla must put in a lot of effort to research the five forces model if it wants to grow in the Chinese market. Additionally, it should conduct the complete consumer research and analysis (Strauss & Smith, 2019). The development of Chinese marketing and rising competitive rivals like Apple, Huawei Xiaomi is a huge challenge for Tesla. The presence of clever players will make Tesla more vulnerable. Tesla's advanced cognition will be weakened and obscured by the downward extension. 
[bookmark: _Toc120628046]4.0 Tesla’s marketing strategy 
[bookmark: _Toc120628047]4.1 Marketing position 
The number of middle-class groups in China is relatively large, but there are relatively few high-income groups. Tesla segmented it according to the income of consumer groups. In the early stage, it produced high-end pure electric coupes to meet the needs of high-income groups and gained brand effect (Dai & Zhang, 2022). The group has aimed at the consumers who own a higher income and advanced experience of driving.  
[bookmark: _Toc120628048]4.2 Underlining its brand mission and value
Tesla has put a high premium on its objective to accelerate the world's transition to sustainable energy. They think the greatest way to respond to climate change is to reduce the fossil fuel consumption and carbon emissions. Through producing the most efficient electric car in the world, they hope to set the pace. Customers will believe they are a part of this fantastic move with Tesla when they are keeping their promises.
[bookmark: _Toc120628049]4.3 Prioritising the customer experience instead of products
In Chinese market, the marketing strategy of Tesla depends on providing the best customer experience. Instead of being introduced by the salesmen, Tesla took a completely different approach and people can order their products online with the provision of equipment and parts clearly. The customers can order and configure their products online, and schedule a pickup time, just like they can order the latest Mac Pro on Apple's website (Shen & Hou, 2021). The shopping process is simple, clear and convenient, which is adored by the young customers. That's why Tesla has the highest customer loyalty of any car brand with an overall satisfaction rate of 90%. 
[bookmark: _Toc120628050]4.4 Keeping the brand real
In the beginning, Elon expressed his opinions on Twitter almost every day, such as business ideas, social hotspots, corporate events, and is even happy to share his own life anecdotes (Zhao et al., 2019). His straightforward personality is indeed quite different from most strict managers, but he has also won the favor of many followers. He dared to speak his mind, unlike other CEOs who used social media just to share rather dull company updates and latest product information. Audiences are tired of well-planned advertisements or template content, and they are interested in more real stories that happen around them. The brand only needs to show their true side, and sincere communication with customers can be exchanged for trust.
[bookmark: _Toc120628051]4.5 Reducing dependence on the traditional paid advertising
In contrast to the conventional sales model, Tesla is more concerned with creating the best possible customer experience, converting clients into brand advocates, and boosting sales through the fervent support of advocates. It goes without saying that Tesla's successful depends on their innovative products. Based on this, they leverage local influence to forge a distinctive brand (Ajitha & Nagra, 2021). They concern the influence of word of mouth on people a lot. The customers trust recommendations from people they know far more than corporate promotion and advertising of brands and products. Word of mouth is one of the most effective marketing methods in society at any given time. Tesla's brand strategy takes advantage of the words of mouth well. People know that Tesla has a solid referral program, further incentivizing customers to share their Tesla-related experiences and experiences with their family and friends.
[bookmark: _Toc120628052]4.6 The features of marketing strategy in China
· Driven by the users
Tesla is the inventor of intelligent vehicles. Tesla has worked hard in automatic driving and OTA software services, despite the fact that the precise application scenarios of intelligent cars are still being filled (Zhao et al., 2017). The car is now seen by the user as a technology product rather than just a straightforward mode of transportation. Its value is increased by Tesla. Users and Tesla now have a more stable and trustworthy relationship with creativity and iterative thinking. 
· Promotion and customer relationship
Tesla is the first manufacturer of new energy vehicles to advocate a direct sales model from the standpoint of distribution networks. Offline construction of its own experience store is combined with online completion of product customisation and pre-order payments (Jiang et al., 2020). Tesla can swiftly close the gap with customers thanks to this direct sales approach, significantly lowering the price of customers when they buy goods and services. In addition, by maintaining constant touch with clients, the business can also obtain fast feedback and consumption information.
[bookmark: _Toc120628053]5.0 Recommendations 
At present, the customers who born after 1980s have been the largest customer groups in the Chinese vehicle market (Ajitha & Nagra, 2021). The consumer psychological needs of this group are to pursue fashion trends and focus on technology. Tesla is in stark contrast to traditional cars as it satisfies young people's sense of curiosity and is suitable for the value orientation of young users. However, due to the current high price of Tesla EVs, this group has insufficient overall spending power.
Considering the market features, Tesla recently adjusted its target customer group to middle-to-high income groups living in relatively developed cities, pursuing fashion and sense of technology, aged between 30 and 40, owning at least one car and preferring SUV models. Focusing on this group of consumers, they can invest more in the online and social media marketing. 
· Celebrity endorse and customer feedbacks
Tesla's initial products were high-end performance sports cars with a strong sense of technology (Liu et al., 2020). In the initial stage of brand establishment, Tesla did not use the traditional large-screen advertisements combined with popular traffic star endorsements. Instead, it released list of first 1000 customers. And now, for the young users, it is necessary to select the KOLs with unique professions and knowledge, which can enhance the credibility of the use experience. 
· To hold the marketing campaigns offline to attract more customers
An interesting story can often create unexpected marketing effects. The marketing team can create hot spots and provide the trial services to the customers with some campaigns offline (Chen et al., 2008). Although the target consumers prefer online shopping, the offline trial services with interest can accelerate their purchase decision making. With the help of new media and Internet platforms, the company can use interesting stories to attract everyone's attention. And the customers can also have the opportunities to drive the car. 
[bookmark: _Toc120628054]Conclusion 
Tesla's marketing plan largely reflects the incorporation of Internet thinking. 
It is clear that Tesla's marketing strategy focuses on its products, distribution, and promotion. The core of their strategies is the ongoing improvement of product strength, customer service and its benefits are radiated via channels and promotions. The excellent high-end product can generate traffic, but it is challenging with the rising competition from the current market. It suggests the brand to adjust its target market and develop positive social media marketing strategies. 
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