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1. [bookmark: _Toc106281280]Introduction

1.1. [bookmark: _Toc106281281]Purpose of report

This report outlines the findings presented in the presentation delivered previously and deep dives into the role and activities of the marketing department within Tesla Inc (to be called Tesla throughout the report) and makes recommendations for the future opportunities within the identified challenge of Corporate Social Responsibility and in particular the use of Cobalt within key components within the product range.

1.2. [bookmark: _Toc106281282]Intro to Organisation

Tesla was formed in 2003 by Martin Eberhard and Marc Tarpenning with Eberahrd taking the Chief Operations Officer role and Tarpenning taking the Chief Financial Officer role. They set up the business with the aim of proving that drivers don’t have to compromise with an electric vehicle (Tesla Inc, 2022) and providing an electric vehicle that has much lower emissions in comparison to the traditional combustion engine vehicles (Eberhard & Tarpenning, 2006).  

At the time of writing, Tesla is ranked as the most valuable Automotive company in the world with an annual revenue of $53 Billion in 2021 (Statista, 2022). Employing just over 99,000 employees according to the 2021 US Securities & Exchange Commission (SEC, 2021) recently moving their Headquarters to Austin, Texas, USA alongside 5 manufacturing sites in the USA, one in Germany and one in China (Inside EV's, 2022).

The main offering from Tesla is their range of electric vehicles but they also sell solar power generation equipment and electric storage solutions as strong offerings into the market (GlobalData, 2022).

Outside of the standard in industry, Tesla does not have a Marketing Department as you would find in a conventional automotive manufacturer but disrupts the way marketing is done (Valentin, n.d.)  . They have a Retail Marketing Team that develops content for their showrooms and events. They also have a team that develops events that will gain press interest and therefore publicity. This structure within the company has led to a famous “Zero Dollar” spend on direct marketing and allowed Tesla to have an estimated total marketing budget of approximately $66M compared to Volkswagen’s budget of $6.6B (Evolving Digital, 2022).


1.3. [bookmark: _Toc106281283]Intro to what was explored in Part 1 presentation

During the presentation delivered previously, the group explored the issues faced by Tesla with regards to Corporate Social Responsibility and the specific issue of the use of Cobalt in their key components and how the mining process prevents ethical concerns for working conditions and child labour as well as the reported negative impact on the environment in the mining method.

This report will build on those findings and look in depth at how the marketing department in Tesla deal with that and what they can do to improve the situation in the future.
2. [bookmark: _Toc106281284]Main Findings

2.1. [bookmark: _Toc106281285]Marketing Concept

The Marketing Concept is underpinned by the logic that achieving corporate goals can be done through meeting customer needs (Ferrell, et al., 2021). This will only work if you do this better than your competitor or if not, you will need a differentiator between your product to make your offering stand above that competitor (Elliot, 1990).

For Tesla, they have positioned themselves firmly at the top of the Electric Vehicle market and made their name synonymous with electric cars in general. This move has allowed them to scale the business rapidly year on year and gain the position of the world most valuable automotive company in 2021.

2.2. [bookmark: _Toc106281286][image: Diagram

Description automatically generated]Macro & Micro Environment

Any business in operation will have influences around it with both direct and indirect touch points. This environment is broken down into the Micro and Macro environment.

The Micro environment is the influences that directly affect the business in question through things like performance or even daily activity.
The Micro Environment has 6 main attributes as can be seen here in Figure 1:
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The Macro Environment is the wider influence aspects that cannot be controlled or influenced by the organisation. Similarly, to the Micro Environment, the Macro Environment has 6 main attributes also and can be seen here in Figure 2:








2.2.1. [bookmark: _Toc106281287]Macro Environment

2.2.1.1. PESTLE Analysis

Continuing the dive into Tesla, a detailed PESTLE Analysis was conducted to understand the external business environment as PESTLE is one of the most common aides to evaluate the business situationally (Gupta, 2013) as it allows the user to evaluate the dynamic and competitive business environment and give a well-rounded view of aspects such as customers/competitors, wars or political tension alongside industry common factors or banking changes (Perera, 2017). There are many advantages of using PESTLE such as simplicity, encourages higher level thinking or being able to spot potential new opportunities (Rastogi & Trivedi, 2016) but the model also has limitations such as oversimplification of data, capturing too much data, or the pace of change in the modern world making data out of data quickly (CIPD, 2021)

