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1.1 The 7P Marketing Mix
The marketing strategy of Tesla is well-known for its ‘zero dollars’ (USD0) marketing strategy (Melton, 2018). Instead of spending heavily on advertising and events, the company has made the CEO Elon Musk a continuously popular topic and influential leader with charisma on social media, by word of mouth and reposting or re-twitter on the social media platforms such as Twitter (Leonhardt & David, 2018), a successful social media marketing strategy.

On Twitter, Elon Musk, the CEO of Tesla, successfully attracts over 59 million followers worldwide. Mr Elon personally engages with customers on social media, sharing his vision and mission of Tesla: making the planet more environmental, and making the Tesla cars more and more affordable with increasing revenue and profit. His personal life is also widely exposed and talked about among people, catching the spotlight on social media, being a self-made tech genius, smart and rich, dating celebrities, strong passion to go to Mars and so forth, all of which has made Elon possess special and charming attributes to the public (Jennifer, 2021). Such a strategy has made Elon and the Tesla unity, the personal charismatic quality of Elon is connected with the Tesla products, making the cars possess values beyond the products themselves. Several psychology studies have shown that people are attracted to and addicted to leaders of charisma, such as Steve Jobs, from whom people found loyalty, love, innovation, life mission and other positive attributes (Jennifer, 2021).



[bookmark: _Hlk121944921]Other than Mr Elon Musk’s charming character as a leader of Tesla, the 7P marketing mix strategy can also be applied to analyze the resources that the company invested in marketing:
· Product
Electric vehicles are Tesla’s mainstream success. Tesla also produces energy generation and storage systems, at the same time installing and maintaining such systems and sells solar electricity. The product positioning of Tesla’s cars is portrayed as fast and cool as the sporty cars. The company also manages to supercharge stations for the customers to charge batteries along their trip. In 2020, Tesla produced and delivered approximately half a million vehicles (Tesla Annual Report, 2021).

[image: ]In a summary, vehicles, energy storage, and solar energy systems are the three product categories of Tesla, and the below table outlines the products within each category.

[bookmark: _Hlk121945069]
· Place
[bookmark: _Hlk121945199]Unlike many other vehicle companies, Tesla adopts a direct selling strategy to the customers, rather than a franchise with dealership networks. Tesla directly operates boutique vehicle stores and galleries in over 35 countries globally, all the Tesla stores and galleries are located in the premium location of the cosmopolitan target country. Retail sales, as well as online channels, are both available for customers, meanwhile, after-sales services are also highly visible, attentive and convenient for the customers. (Source:https://www.tesla.com/en_sg/findus/list)
[image: ]


[bookmark: _Hlk121945274]
· Price
As the company adopts a zero marketing spending strategy, this allows the company to invest more in research and development of the vehicles, which gains a competitive advantage over other car brands. The pricing of the Tesla cars is premium pricing however customer is willing to pay for the products as the company invests heavily in producing better quality cars. Moreover, the company adopts a global same pricing strategy for all the places where Tesla locates ( Lambert, 2017). With regard to different product lines products, Tesla has differentiated the pricing among its products, from sports cars’ premium pricing strategy to affordable Tesla cars.

For example, in Tesla vehicle prices of 2021, the price of the Model 3 series can be effective from $41,190 to $58,190. The price of the Model S series can be as high as $131,190.
· Promotion
As mentioned earlier in this essay, Elon Musk, the CEO of Tesla, and his team have achieved zero spending on marketing but remained in the spotlight and topic of the social media platforms, a surprisingly successful digital marketing strategy. Mr Elon’s personal self-made successful story together with the - brand’s long-term vision of creating an environmentally friendly planet has been conveying the best communication with Tesla’s customers and prospects, Musk is a walking marketing and communication ambassador of Tesla (Musk, 2006). The media has commented on Elon Musk as another legend since Steve Jobs. Whenever Tesla announces new launches through Twitter, the CEO Elon Musk will retweet to share with his 59 million followers, an indeed larger group of audience. Statistics also show the brand of Tesla spikes when the name of the CEO’s name spikes on social media platforms.
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· Process
The Process element of Tesla’s marketing mix strategy includes its talent acquisition, research and development of its products, sales and marketing strategy, customer service process and so forth.

Tesla has made groundbreaking achievements in the manufacturing of its vehicles cars. According to Elon Musk, “The competitive strength of Tesla long-term is not going to be the car, it’s going to be the factory.” In 2016 Tesla’s shareholder meeting, Elon mentions his vision of the factories being “use machines to make machines”. Such vision of Elon and Tesla has made the vehicle making a revolution from the traditional car-making process. Tesla’s gigafactories have increased production rates dramatically, and Tesla’s vision of producing 20 million vehicles yearly by 2030 is on its track to the realisation (Tesla, 2020).




· People
People are the core of every good company, Tesla is no exception. Since the foundation of the company, the number of employees working for Tesla has been 70-fold, climbing to over 100,000 as of today by the end of the year 2022. Looking into the future, huge opportunities are ahead as the company’s mission is to produce 20X more cars as they did in the year 2021 (Tesla Impact Report, 2021). Not only the job opportunities that Tesla creates, but the company is also fostering a diverse, equal, and inclusive working environment for all people to have a safe place to work. In addition, Tesla provides excellent training, progression and promotion opportunities for employees to develop their career advancement. Moreover, outstanding benefits and compensation plans are offered to employees across the globe.

