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[bookmark: _Toc121827721]Executive Summary

According to the say from Elon Musk in 2017 “We are not promoting the [Model 3]”, this article will clarify and examine Tesla's and Elon Musk's marketing strategies in relation to Tesla's word-of-mouth marketing strategy, as well as conduct a SWOT analysis of their respective market strategies. 

Tesla, as one of the most well-known firms in the world, has hundreds of millions of followers and social media subjects. And CEO Elon Musk is the greatest contributor to the company's success of its current brand topic. Unquestionably, Tesla's word-of-mouth marketing strategy is still effective, but Elon Musk's charm and his Twitter tweets are still overused in the company's efforts to promote its brand. On the other hand, the brand's unique Referral Program in the automotive industry has significantly increased early product sales. 

[bookmark: _Toc154211346]Word-of-mouth marketing is far from matching the current needs of Tesla's business development in the context of product R&D plans that increasingly target a larger general public. Tesla should reduce Elon Musk's personal impact on the brand in order to base it on unequivocal marketing, learn from traditional vehicle manufacturers, and target the general public worldwide through traditional media channels such as radio, newspapers, world, and other channels, as well as reorganize the PR department to carry out systematic and scientific brand marketing planning.



[bookmark: _Toc121827722]Introduction

Tesla, as the pioneer of electric vehicles, has become one of the most valuable firms in the world after more than a decade of global green energy automobile industry development. Elon Musk, the CEO of Tesla, is a person of controversy and devotion who is undeniably important in Tesla's technological growth and marketing strategy. However, the completion of electric vehicles has ascended to the top of the increase, and Tesla's sales are declining. Tesla has never required advertising, but that may soon change. (Isidore, 2019).

Musk stated in August 2017: "We are not promoting the [Model 3]." It is also Tesla's marketing credo, flipping traditional automobile business marketing on its head and focusing more on social media, word-of-mouth marketing, and the firm's founders to generate an effective and explosive communication. As the industry leader in electric vehicles, Tesla has been the center of global attention with its innovative brand marketing strategy. Using several analytic frameworks, this article will provide an in-depth analysis of Tesla's word-of-mouth marketing in the present day.



[bookmark: _Toc121827723]Main Finding 
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[bookmark: _Toc121827724]The Marketing of Tesla
According to Kolter, marketing is the "procedure by which companies create value for customers and develop strong customer connections in order to acquire value from customers in return." Therefore, word-of-mouth marketing (or word-of-mouth marketing) is the amount to which consumers, after experiencing or learning about a company's product or service, express their personal opinions, recommendations, and interest in that product or service in their everyday communications. It is unpaid advertising that is prompted by user experience and is widely accepted. (Hayes, 2022) It has the potential to gain confidence from a variety of publicity customers developed via knowledge or by providing customers for customer to customer and consumer to marketer communications. 

The advent of the worldwide Internet, on the other hand, according to Nuria Huete Alcocer, has given rise to a new type of word-of-mouth marketing known as electronic word-of-mouth (eWOM), which is a very powerful and influential means of communication between consumers, companies, and the general public. It promotes diverse stakeholders to communicate with one another online and is believed to have a significant impact on consumer behavior. (Huete-Alcocer, 2017) Previous research indicates that approximately 88% of individuals worldwide place a higher level of faith in recommendations from friends, family, and earned media than in other forms of advertising. (Nielsen, 2021) The improvement in communication and emotional bonds among consumers once they relate to companies, share their own reflections with others, and discuss them can encourage them to talk more about the company's goods or services in conversation. 

This section includes a summary of the definitions of marketing and word-of-mouth. It then moves on to an overview and differentiation between Tesla and other automobile companies. The discussion of word-of-mouth marketing strategy has drawn a lot of critical attention, as shown in the following section. 

[bookmark: _Toc121827725]The Spending of Each Car Between Tesla and Other Automakers
According to a BrandTotal analysis from 2019, Tesla spent no money on advertising. Toyota, BMW, Porsche, and Ford invest substantially in social media platforms such as Facebook, YouTube, Instagram, and Twitter. (Koetsier, 2019) BrandTotal studied "all paid and organic social marketing from Toyota, BMW, Ford, Audi, Honda, Nissan, Infiniti, Tesla, Lexus, Honda, Cadillac, and Porsche in the United States over the course of 30 days." 
It may be stated that the traditional automakers' social media advertising strategies differed in terms of the platforms on which they concentrated.
[image: ]
Budget allocation for paid media among major car brands. BRANDTOTAL

However, according to the 30-day data, Tesla had no paid ads, but more than 2 million organic engagements, with Instagram accounting for 55% and Twitter for 11%. (Koetsier, 2019) The CEO, Elon Musk, a Twitter fanatic KOL with over 26 million followers at that time. Currently, he has finalized the acquisition of Twitter and accumulated over 118.9 million followers. 