Here in Figure 3 we see the defined environments that were analysed to gain the broader understanding of the current external factors affecting Tesla in the wider context but for this report, I will focus on the items relating specifically to the challenge highlighted in regards to Corporate Social Responsibility and Cobalt mining:
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In relation to the aspects mentioned in the presentation, the Marketing Department at Tesla can work in the following manner:

Political/Legal – Trade Deals: 
The unresolved situation with BREXIT and the issues that has led to in regard to Trade Deals between the UK and EU as well as new deals being brokered between the UK and USA as an output of BREXIT may leave some uncertainty for Tesla in the out of US markets and how they export their products to the UK. The Marketing Department can act on the present situation and ramp up their marketing within the UK and EU markets to secure orders in those markets ahead of any potential changes. Supply could be changed from other areas outside of UK and EU to shorten the lead times and allow more vehicles to be sold into the market whilst the situation remains as it has been for several years (Gutiérrez Chacón, et al., 2021)

Economic – Global Recession: 
The COVID 19 pandemic has led many countries into a Cost-of-Living crisis or a National Recession (World Bank, 2020). This tightening of purse strings on a governmental and personal level has the potential for many individuals to reduce their spend on luxury items like Electric Vehicles with one cost saving example being on how Electric Vehicles do not require as much maintenance as a traditional combustion engine car (Fayziyev, et al., 2022)

Social/Environmental – Consumer Sustainability Awareness: 
For many businesses in the 21st century, being ahead on Quality, Cost and Delivery is not seen as a high point but rather as the minimum expected standard for consumers (National Research Council, 2020). Consumers are looking to businesses to see how they are going beyond the ability to be a profitable and therefore stable business and how the business impacts outside of itself as an organisation. Corporate Social Responsibility is becoming an ever more popular facet for a consumer and the desire to understand how the organisation impacts the environment, people outside of its employees, or economies. This was the main challenge focussed on in the presentation and in particular the mining of Cobalt for use in the battery systems that power an electric vehicle.

As the presentation mentioned, there have been highly public cases where large organisations such as Tesla have been taken to court for mistreatment and even causing the deaths of individuals, including children in countries such as the Democratic Republic of Congo (DRC). This presents a sizeable concern for Tesla as a company and the Marketing Department. As a company, Tesla have pledged to move to a Cobalt free battery for its standard range vehicles which will lessen the impact on the environment, reduce the amount of mining in conflict countries like DRC and therefore those being exploited and also reduce the cost as Cobalt is an expensive element to purchase (Morris, 2020) For the marketing Department, this pledge presents a huge opportunity to raise awareness of the company’s desire to do more for its Corporate Social Responsibility as well as move away from the norm in electric vehicle manufacturing and create competitor differentiation as a unique selling point.

2.2.1.2. Porters 5 Forces Model of Competitive Advantage

Porters 5 Forces Model of Competitive Advantage is designed to explain how businesses can achieve and advantage against their competitors within their particular business sector (Goyal, 2022). This model is equally valuable to businesses selling a product as well as those providing a service.

Below in Figure 4 we see the information collated on Porters 5 Forces of Competitive Advantage for Tesla.
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Here we see that the Threat of New Entrants is High due to new start-up brands such as Rivian who were heavily backed by Ford (Speakman, 2021) or Chinese newcomers, Nio.

The threat of substitution is also High as conventional car manufacturers are confidently dipping their toes in the Electric Vehicle market and have years of manufacturing experience behind them.

The bargaining power of Buyers is Low as Tesla offers a fairly unique product in the high-end, luxury Electric Vehicles they produce.

The bargaining power of Suppliers is High due to a limited supply chain network as the whole Electric Vehicle market is relatively new and establishing itself.

Rivalry between existing competitors is Very High as all Electric Vehicle brands are fighting to establish themselves in this new market.

2.2.2. [bookmark: _Toc106281288]Micro Environment

2.2.2.1. Competitor Analysis 

For the Competitor Analysis a comparison was done between Tesla and other Manufactures based on New Vehicle Registration.

