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The objective of this assignment is to conduct a thorough evaluation of Tesla, Inc.'s marketing strategy with a focus on enhancing brand recognition and effectively overseeing the customer journey across several communication channels. The aim of this study is to evaluate the present position of the firm within a fiercely competitive and quickly changing business environment and provide practical suggestions for attaining long-term and stable development. The present paper will begin by examining the historical context of Tesla, afterwards doing a comprehensive assessment of relevant scholarly literature to get insights into fundamental theoretical frameworks. Following this, the subsequent discourse will delve into pioneering marketing tactics, the effective management of client journeys, and the obstacles presented by the contemporary corporate landscape.

Tesla, Inc., established in 2003 by Elon Musk and a group of co-founders, brought about a significant transformation in the automotive sector with its emphasis on electric cars (EVs) and sustainable energy alternatives. According to Tesla, Inc. (2021), the primary objective of the corporation is to expedite the global shift towards sustainable energy. Tesla is a multifaceted organisation that encompasses not just automotive manufacturing, but also technological advancements and design expertise, all centring on the pursuit of energy innovation. The company has established itself as a frontrunner in the electric vehicle industry and has successfully expanded its presence in the realm of sustainable energy offerings, such as solar roofing and energy storage systems.

According to Schultz, Tannenbaum, and Lauterborn (1993), communication may be described as the process through which information, thoughts, or ideas are exchanged between a sender and a receiver with the aim of establishing a mutual understanding. Within the realm of business, particularly in the field of marketing, communication assumes a diverse range of functions, including activities such as branding, client interaction, and public relations, among several others. In the contemporary digital era, the management of the intricate customer journey, spanning from initial awareness to subsequent post-purchase behaviour, heavily relies on the fundamental aspect of effective communication.

[bookmark: _Toc144222969]Background of Tesla, Inc.
Tesla, Inc., an electric vehicle and clean energy company, was established in the year 2003 by a group of individuals including Elon Musk, JB Straubel, Ian Wright, Marc Tarpenning, and Martin Eberhard. In its inception, the firm endeavoured to establish the superiority of electric vehicles (EVs) over their gasoline-powered counterparts. Tesla has expanded its scope beyond being only an automobile corporation and has evolved into a technological and energy innovation enterprise that is revolutionising the worldwide arena for sustainable energy solutions (Stringham, Miller, & Clark, 2015).

Tesla first garnered attention with the introduction of its high-performance Roadster in 2008. The Roadster effectively challenged existing perceptions of electric cars by showcasing its capability to achieve high speeds, cover great distances, and possess an appealing allure. Subsequent to the introduction of the Roadster, Tesla proceeded to unveil a series of electric vehicles, including the Model S sedan, Model X SUV, Model 3 sedan, and most recently, the Model Y small SUV. Every individual product is designed with the intention of targeting specific market niches, while also embodying Tesla's overall emphasis on sustainability and exceptional performance.

In addition to its automotive ventures, Tesla's business strategy encompasses a range of sustainable energy offerings, such as the Solar Roof, solar panels, and energy storage options including the Powerwall, Powerpack, and Megapack. The energy solutions used by Tesla not only set it apart from other manufacturers but also match the company with the broader global need to shift towards renewable energy sources (Trivedi, 2016).

The goal statement of Tesla, Inc. is focused on expediting the global shift towards sustainable energy sources (Tesla, Inc., 2021). This mission statement reflects the company's objective to expand its scope outside the automotive industry and establish itself as a supplier of diverse sustainable energy solutions. The purpose has considerable importance as it offers guidance for Tesla's diverse activities, distinguishing the company from a saturated and fiercely competitive automotive and energy industry. The mission statement has emerged as the guiding principle for Tesla's advancements in the fields of electric automobiles, autonomous driving technologies, and renewable energy goods. The mission statement is well-aligned with the growing consumer interest in environmental sustainability (Hartman & Werhane, 2013).
In essence, Tesla serves as more than just a manufacturer of automobiles, but rather as a driving force for transformative advancements across both the automotive and energy sectors. The unique nature of its multifaceted approach enables it to effectively challenge long-standing conventions and institutions that have persisted for many decades.
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Explanation
The diagram above depicts the basic Shannon-Weaver Communication Model, adapted for marketing communications. This model is particularly relevant because it illustrates how messages are sent from a brand (Sender) to consumers (Receivers) through various channels (Kotler & Armstrong, 2010).

Sender(Brand): Initiates the communication. In a marketing context, this is often the company or brand sending out promotional messages.

Encoding: The process of translating the idea into a message that can be communicated. This includes language, visuals, and other elements that form the advertising message.

Channel: This is the medium used to send the message. It could be a TV commercial, a social media post, or an email newsletter.

Decoding: The receiver interprets the message. Successful decoding is contingent on how well the message has been encoded initially.

