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With the interaction between the automobile industry and the intelligent network, we focus on the development of electric vehicles. In 1873, the first electric four-wheel vehicle appeared in human history, but at this time, people have not found the broad business opportunities of electric vehicles. Until the next 100 years, consumers gradually realized the important development process of electric vehicles (Laurence, 2022), Such recognition has also injected new vitality into Tesla's development. With the development of electric vehicles, Tesla will gradually move towards an international vision. In 2020, Tesla will be far ahead in the global sales list of new energy vehicles, more than double the sales of the second place, which means that Tesla has considerable influence in its market. Such market advantages are also closely related to Tesla's marketing behavior. This study selects Tesla as the research object to determine whether the marketing activities in the selected case study organization are effective and provide reasonable reasons for our decision.
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1. [bookmark: _Toc26180]Critical assessment
On November 8, 2022, Tesla lowered the price again. However, this time it is a disguised price reduction. Tesla's official microblog shows that consumers need to "purchase the car insurance portfolio of existing cars and cooperative insurance institutions and complete the collection on schedule" to enjoy the benefits. The activity time is also limited: from November 8 (inclusive) to November 30 (inclusive), the consumer's balance payment can be reduced by 8000 yuan; From December 1 (inclusive) to December 31 (inclusive), the final payment of consumers can be reduced by 4000 yuan (Anonymous, 2022). The loosening of Tesla's policy immediately stirred waves in the marketing market. According to the staff of Tesla Direct Store, "In the morning, after receiving the subsidy notice, the store began to have orders. Due to the small stock of existing cars, many consumers directly placed orders before arriving at the store. More than 10 Model 3 existing cars have been ordered in the morning, and there are still about 20 Model Y existing cars, but there is not much choice of configuration and color." We take this price reduction marketing activity as a case to analyze its marketing phenomenon and final results (Tesla, 2022).
· [bookmark: _Toc26387]Marketing concept and importance
In this marketing activity (also known as the representative activity of Tesla's marketing concept), the strategy implemented by Tesla's products is generally from high-end to user-friendly. The Roadster, which was first developed and launched by Tesla, is widely favored as a representative of high-end models, but later Tesla also targeted people with low income and began to reduce their marketing costs. Tesla implemented the product marketing strategy in this "price war" and adopted a series of specific marketing strategies related to the product itself (Laurence, 2021). It mainly includes the following contents: In terms of trademark, "Tesla" is to commemorate Nicola Tesla, a physicist who has made many revolutionary inventions in the field of electromagnetic field, and the logo design of the logo is derived from the deformation of Tesla's initial letter "T". In terms of products, Tesla specializes in producing pure electric vehicles, including Tesla Roadster, Tesla Model S and Tesla ModelX. In terms of brand and vision, Tesla has determined the concept of "zero compromise, zero emissions" since its inception.
For Tesla, its marketing model is completely subverted. On the one hand, Tesla's marketing channels are not limited to 4S stores and dealers; on the other hand, it has added online direct sales, that is, it is very convenient for consumers to purchase cars online, and they can obtain all kinds of information they want through online selection. On the other hand, there is an experience store. Tesla focuses on providing consumers with a sense of experience. This sense of experience is a humanistic concern in the marketing process: giving you intimate gifts, offering water cups, transparent car purchase discounts, etc., which lays the foundation for Tesla's successful marketing. They can place an order on the network after experiencing, pass the order after placing, and then mail it directly from the manufacturer. At the beginning, Tesla positioned itself as a high-end price group, which was relatively expensive. However, recently, due to its quality problems and the progress of domestic vehicles, the competition has led to its price decline. Now, the localization of Tesla has become a new force, which has directly exceeded 300000 in terms of price, and the starting price of terminal models has been less than 250000. In addition, at the beginning of 2021, the price of Tesla MODEL Y has also been directly lowered by as much as 160000, directly lowering the price of medium and large SUV new energy vehicles to 350000. Such price is even cheaper than domestic new energy vehicles (Tesla, 2022).