This found that the main competitors were Nissan, Volkswagen, Renault and Hyundai but all were markedly behind the sales volume that Tesla holds in the market. Equally, those competitors are essentially filling a different market sector with their electric vehicles as Tesla is high-end, luxury electric vehicles and the other brands are more functional “family” type vehicles with a lower price point.

Sales by Quarter for 2021 and 2020 as well as overall sales from 2014 to 2019 can be seen below in Figure 5:
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The data seen here clearly shows Tesla’s lead in the Electric Vehicle market and gives some indication as to why Tesla have adopted the marketing strategy of Zero spend.

2.2.2.2. SWOT Analysis

A thorough SWOT analysis was undertaken looking into the Strengths, Weaknesses, Opportunities and Threats for Tesla in its current form and can be seen below in Figure 6:
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The key take always from this analysis were as follows:
Strength – Most valuable car manufacturer (Statista, 2022) and First manufacturer of a fully electric car in 2008 (Tesla Inc, 2022)
Weakness – Supply Chain issues that could impact the business heavily (BBC, 2022)
Opportunity – Develop and manufacture their own battery in-house (Smith, 2021)
Threat – Traditional car manufacturers moving into the Electric Vehicle market, and supply/demand for Cobalt (Emir, 2022).

2.3. [bookmark: _Toc106281289]Target Market

A targeted approach to marketing allows a business to divide the market into segments and target each segment by appropriately positioning the product/service in the best manner (Camilleri, 2018). The Segmentation, Targeting and Positioning (STP)  method will mean the business can satisfy a range of customers wants and needs effectively through directly addressing them in an appropriate manner. 




A STP table was drawn up for Tesla as can be seen below in Figure 7:
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2.3.1. [bookmark: _Toc106281290]Segmentation

Dividing the whole marketplace down into smaller groups based on characteristics is the first step of the STP process. These small groups will allow Tesla to delve into the characteristics that their buyers have and allow them to target their wants and needs better.

For Tesla, the table explored segments such as Benefits Sought, Purchase Occasion, Lifestyle and Demographic amongst others.

2.3.2. [bookmark: _Toc106281291]Targeting

Once the marketplace has been broken down into manageable groups through Segmentation, the marketeer can decide which segments are worth targeting. This can be done using tools that have been mentioned earlier in this report such as PESTLE Analysis or Porters 5 Forces.

To home in on the appropriate targets for Tesla, the segments worth targeting were defined as:
Demographic,
Geographic, and 
Benefits Sought.

2.3.3. [bookmark: _Toc106281292]Positioning

Finally, Positioning allows the marketeer to best place the product in front of the consumer defined in the segmentation and targeting done above.

To concentrate the effort on a defined target consumer, Tesla could position their product in the Benefits Sought segment through solving the customers need to have a low emission vehicle to reduce the environmental impact through the value proposition of a zero emission vehicle with one of the highest ranges between charges of any electric vehicle.

2.4. [bookmark: _Toc106281293]Marketing Mix

2.4.1. [bookmark: _Toc106281294]7P’s

The Extended Marketing Mix consists of 7P’s and can be seen here in Figure 8:
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For Tesla the Marketing Mix has been established as follows in Figure 9:
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2.5. [bookmark: _Toc106281295]Marketing Media

Tesla relies on media coverage and word of mouth as its main form of marketing (Tesla Inc., 2019). The company also has a heavy helping hand from CEO, Elon Musk via his personal social media accounts that has the ability to reach millions per month for free.
These main methods have led to Tesla not spending on traditional marketing such as TV/Radio or printed press advertisements. 

To date, Tesla has pulled off some spectacular stunts that have gathered extremely large amounts of media coverage such as strapping a Tesla Roadster to a SpaceX rocket and sending it to space. This method of garnering at

2.6. [bookmark: _Toc106281296]Measuring Success

Tesla measures success in various methods but holds Customer Satisfaction as the highest priority (Bredenfeld, et al., 2020) and because of this one of the key measures of success is Customer Satisfaction.