Receiver (Consumer): The target of the communication, who decodes the message to understand its meaning.

Noise Factors: These are external factors that can distort or interrupt the message, such as cultural differences, distractions, or even poor internet connectivity.

Understanding this model is crucial for marketers as it helps to plan more effective communication strategies, accounting for potential noise and ensuring that the message is accurately decoded by the target audience (Smith & Taylor, 2004).
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The concept of Integrated Marketing Communications (IMC) pertains to the deliberate alignment of promotional tools and channels to effectively communicate a coherent and unambiguous message (Kliatchko, 2008). Integrated Marketing Communication (IMC) plays a crucial role in establishing a cohesive brand experience for the consumer. The objective of Integrated Marketing Communications (IMC) is to synchronise several elements of marketing communications, including advertising, public relations, and digital marketing, to establish a cohesive brand identity and minimise fragmented messaging that may weaken the brand. According to Smith, Gopalakrishna, and Chatterjee (2006), this approach capitalises on the distinct benefits of individual promotional tools in order to get more efficient results than if each tool were used alone.

The function of IMC is of utmost importance in contemporary marketing strategies due to many factors. First and foremost, it facilitates the cost-effective dissemination of information to a broader demographic. Furthermore, it is important to note that the use of a consistent narrative in brand messaging serves to boost both clarity and impact. Finally, it facilitates a bidirectional communication conduit with clientele, enabling enterprises to adjust and develop in accordance with consumer input (Luxton, Reid, & Mavondo, 2015).
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New Promotional Strategies for Tesla
· Eco-Influencer Collaborations: Given Tesla's focus on sustainability, collaborating with eco-friendly influencers can resonate with a wider yet targeted audience.
· Virtual Reality Showrooms: Leveraging VR technology to provide an immersive experience can entice potential customers to virtually 'test-drive' Tesla vehicles.
· Sustainability Campaigns: Conduct online and offline campaigns focusing on how Tesla is contributing to a sustainable future, which would directly appeal to eco-conscious consumers.
· Membership Programs: Offer special perks to existing Tesla owners who refer new customers, enhancing both retention and acquisition.
· Augmented Reality Billboards: Use AR-enabled outdoor advertising that people can interact with through their smartphones, offering a more engaging brand experience.
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Definition of Branding and Brand Equity
Branding is the process of creating a distinct image, name, or symbol that identifies and differentiates a product from others (Kotler & Keller, 2016). Brand equity refers to the value added by a well-known brand name to a product or service, providing it an edge over its competitors (Aaker, 1991). The value encapsulates consumer perceptions, positive brand associations, and loyalty.
The concept of branding encompasses the strategic process of developing a distinctive name, design, or symbol that serves to establish and distinguish a particular product or organisation from its rivals. The objective of branding is to build a distinct and notable presence within the market, with the intention of attracting and maintaining a devoted client base (Aaker, 1991).

Brand equity is an essential and integral aspect that extends the notion of branding. The concept of brand equity refers to the incremental value that is attributed to a product or service solely based on its brand name (Keller, 1993). Strong brand equity offers many competitive benefits, such as the capacity to command higher pricing, increased consumer loyalty, and smoother introduction of new products. Aaker and Keller are prominent academics in the subject, renowned for their contributions in developing robust frameworks for the successful assessment of brand equity.

According to Aaker's (1991) Brand Equity model, brand equity encompasses four distinct aspects, namely brand loyalty, brand awareness, perceived quality, and brand connections. On the other hand, Keller's Customer-Based Brand Equity (CBBE) model places emphasis on the brand-building process. Keller (1993) outlines a framework that delineates the sequential stages involved in transitioning customers from brand awareness to brand loyalty. These stages include brand identification, meaning, reaction, and resonance.

Both models provide useful insights; nevertheless, they both possess distinct benefits and downsides. Aaker's approach is characterised by its comprehensiveness; nonetheless, it may be seen as too intricate when expeditious assessments are required. In contrast, Keller's approach places more emphasis on client impressions, perhaps overlooking other significant factors such as financial measurements.

Keller's Brand Equity Model and Tesla
Keller's Brand Equity model, also known as the Customer-Based Brand Equity (CBBE) model, operates on the premise that brand value is essentially derived from consumer perceptions and attitudes (Keller, 1993). The model consists of four levels: brand identity, brand meaning, brand response, and brand resonance.

Advantages:
· Depth of Brand Understanding: Keller's model offers a comprehensive view of consumer brand perception, which aligns well with Tesla's varied customer touchpoints, from online experiences to in-car interfaces.
· Strategic Focus: The model can guide Tesla in building and sustaining brand equity through a strategically layered approach, from awareness to loyalty.