· [bookmark: _Toc26510]Macro and micro marketing environment of the organization
On the one hand, there are macro factors. With the theme of "low price" and "green", this marketing campaign, under the influence of COVID-19, meets the expectations of most people for low price and the pursuit of green fuel saving. Under the influence of COVID-19, the strategic release and government support of government departments also play an important role in promoting Tesla's development and growth. For example, in terms of taxation in various countries, certain macro-control measures are used to reduce Tesla's production costs and consumer purchase costs to promote the development of new energy vehicles (Tesla, 2022). The state improves its own policy defects on the basis of changing social forms, which is conducive to promoting the development of the entire new energy industry. Consumer groups in different times and people of different ages will have different consumption purposes. The current situation of the generation in the 1990s is that they are basically married, and some of them may still go to school after 1995 but will soon enter the society (Laurence, 2021). The concept of this new generation of consumer groups is deeply influenced by the concept of sustainable social development in the new era, and they pursue green, ecological and environmental protection (Liang, 2022). In addition, this generation of young people is still a generation that has grown up under the promotion of intelligent industries such as Internet technology. They will pay great attention to the sense of product technology and fresh experience. From this point of view, Tesla and other new energy vehicles are striving to uphold the concept of energy conservation and environmental protection and constantly improve the user experience. At present, all countries are developing their own advantageous energy-saving enterprises and tapping their potential. 2022 has been a relatively normal year for returning to work and production after the epidemic. Consumers are gradually returning to the market, and the market demand is also increasing. The new energy automobile industry has become a key industry with bright prospects.
On the other hand, it is a micro factor. Tesla has two core technologies, one is a powerful battery management system, and the other is a vision based low-cost auto drive system. These two technologies are the prerequisites for me to talk about the micro factors of its brand marketing today. For science and technology companies, it is not scientific to talk only about brand without product power/technology(Ben, 2022). The product is the cause and the brand is the result, but at the same time, the brand is also driving the product development and iteration, which is a healthy model. Under these two technologies, Tesla has given its own unique brand positioning: cool and high-end luxury electric vehicles. Compared with its direct competitors, such as Ford and General Motors, which are 100 year old brands, Tesla is extremely young. It was founded in 2003 and is now in its teens. Since its inception, Tesla has blazed a new trail. Instead of cultivating the mass electric vehicle market like other traditional car brands, it has directly rushed to the top of the market - entering the electric vehicle market with the ultra luxury roadster. At the same time, Tesla is also the only brand that only makes electric vehicles. This marketing activity also takes the star products in the electric vehicle market as the starting point, which reflects Tesla's internal strength (Liang, 2022).
· [bookmark: _Toc6679]Target market
From the perspective of target market, Tesla has always been targeting high-end people, targeting the target market at the group with higher income and selling passenger cars. This marketing activity focusing on price reduction is a strong proof of expanding the market. In other words, Tesla enters the market in the form of a high-end brand. After stable development, it will gradually expand to the low-end and even low-end markets by introducing new products or services. The good response of this marketing campaign provides a strong guarantee for Tesla to expand the market (Tesla, 2022).
For a long time, before Tesla built a factory in China to produce new energy vehicles, it has been exporting products to China, mainly including Model-S and Model-X series, both of which are priced at more than 800000 yuan. The sales prices of the domestic Model-3 and the domestic Model-Y series cars launched in 2019 and 2021 are both controlled at about 300000 yuan. In this marketing campaign, Tesla can also get a discount of 80% to 90% for these two models, with free accessories. Tesla's adjustment of brand positioning is fully reflected in the change of product prices.
· [bookmark: _Toc28798]Media selection
Tesla's marketing method focuses on user experience and service, which is Tesla's characteristic service. Tesla has hundreds of experience stores and service centers around the world, providing customers with convenient offline understanding channels. Such channels take "personalization and customization" as the service point, and so far promote Tesla and CEO Musk to have a unique reputation in the world market, It also carried out full brand publicity. Take China's short video platform Tiktok as an example. Tesla is very popular on it, and Musk, like Tesla's "mascot", also brings new Tesla memory points, such as technology, fashion and fashion (Ben, 2022).
But at the same time, such marketing means are not powerful enough compared with the negative news in the media. Word of mouth marketing may make more potential consumers interested in Tesla to purchase cars. However, once Tesla has related negative news, it is likely to lead to three people becoming tigers (Tesla, 2022). The negative information is infinitely exaggerated, thus affecting Tesla's brand image. For example, in March 2018, in California, USA, a Model-X crashed into the concrete separation belt of the expressway under automatic driving, causing the driver's death. This event was widely publicized after media reports. Tesla's automatic driving safety was pushed to the forefront of the storm, causing Tesla's stock price to plummet and the company's image to be damaged. After investigation, the fact is that, The auto drive system of Model-X has twice prompted the driver that manual driving is needed in front of him, but the driver did not take any action. Until the isolation belt was boxed, the driver still had 5-10 seconds to drive manually to avoid an accident after seeing the isolation belt in front, but the driving log showed that the driver did not take any action. The first reason why this incident has such a great impact on Tesla is that the media intentionally publicized it to attract eyeballs, but the most important thing is that Tesla did not have mainstream publicity to inform the public of the safety and reliability of its automatic driving, which caused the intentional publicity of the media that the public almost believed, which had a negative impact on the brand image and even weakened the brand.