In a study recently undertaken (Liang, 2022), Customer Satisfaction was performing very well as can be seen in Figure 10 below:
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It is also widely reported that Tesla are leading the way in how they market the business especially as it is in such a disruptive manner (Data & Marketing Association, 2018) (Marketing Strategy, 2019) (Sharma, 2016) and this can be taken as a success in its own right, too.




3. [bookmark: _Toc106281297]Conclusion

With a Marketing style all of their own, Tesla have managed to position themselves ahead of other vehicle manufacturers in a relatively short timeframe and for a fraction of the cost that other car brands spend.

Tesla have become the most valuable car brand in the market. Their high end, luxury vehicles have become synonymous with Electric Vehicles in the same way that Bic is synonymous with the humble biro or Hoover with the vacuum cleaner. With this in mind, it can be said that their marketing strategy has been very successful and as such, they should continue with this marketing method and incorporate the recommendations into their current marketing schedule.

This unique marketing style has limited the options for recommendations that would have been available in a business with a conventional marketing style, but these recommendations will likely pay bigger dividends for Tesla in comparison to a conventional marketing style undertaking them. The recommendations have been made using PR Smith’s SOSTAC model (Smith, et al., 1999) which is essentially an extension of a SWOT analysis that allows the user to make a systematic approach to a marketing plan (Cowley-Cunningham, 2016).
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4. [bookmark: _Toc106281298]Recommendations

	
	Ramp up campaigns in UK ahead of changes from BREXIT completion
	Develop Cobalt free battery as part of doing more within CSR

	Situation
	Potential changes in trade deal legislation within the EU and UK could cause higher cost implications for imports in Europe.
	Negative press associated with the mining of Cobalt in third world countries such as Democratic Republic of Congo has potential to detract customers from the environmental benefits of Electric Vehicles.

	Objectives
	Increase sales for all car models in UK and EU by  a combined total of 15% by Dec 31st 2023 ahead of any potential cost increase.
	Move to a Cobalt free battery design on all Electric vehicle models by December 31st 2027.

	Strategy
	Create UK and EU specific campaigns to gain press within the two defined regions (EU campaign can be utilised through all EU countries).
	Increase public awareness of new cobalt. Free battery design and highlight the reason being the negative impact of Cobalt mining taint the other car manufacturers that will still use Cobalt and make customer perception of Tesla to be the most environmentally caring.

	Tactics
	UK or EU flag branded cars to be utilised in stunts in specific countries with press notification to gain coverage. Teemed with specific offerings as approved by Sales Department to offer an incentive (free charging for 3 years was previously offered).
	Engage press through a series of high-profile Tesla staff visits and interviews in locations for Cobalt mining and with those who have been impacted by the process. Develop a factual video series aimed at social media release that documents the Cobalt free battery design whilst highlighting the environmental benefits of doing so at all times and noting the intention to make the technology open source.

	Action
	Fleet of flag branded cars to be driven by celebrities through Capital cities to a static outdoor event venue with a party attended by major influencers in the country.
	Send Elon Musk to DRC to visit a Cobalt Mining operation to highlight to negativity of the mining process environmentally and ethically (through poor human right activities). Publicise the development of a Cobalt free battery. Make technology open source and patent free to allow other manufacturers the ability to move to Cobalt free also. Launch first Cobalt free model in DRC. Engage press throughout all activities through interviews with Elon Musk as well as subject matter experts and former Cobalt miners.

	Control
	Vehicle orders from online and showrooms data for previous 3 years to be averaged and used as baseline for performance monitoring going forward on a month-by-month basis.
	Design process key milestones being achieve on time and within budget. Social media reach and engagement for video series to be tracked month by month once released.
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7.1. [bookmark: _Toc106281301]Figure 1 - Micro Environment
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7.2. [bookmark: _Toc106281302]Figure 2 - Macro Environment
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7.3. [bookmark: _Toc106281303]Figure 3 - PESTLE Analysis
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7.4. [bookmark: _Toc106281304]Figure 4 - Porters 5 Forces Model of Competitive Advantage


[image: Text

Description automatically generated]




7.5. [bookmark: _Toc106281305]Figure 5 – New Vehicle Registration Data 2014 – 2021
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7.6. [bookmark: _Toc106281306]Figure 6 – SWOT Analysis
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7.7. [bookmark: _Toc106281307]Figure 7 – Segmentation, Targeting, Positioning Table
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7.8. [bookmark: _Toc106281308]Figure 8 – Extended Marketing Mix
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7.9. [bookmark: _Toc106281309]Figure 9 – Tesla Marketing Mix
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7.10. Figure 10 – Customer Satisfaction results
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Political/Legal

Political stability - Election of a new US President — President Biden could reduce import tax costs and alter
the protectionist approach applied by President Trump. Effectively levelling the field for foreign
manufacturers (BBC, 2019).