[bookmark: _Toc121827726]Why Tesla is so successful at word-of-mouth marketing 
A Tempting Referral Program
According to SendPulse, "Referral marketing is a strategy that comprises a brand giving benefits to its present customers for recommending it to their friends and rewarding new clients for joining the company's customer base. It enables more consumers to be reached while also improving customer retention, engagement, and reputation." (SendPluse, 2022a) Similarly, the Referral program provides exceptional discounts to customers who refer new consumers to a brand through their social networks. 

In 2015, Tesla developed enticing referral campaigns that included accessories, free maintenance servicing, and software updates. A YouTuber took over $12 million in referral sales and hauled home two next-generation roadsters. In 2029, Tesla increased the funds for its referral program so that it could give out 80 brand-new roadsters for free. 

In addition, Tesla continued to promote its prospective customers. For example, customers could experience a SpaceX launch or sent customers’ photos to deep space.

Tesla's referral program encourages customers to become product salespeople and promoters. Customers who have driven a Tesla are seen as more trustworthy and have reached the sales touchpoint. Second, it is a cost-effective marketing strategy that increased Tesla's client base and enhanced the brand's reputation.

CEO and 118.9 million Followers
There are few businesses as innovative and industry-changing as Tesla. 
First off, it's challenging to find a CEO who is as iconic as Steve Jobs, and Elon Musk, co-founder and CEO of Tesla, is not just the company's front-runner; he also plays a key role in building the Tesla brand. 

In the previous thirteen years, Elon Musk has averaged approximately four tweets every day. With over 118.9 million followers, these facts alone are sufficient to offer a brand with all the visibility it need. (Elchanan,2022) Most importantly, Musk constantly promotes his vision and new ideas, thus solidifying his impact and distinguishing himself. 

For instance, a Tesla customer sent Elon Musk a tweet requesting that the car automatically slide backwards and lift the steering wheel while parked to prevent the steering wheel from being repeatedly struck and worn down when entering and exiting the car. Within 30 minutes, Musk responded to the comment and took his proposal to add the capability to Tesla vehicles via a software update.

Cross-promotional opportunities and Charity 
In addition to Tesla's success in the field of high-tech electric vehicles, Elon Musk has achieved success in the fields of space rockets and solar energy. Elon Musk continues to cross-promote his brands through a variety of companies, thereby enhancing brand recognition and conversation. Musk, for example, launched the Tesla Roadster into space using SpaceX, gaining worldwide social media attention. On the other hand, these actions are not the only method by which Musk maintains Tesla's prominence; for example, Musk's charitable initiatives also serve this purpose. In the midst of Russia's ongoing invasion of Ukraine, Elon Musk's space exploration business SpaceX has been providing that country with Starlink satellite gear to aid in communications and internet access. (EVANNEX,2022) 

Based on the preceding analysis, Elon Musk, the CEO of Tesla, delivers an excellent market presence for Tesla through social media and the referral program. Therefore, building a word-of-mouth marketing strategy that is unique within the automotive business. 

[bookmark: _Toc121827727]The SWOT analyze of Tesla’s Word-of-Mouth Marketing
The SWOT Analysis is a marketing strategy tool used to evaluate how a company compares to its competitors. The 1960s strategy is historically attributed to Albert Humphrey. It is an acronym that stands for strengths, weaknesses, opportunities, and threats. (Teoli, Sanvictores and An, 2022). In the Tesla SWOT analysis, emphasis will be placed on the several elements that explain the internal strengths and weaknesses of Tesla's word-of-mouth marketing, as well as the external opportunities and threats.

Strengths

Top Brand loyalty along Automakers
The word-of-mouth marketing strategy has enabled Tesla to maintain a tight relationship with its customers and establish ultimate brand loyalty. According to a 2022 research by S&P Global Mobility, brand loyalty is determined by the number of households that purchase another car from the same brand. It revealed that Tesla had the highest brand loyalty among luxury brands, with 67%, followed by Mercedes-Benz with slightly over 50%. (Loveday, 2022)

Most Valuable Automotive Company
In fiscal 2021, Tesla generated sales of $53.8 billion and delivered 936,172 vehicles to customers. With increased vehicle production and deliveries, and over $5 billion in earnings, the company has become a trillion-dollar market capitalization giant in just 11 years of growth and surpasses the combined total of the world's five largest traditional automakers in terms of market capitalization, including Toyota, Volkswagen, Daimler, Ford and General Motors. (Florian, 2022)

Weakness

The Risk of Elon Musk
In October 2022, Tesla's decision to disband its PR department made headlines. This means that social media networks become organic traffic channels for Tesla to communicate with worldwide audiences. Elon Musk and Tesla's brand have a strong connection, but he still exhibits enough volatility and bluster to damage Tesla's well-established brand image. For example, in 2022, he tweeted that the stock price of Tesla was "too expensive," which led to a nearly 10% decline in Tesla stock. For example, Musk tweeted in 2020 that Tesla's share price was "too high," prompting it to drop by more than 10%. This has led to him being questioned by the SEC on his tweets.