· [bookmark: _Toc17776]Measuring Success
Based on the above analysis, we can find that there are two main indicators to judge whether the marketing activities are effective: the first is customer stickiness, that is, how many potential customers have been obtained through such marketing activities, and whether they can support Tesla's brand for a long time. The other is sales volume. Taking Tesla's price reduction marketing activity in November as an example, Tesla has offered 10 billion subsidies to North American users through this activity in the mode of exchanging low prices for traffic, and has also launched various preferential activities such as full discount and package mail. According to the data on November 8 of the Passenger Transport Federation, Tesla delivered 71704 vehicles in October, a year-on-year increase of 32%, and its sales volume has exceeded 70000 for three consecutive months, It can be seen that this marketing campaign has good marketing achievements (Feng, 2022).
2. [bookmark: _Toc6036]Deficiencies
First, the lack of Tesla's marketing links, especially the single marketing channel and the weak promotion means (such as always using price reduction means), may lead to the weak market effect of Tesla's marketing when the competition is fierce, thus affecting the continuous growth of the company's product sales and market share, and even negatively affecting the brand image and brand strength. Unlike other mainstream car companies, Tesla's marketing advertising investment is relatively low, and it mainly relies on Musk's personal charm and reputation to market and sell vehicles. Although this can save advertising costs, and there are no obvious problems at present, there are potential risks in the long run. First of all, at present, mainstream car enterprises such as General Motors, Toyota, Daimler, etc. have not yet made full efforts in the field of new energy vehicles, and fuel vehicles still occupy a high share of car sales. It is expected that from 2020 to 2025, major engine manufacturers will compete for the market share of new energy vehicles one after another. Brands such as Mercedes Benz, BMW, Audi, Porsche, etc. will put a lot of advertising to attract consumers' attention, How to keep consumers' attention to Tesla during this period? Proper advertising rather than relying solely on word-of-mouth marketing will achieve better results (Tesla, 2022).
Second, marketing should give consideration to product quality. Tesla has a fatal serious disadvantage, which is that the quality problems occur frequently, the safety is poor, and the safety accidents related to Tesla cars occur repeatedly. There are some traffic accidents caused by brake failure. Others report that they obviously feel that the battery's endurance and service life are shortened in winter, which is not as good as those in other seasons. In addition, the safety of the automatic driving function that Tesla is proud of cannot be guaranteed, causing frequent traffic accidents. Others reported that the hidden door was frozen and could not be opened. This series of problems have caused serious troubles to Tesla Motors. In 2020, according to the ranking of Consumer Reports in the United States, Tesla's reliability ranked last. Consumers have questioned Tesla's product quality, which undoubtedly damages the brand image (Anonymous, 2022).

3. [bookmark: _Toc25069]Improvement strategies and suggestions
First, marketing resource allocation. Tesla's marketing resource allocation should be the allocation scale of international organizations. On the one hand, Tesla has spread its industrial chain all over the world and established good cooperation relations with many countries. The upstream and downstream allocation of the industrial chain has brought Tesla rich resource attributes. Next, Tesla can gradually reduce the investment scale of the industrial chain and expand the proportion of marketing investment, Provide support for Tesla to create a more well-known brand (Anonymous, 2022). On the other hand, Tesla needs to evaluate the resource allocation of its own brand, confirm the input and output of marketing resources, and increase brand recognition (Tesla, 2022).
Second, from the product perspective, Tesla can enrich the entire Tesla product system and form the combination effect of Tesla products by continuously introducing new products that meet the domestic and even global market needs, and continuously improving experience store services and after-sales services according to consumer needs. In addition, Tesla should also strengthen the control of product quality, strengthen the R&D and innovation of automotive products, and form a unique product system to win a place in the global market through brand effect.
Third, from the price perspective, the price system of Tesla new energy vehicles is inflexible and cannot meet the price demand of consumers with different budgets. Therefore, Tesla new energy vehicle enterprises should also consider product positioning and price setting while upgrading their products to provide products and services that truly meet consumers' expectations.
Fourthly, from the perspective of brand, Tesla should form a publicity trend of "online celebrity" system. In other words, Tesla has not become a fashion item pursued by young people and trendsetters, which affects Tesla's competitiveness among young consumers. Therefore, Tesla should also make more use of the Internet for brand marketing on the basis of product innovation, rather than just reducing prices, to form a unique brand effect and win more consumers' love.
4. [bookmark: _Toc25990]Conclusion
As we all know, Tesla often takes price reduction as its main means of marketing, so there are certain objective limitations. For Tesla, how to use a variety of marketing methods to make Tesla more popular has become an increasingly important topic. This research takes Tesla's main marketing cases in 20192020 as the starting point, analyzes the limitations of its marketing activities and the updating measures that can be taken, including marketing resource allocation, product technology and capacity innovation, more superior price and brand power, etc., to provide full reference for Tesla's marketing activities.
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