Political tension - The US and Russia have introduced sanctions against each-other. This will impact the ability
of Tesla to enter the Russian market (Borger, 2022).

Trade deals - The impact of BREXIT and unresolved trade deals between the US, EU and UK could impact
Tesla. EU and UK governments could apply import taxes, tariffs and quotas on goods (Radcliffe, 2022).

Employment law — Global governments could raise the national minimum wage. This would impact Tesla.
Workers in the US would require higher pay rates, and foreign minimum wage increases would likely result in
price rises for goods/materials.

Economic

Wars — The war between Russia and Ukraine has impacted the price of oil, gas, other
consumables and stock prices globally. This will impact Tesla’s supply chain and likely result
in increased costs of goods, materials and logistics (Sillars, 2022).

Global recession — Economies are currently recovering from the impact of a global
pandemic. Increased costs of living, will affect the amount of disposable income available
to consumers (Chu, 2018).

Banking collapse - A repeat of the 2008 banking crisis, could be catastrophic to global
businesses. Even with their enormous wealth, Tesla would not be immune (Economist,
2013).

Gross Domestic Product (GDP) fluctuations — Changes to a countries GDP could influence
Tesla’s decision to invest or further invest capital (Kramer, 2022).

Social/Environmental

Pandemics — Contagious widespread global pandemics can have a disastrous consequence for businesses.
They impact supply-chains, manufacturing capabilities and ultimately the firm’s bottom line (World Bank,
2021).

Consumer sustainability awareness — Customers are increasingly aware of organisational sustainability.
Corporate Social Responsibility (CSR) is a crucial factor for customers, before making a purchasing decision
(Oberseder et al, 2013).

Customer buying habits — These changes can be both positive and negative for Tesla. Example: Preferences
for homegrown/homemade products, over foreign goods could develop (Bruning, 1997).

Developing trends — Trends can be impactful on businesses. Some products/services can be short-term
fads/crazes, whilst others are long-term transitions. Such as the eco-friendly revolution we are currently
experiencing (Alsop, 2020).

Work and lifestyle choices — These choices can leave an impression on organisations. Tesla could be affected,
should a large portion of the customer base decide to cycle to work (Obordo, 2017).

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).

Cyber-attacks — Organisations with large amounts of customer data are prize targets for
hackers. Should Tesla suffer a data-breach, customer confidence would be affected and the
firm would also be subject to legal consequences (Smith, 2021).

Infrastructure degradation — Firm’s with large-scale manufacturing, are susceptible to
grander scale breakages. These degraded tools and machinery must be replaced, to remain
competitive.
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to be used by rivals such as VW by 20 customers’ hands within the EV market (Jin, 2022).
« The downside to LFP batteries is cnncemed about driving ranges. Although Tesla

has also pledged to move away from cobalt-based batteries, they have not yet
released a time frame in which they believe this could be executed (Perkins, 2021).

Bargaining Power of Buyers
The Bargaining power of suppliers s low. Tesla markets its products n the high-end market,
with other luxury brands

aspect of their sustail within the luxury.
industrylsthetthey are currentlyoffring « pwdm ‘and service that no one else can (mul,

-T=I: is currently leading regarding safety and battery life.

oRivian has produced a 7-seater SUV, fillng a large market demand gap within the US auto
industry (Perkins, 2021).
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New Vehicle registration data
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Strengths

Most valuable car manufacturer (Statista, 2021).
First manufacturer of a fully electric car (2008) (Tesla, 2022).

Best in-class manufacturer for electric cars (Tesla vehicles have the greatest milage range) (EDF
energy, 2020).

Innovative firm (Gibson, 2021).
Strong industry positioning compared with competitors (Less reliance on fuel/oil) (Carlier, 2022).