Disadvantages:
· Complexity: The multi-layered approach can be complex and resource-intensive to implement fully.
· Consumer-Centric: The model places a heavy emphasis on consumer perceptions, which may not always align with Tesla's technological and sustainability objectives.
For Tesla, a blend of innovative promotional strategies can elevate its brand equity, making it more than just a car manufacturer but a champion of sustainability and technological innovation. Aligning these strategies with Keller's Brand Equity model can offer a structured, effective approach to building robust brand awareness and equity.
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The Customer Journey and Touchpoints Specific to Tesla Gaining insight into the customer experience has significant importance for any business, including Tesla, since it entails a complex network of digital and physical interactions. The initiation of the trip often starts with the state of "Awareness," which may be triggered by exposure to a Tesla commercial or by spoken communication. Subsequently, a potential consumer progresses to the "Consideration" phase, engaging in research on Tesla automobiles, doing comparative analyses with rival brands, and exploring the official Tesla website. The subsequent stages include the "Purchase" phase, whereby customers have the option to either visit a Tesla showroom for a test drive or make an online purchase of a Tesla vehicle. This is then followed by the "Usage" phase, which entails post-sales assistance, software upgrades, and potential involvement in Tesla's referral programme. Ultimately, during the "Loyalty" phase, consumers may transition into brand champions, actively disseminating their positive encounters and exhibiting repeat purchase behaviour.
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Explanation:
· Awareness: This could be through Tesla's unconventional media strategies, including Elon Musk's social media presence.
· Consideration: Here, customers dive deep into Tesla's offering, typically through the Tesla website, YouTube reviews, and comparison sites.
· Purchase: Tesla has revolutionized this by enabling online purchases and simplifying the in-showroom experience.
· Usage: This is maintained through excellent after-sales service, regular software updates, and user-friendly car interfaces.
· Loyalty: Tesla's referral program and community engagement play a significant role in maintaining customer loyalty.

Managing the Journey
To manage this journey effectively, Tesla must continuously gather data at each touchpoint to understand customer behaviour, needs, and pain points. This would enable Tesla to offer personalized solutions and anticipate problems before they escalate.

Evaluating the Journey
Tesla can employ KPIs like Net Promoter Score (NPS) for general satisfaction and Customer Effort Score (CES) to measure the ease of interaction at each touchpoint. Additionally, Customer Lifetime Value (CLV) can be used to understand long-term relationships.
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The Total Engagement Model Explained
The Total Engagement Model is a sophisticated conceptual framework that aims to comprehend the way people engage with a business across several channels and touchpoints. This model extends beyond the conventional customer journey map by including not just the pre-sale and sale phases, but also include post-sale interaction activities. Essentially, this framework incorporates all aspects of consumer interactions, including the whole spectrum from first awareness through loyalty, to provide a comprehensive understanding of engagement.

The underlying principle of the approach is based on the notion that each interaction point is a potential avenue for companies to actively interact with consumers, collect valuable data, and tailor subsequent experiences to individual preferences. The Total Engagement Model assesses these interactions by using variables like as reach, quality of engagement, and conversion rates. Singh (2019) asserts that this process aids firms in discerning their areas of strength and areas for development, hence facilitating optimum consumer interaction.

Relevance to Tesla
The adoption of the Total Engagement Model by Tesla has the potential for substantial benefits since it aligns with the brand's progressive vision. The marketing and customer experience of Tesla is already characterised by a high degree of digitalization and reliance on data analysis. By using the Total Engagement Model, Tesla has the capability to methodically assess and evaluate its performance across several touchpoints, including social media platforms, internet interactions, showrooms, mobile applications, after-sales support, and other relevant channels.

The Total Engagement Model may be used by Tesla to get insights into the effects of Elon Musk's tweets or the introduction of new features on customer engagement. Furthermore, this would enable Tesla to assess the quality of post-sales service interactions, a critical aspect for a company that primarily depends on customer recommendations and word-of-mouth as a means of acquiring new customers.

By using this strategy, Tesla can guarantee that its marketing and customer service efforts are not only coherent but also consistently outstanding across all phases of client engagement.
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Globalisation Challenges
Tesla has substantial obstacles in the domain of globalisation. As the corporation develops its operations into diverse global regions, it encounters challenges like trade obstacles, cultural intricacies, and competition from local entities. Furthermore, the elevated price of Tesla's model poses a challenge in areas that prioritise affordability. In order to effectively address the varied expectations of consumers, it is essential for the business to modify its tactics while maintaining the authenticity and reputation of its brand (Peng, 2020).

Digitalisation Challenges
The advent of digitalisation poses both advantages and disadvantages for Tesla. On one side, the proficiency in digital technologies possessed by the entity offers it a distinct advantage in terms of competition. Conversely, the expeditious progressions in this domain need Tesla to consistently engage in innovative practices in order to maintain a competitive edge. The automotive sector is increasingly gravitating towards the adoption of autonomous driving technologies, connected vehicles, and the integration of Internet of Things (IoT) functionalities. Tesla has emerged as a trailblazer in these domains, but, other prominent players such as Google and Apple are now venturing into this arena, hence increasing the level of competition (Kapoor & Lee, 2019).