[image: ]Statistics have shown a year-on-year increasing trend with regard to the number of job applicants and the top choice for graduate engineering students ( Tesla Impact Report, 2021)
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(Source: Tesla Impact Report 2021, https://www.tesla.com/ns_videos/2021-tesla-impact-report.pdf )

· Physical Evidence

The signature physical evidence of Tesla is the logo of Tesla, which consists of a shape that resembles the letter “T” usually in red, black or white colours. Tesla pursues a high standard of aesthetic design which is reflected in the vehicle series as well as in Tesla galleries.
[image: ][image: ][image: ]












1.2 The Segmentation, Targeting and Positioning of Tesla
Segmentation, targeting and position (STP) is a marketing framework intending to identify certain population groups so as to better meet the consumers' needs and wants. Segmentation element includes age, social status, personality and other personal traits. Targeting and positioning are based on the analysis of segmentation and aim to capture the segmented group of customers. Segmentation usually divides into three types, namely geographic, demographic and consumer behavioural factors.

In terms of Tesla’s products, three main categories are taken into consideration, which are vehicles ( including Model S, Model X, Model 3, Future Consumer and Commercial Evs ), energy storage ( including Powerwall2 and Powerpack 2), and solar energy systems ( including solar panels, inverters, racking, electrical, hardware, monitoring device ).

· Geographic factor: The presence of Tesla mainly is in North America, Europe and Asia regions, covering both urban and rural areas.

· Demographic factor: Four sub-factors are taken into consideration with regard to demographic factors, age, gender, occupation and income levels. Male owners of Tesla products are far more than female customers, aged between 30 to 65 years old (Tesla Impact Report, 2021). Most car buyers have a decent position in the company, being at mid-level managers or executives positions and above, which determines their income level well above the average.

· Consumer behaviour: Tesla’s customers choose the products not only their preference for the quality and design of the cars or other Tesla products but also regard Tesla as a symbol of status, an Elon Musk effect (John Dudovskiy, 2021).


Chapter 2 Shortcomings of Tesla’s Marketing Strategy

2.1 Limitation of Tesla’s Global Presence
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(Source: https://www.tesla.com/findus )

One of its weaknesses of Tesla is its global presence. From Tesla’s find-us map on its website, Tesla is currently available in Asia, North America and Western Europe. Such global presence restriction is restrained mainly by the infrastructure required in different regions and countries for the manufacturers of electric automakers. Moreover, the limited factories have caused the postponement of the delivery of Tesla cars, arousing lots of customer complaints and even worse the sales revenue recession due to the limited transportation capacity (September, Los Angeles Times, 2018 ).




2.2 Negative Impact of Elon’s Action
Another shortcoming of Tesla’s social media marketing strategy lies in allowing Elon’s behaviours exposed to the public too much. While Elon Musk’s personal success story as a businessman attracts millions of followers and the company successfully links Elon and Tesla, the negative side of such a marketing strategy is also devastating. For example, Elon Musk’s acquisition of the Twitter deal has caused a negative impact on the business of Tesla. Across social media, it is portrayed that Musk has laid off over 50% of Twitter’s workforce, Musk has failed to pay Twitter verification fees, and Musk has allowed former president Donald Trump back to the account, all of these have caused several celebrities to deactivate their Twitter accounts. Elton John, Gigi Hadid, and Alex Winter are just a few examples of celebrities who do not agree with Elon’s actions and left the twitter platform (Tomas, 2022).

2.3 The shortcoming of Tesla’s Premium Pricing Strategy
The premium pricing strategy of Tesla hurdles the customer groups, especially young customers such as Generation Z. Young generation are less likely to learn and own a driver’s license, thus low chances to purchase a private car, compared to other generations (Chatterjee,2018). Moreover, competition is fierce in the automotive industry, and competitors such as BYD already offer similar products with better and more affordable pricing strategies.

  Chapter 3 Recommendations

3.1 Proposal of Developing Public Transportation
As mentioned earlier, the premium pricing strategy that Tesla adopts hinders some young customers who do not earn a mid-level manager’s salary and could not afford the car, or some new generation does not want to own a private car. Considering these factors, it is recommended that Tesla invent and produce environmental-friendly transportation such as electric taxis and sharing cars. Such a recommendation, if realised, would boost Tesla users explosively across the globe. Moreover, the achievement in the public transportation sector would bring positive images and a reputation for Tesla in terms of corporate responsibility to society.

3.2 Globe Expansion Effort
Currently, Tesla’s footsteps cover North America, Western Europe and Asia regions. In the future, it is suggested that more emerging economy markets should be targeted for Tesla to reach every corner of the world. Elon Must has emphasized the importance of car factories. For example, Tesla’s Shanghai Gigafactory is now able to assemble 2,000 Model Y cars daily in 2021. Tesla delivered 484,130 vehicles in 2021, around half number of Tesla’s global sales, among which 321,000 vehicles are sold to the Chinese market, and the remaining 163,130 cars were exported to Germany and Japan. Referencing the success of Chinese giga factories, Tesla should invest more in the research and development part, building more factories in emerging countries to achieve Tesla’s global presence and success (Daniel, 2022).


3.3 A Much Safer Marketing Strategy
Elon has become the largest shareholder since 2004, and his personal story and life have become the walking marketing strategy for Tesla, which is good and bad as Tesla’s sales revenue is linked with customers' perception of Elon Musk. The recent Twitter redundancy and Elon’s religion and political preference have negatively impacted the business already. Looking to the future, it is suggested that the company consider the brand image of Tesla being the product-and-corporate vision focused, rather than sharing the private life of Elon Mask. The passing 18 years have made Elon quite a legend and spotlight on the social platform, however, in the long run, maintaining the success and achievement that Tesla has earned, is very challenging as competitors are already able to offer similar products with better prices and a healthy brand image.
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