Significantly increased production. Doubling vehicles delivered in 2021 vs 2020 (936,172 more)
(BBC, 2022).

Weaknesses

High demand for products, with limited production capabilities (Could affect brand value long-term)
(BBC, 2022).

Supply chain issues that affect manufacturing (Chips and other components) (BBC, 2022).
Elon Musk is the firm’s sole representative (Ferris, 2016).
Leadership conflict at executive and board level (Matousek, 2019).

Linked to child-labour exploitation (Posner, 2020).

Opportunities

Continued growth as the leader in the electric car market (Thomas, 2021).

Develop and manufacture their own batteries (in-house), without the reliance on Panasonic (cut out
the middle man) (Smith, 2021).

Release a broader range of vehicles;
+Small vehicles - City friendly
+Pickup trucks - US market
sLorries/trucks - Haulage
*Buses/Trams — Public Transport
*Aircraft — Long/Short-haul

Space X program (SpaceX, 2022).

Threats

Competition within the electric car market is increasing (Big established car manufacturers with
extensive production capabilities are entering) (Porter, 1979).

Product safety (Lithium-ion batteries are extremely combustible) (Kleinman, 2016).
Public safety concerns regarding self-driving cars (BBC, 2021).
Elon Musk is known for his exuberance and sometimes flippant behaviour (Collins, 2018).

Supply and demand of cobalt (Emir, 2022).
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Product Electric Vehicles (satisfying consumers need for an cco-friendly
vehicle by not consuming fossil fuels in the running of the vehicle)

Price Premium pricing strategy

Place Company owned showrooms, online purchase,

Promotion Viral marketing, personal selling, sales promotions, dircct marketing,
referrals

People Highly visible CEO, renowned subject matter experts,

Process Bought companics that complement the technology/components

required in a Tesla vehicle

Physical Evidence

High tech look "Gigafactories", Luxury showrooms,
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Satisfied 09 34.6%
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Thread of new entrants

o The threat of new entrants is high, as
the barrier of entry is low.

* EV startups such as Rivian and Nio

« Fossil fuel-powered vehicles

« Traditional companies switching to

electric
Bargaining Power of Buyers

Rivalry Among Existing Competitors

eRivalry within the wider automotive industry is very high, from price bracket
differences to market strategies.

«Chip shortages, Oil price volatilty, battery life issues and concerns around
reliability.

«Geopolitical and law changes in certain countries are driving the overall
attractiveness of Electric vehicles down in comparison to traditional fossil-fueled
cars.

The Concerns around CSR and cobalt mining, although througha 3 party company
are becoming problematic.

« An alternative lithium iron phosphate (LFP) s already being produced and pledged
to be used by rivals such as VW by 2023.

« The downside to LFP batteries is concerned about driving ranges. Although Tesla
has also pledged to move away from cobalt-based batteries, they have not yet
released a time frame in which they believe this could be executed (Perkins, 2021).

«The Bargaining power of suppliers is low. Tesla markets its products in the high-end market,

competing with other luxury brands

#The main aspect of their sustainable competitive advantage within the luxury automotive
industry is that they are currently offering a product and service that no one else can (Hadi,

2022).

oTesla is currently leading regarding safety and battery life.
#Rivian has produced a 7-seater SUV, filling a large market demand gap within the US auto

industry (Perkins, 2021).

Bargaining power of suppliers

The bargaining power of suppliers is currently high due toa

ited supply chain network

oThe electric vehicle industry is still considered new and stil
finds itself in development.

Most Tesla vehicle parts are sourced from German suppliers,
therefore any disruption in their economy, such as COVID-19
related restrictions and lockdowns as well as fuel shortages
due to being heavily reliant on gas from Russia, will
undoubtedly have a negative impact on Tesla’s production
(Hadi, 2022).

«To mitigate some of these challenges, Tesla is constructing
Giga factories across America, Europe, and Asia to lower the
bargaining power currently held by suppliers, this should
positively impact their supply chain by avoiding disruptions
caused by political conflict and any future
epidemics/pandemics.

eRegarding CSR and the use and mining of cobalt in the Congo,
yet there is ittle competition and alternative, whi
customers’ hands within the EV market (lin, 2022).
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