A Limited Marketing Channel 
Tesla differs from traditional automakers in that it does not engage in digital advertising and puts its marketing efforts online. In addition, with the exception of the world's largest cities, Tesla's marketing cannot reach more regions than its competitors, and numerous potential customers.



Opportunities

More resource in D&R
Tesla does not spend money on paid advertising and instead launches organic growth marketing strategies. A new survey reveals that Tesla spends the most on research and development per vehicle, while spending the least on advertising each vehicle sold. Tesla's R&D expenditures per vehicle, which are around three times the industry average, total $2,984, which is equal to the combined R&D budgets of Ford Motor, General Motors, and Chrysler. (Lambert, 2022)


Threats

New Player enter EV Market
In October 2022, the EU will enact a ban on the sale of new vehicles powered by fossil fuels beginning in 2035, according to news reports. (Abnett, 2022) In the meantime, Tesla also faces competition from traditional manufacturers, as an increasing number of traditional manufacturers enter the electric vehicle industry, which may raise consumers' expectations. 




[bookmark: _Toc121827728]Conclusion 
It is evident from the above study that Tesla's word-of-mouth marketing strategy has attracted the attention of Internet users from all over the world, within the marketing framework of upending traditional car companies. At the same time, it can invest more in R&D and technology than rivals with a relatively limited marketing budget, maintaining its dominance in the electric vehicle market. However, due to limited marketing channels, Tesla has been unable to reach a larger way, and as more competitors enter the field for clean energy vehicles, rising consumer expectations will shape Tesla's future marketing strategy.

Although word of mouth marketing and Elon Musk's personal influence have played a decisive role in Tesla's marketing strategy, and have made great contributions to its brand communication and product promotion. For example, the Referral Program, SpaceX Cross promotion, but Elon Musk, as the core of Tesla's marketing strategy, has brought unstable factors to Tesla's marketing, including its limited marketing channels and minimal marketing expenses, which have made Tesla's marketing strategy unclear.



[bookmark: _Toc121827729]Recommendation
Tesla has achieved its current success through a distinct business strategy. It has become one of the world's leading companies and is currently thriving. At the same time, it fights the formidable influence of traditional manufacturers. However, the company's marketing strategy is overly dependent on Elon Musk. Elon Musk is considered as intelligent and eccentric, and he has become the marketing value and heart of Tesla. What happens if Musk makes a mistake? Will it be devastating? Instead of relying solely on Elon Musk's Twitter feed and word-of-mouth, Tesla might benefit from more objective and scientific advertising strategies. This will result in a sustainable and effective brand marketing strategy for the business. 

According to Elon Musk's 2006 article "The Secret Tesla Motors Master Plan," Tesla has positioned itself in the high-end luxury market by launching Model S and Model X super sports automobiles aimed at high-income groups. (Musk, 2006) Thus launching a family car and steadily growing the client base. The same holds true with the introduction of the Model 3 and Model Y, which have become Tesla's best-selling models in the world. 

In addition, an October 2022 news stated that Tesla is aiming to make its next-generation car smaller and more affordable. This indicates that Tesla needs revise its marketing strategy in order to reach a bigger number of potential consumers. 

The future marketing plan should seek to influence and reach as many people as possible. For the following stage of the Tesla marketing plan, the undeferential marketing would be a carefully thought-out option. The undeferential marketing, also known as mass marketing, is a marketing strategy that involves communicating a single message to the whole target population. It enables brands to reach more individuals at a reduced cost and enhances brand recognition. (SendPulse, 2022b) 

Reduce the reliance on Elon Musk and Twitter
First, Tesla should re-build its new PR department and re-structure its marketing strategy to emphasize brand image, products, and services in order to execute marketing campaigns as a brand, as opposed to simply spreading brand awareness and topicality through Elon Musk.

Build a comprehensive marketing channel
Tesla must learn from other traditional automakers in order to construct a holistic marketing channel that includes not only social media, but also newspaper, radio, television, and offline advertising to achieve its aim of reaching as many people as possible. 

As one of the most well-known automakers of the 21st century, Tesla has become one of the world's largest companies in just over a decade, demonstrating its world-leading innovation and technological R&D capabilities. At the same time, due to Tesla and Elon Musk's innovative marketing strategy, it has earned worldwide attention and topicality. 

However, with the development of the electric vehicle field over the last ten years, Tesla is now confronted with a plethora of opportunities and difficulties, and it still needs to change its marketing strategy to attract more potential consumers and expand its brand influence in order to preserve its leadership in the field of electric vehicles.
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Auto Brands Paid Media Mix
Facebook YouTube Instagram Twiter
Toyota 62% 8% 18% 2%
BMW a6% 2% 2% 20%
Honda 38% 33% 7% 2%
Audi 2% 54% 13% %
Ford 55% 39% 6% <%
Infiniti 52% 7 0% <%
Cadilac 3% 0% 18% 3
Porsche 1% a 30% <%
Tesla (*No paid advertising) 0% 0% 0% 0%

[30 day analysis, 3.26.19 - 4.26.19, Source: BrandTotal]
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