Rising Customer Expectations
The contemporary consumer exhibits heightened levels of knowledge and expectations compared to previous eras. The customer base of Tesla anticipates ongoing upgrades and enhancements in their electric cars (EVs), mostly provided by over-the-air updates. Efficiently managing the difficulty of meeting the expectation for a flawless and intelligent client experience is a task that Tesla must undertake. The amplification of customer service and product quality concerns is a direct consequence of the influence wielded by social media and online reviews (Smith, 2018).


Additional Considerations
In addition to the aforementioned factors, Tesla encounters obstacles pertaining to regulatory modifications, particularly in the domains of car safety and pollution. The organisation must effectively manage intricate policies that vary across several jurisdictions, posing significant logistical and strategic challenges (Porter & Kramer, 2011).

In essence, the confluence of globalisation, digitalization, and elevated customer expectations engenders a multifaceted business landscape for Tesla. In order to achieve success, it is essential for the organisation to continuously adapt and change, necessitating substantial expenditures in research and development, customer relationship management, and worldwide market analysis.
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This examination of Tesla, Inc. has yielded numerous noteworthy discoveries that have substantial consequences for the company's present standing and future initiatives. The main areas of emphasis have included the difficulties encountered in the corporate landscape, the significance of inventive marketing tactics in establishing brand recognition, and the intricacies associated with consumer involvement and the mapping of their experiences.
Peng (2020) and Kapoor & Lee (2019) have recognised globalisation, digitization, and increasing consumer demands as significant problems that Tesla now confronts. The aforementioned issues need a constant need for innovation and adaptability, including both technology advancements and techniques for engaging with customers. Tesla's primary objective of facilitating the global shift towards sustainable energy serves as both its guiding principle and its unique selling proposition. However, in order to maintain its development trajectory, the company must properly address the difficulties it has identified (Porter & Kramer, 2011).

Tesla has established itself as a pioneering force in the automotive sector via the use of inventive marketing tactics, including the utilisation of digital platforms to foster client connection and the adoption of direct-to-customer sales methods. However, it is suggested that the organisation might potentially get advantages by using either Keller's or Aaker's Brand Equity models to further enhance brand loyalty and value (Smith, 2018).

The analysis of the customer journey map indicates that Tesla has several touchpoints that provide opportunities for enhancing the customer experience. The advent of digital transformation has significantly altered consumer expectations, necessitating Tesla's ongoing assessment of this process to guarantee that it not only meets but also surpasses these expectations (Smith, 2018).

In summary, Tesla, Inc. finds itself situated at a critical juncture where it must navigate the complexities of a rapidly evolving business landscape while capitalising on the potential advantages offered by digitization and market distinctiveness. The manner in which Tesla addresses these difficulties and possibilities will not alone shape its future expansion, but also its position as a frontrunner in the automotive sector. The sustained success of Tesla will depend on the persistent focus on innovation, effective brand management, and active consumer interaction.
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Based on the analysis and key findings, several practical recommendations can be made to improve Tesla's marketing strategies and customer journey.
To optimise its operations, Tesla needs to allocate more resources towards the use of data analytics techniques, which would enable the organisation to get valuable insights pertaining to client behaviour and preferences. According to Davenport (2014), the use of such measures will facilitate the adoption of focused marketing tactics and enhance the overall consumer experience across several points of interaction.

In light of the complexities brought about by the process of globalisation, it is recommended that Tesla modify its marketing approaches in order to effectively address the unique cultural and preferential characteristics of local markets. By doing so, Tesla can establish a brand that resonates with consumers on a worldwide scale while maintaining its relevance within specific local contexts (Hollensen, 2019).

In order to broaden its appeal to a wider population, it is recommended that Tesla explore growing its digital presence via various strategies such as social media advertising, influencer collaborations, and the establishment of virtual showrooms (Kapoor & Lee, 2019).

Customer Journey Optimisation: Tesla should prioritise the enhancement of the customer journey, focusing on the seamless progression from initial brand awareness through the point of purchase and subsequent stages. According to Meyer and Schwager (2007), the organisation may attain this objective via streamlining the online procurement procedure, enhancing the provision of instructional materials, and extending post-purchase assistance to sustain consumer involvement.

To enhance brand loyalty, Tesla should prioritise the elements of brand salience, performance, and emotional connection, as outlined in Keller's Brand Equity Model (Keller, 2001).

By following the suggestions, Tesla has the potential to not only address the highlighted concerns but also augment its brand equity and improve consumer happiness.
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