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[bookmark: _Toc12768]Executive summary
This executive summary provides an overview of a comprehensive analysis of Tesla's marketing strategy. The report focuses on the objectives of Tesla, the marketing approaches employed by the company, the target market, and a detailed marketing analysis including PESTLE analysis, SWOT analysis, and Porter's Five Forces analysis. Furthermore, the report identifies the shortcomings of Tesla's current marketing strategy and provides recommendations for improvement. By implementing these recommendations, Tesla can further strengthen its position as a leader in the electric vehicle market and continue to drive the adoption of sustainable transportation worldwide.























I


[bookmark: _Toc8476]1.0 Introduction
When it comes to discussing Tesla, there are numerous historical facts about this organization. Some individuals perceive Tesla as a manufacturer of luxurious vehicles, while others view it as a catalyst for revolutionary changes that can help save the world. The organization, originally known as Tesla Motors, was established in 2003 and later re-branded as Tesla Inc in 2017 (Sypko, 2022). It gained significant market recognition due to its groundbreaking discoveries in the realm of electromagnetic rotating fields, leading to the widespread use of alternating current in modern times. Notably, Tesla's contributions to electrical engineering and sciences have left an indelible mark in history. Over the past few decades, this field has captivated the imagination of engineers worldwide.
Tesla's foundation was laid with the primary objective of producing and advancing fully electric cars, taking into account the reactions and feedback from the test market (Strauss and Smith, 2019). The engineers aspired to create an electric sports car, and their vision materialized when they unveiled the roadster prototype in 2006, followed by its production in 2008. This decision proved to be monumental as it propelled Tesla to unparalleled success, surpassing other competitors in the market (Mausbach, 2010). The key to this success lay in Tesla's meticulous attention to detail and practical specifications, which perfectly aligned with customer needs. Although the company faced several setbacks in the past, primarily related to the production of powerful batteries and costly motors for high-speed acceleration, their determination paid off.

[bookmark: _Toc16555]1.1 Objectives of Tesla
Tesla, established in 2003, was founded by engineers with a clear vision: to prioritize fully electric cars that meet consumer demands without compromise. This vision is evident in the company's commitment to delivering high-quality electric vehicles (Khan, 2021). Tesla aims to be the leading electric car company in terms of safety and to revolutionize global energy usage by promoting renewable and sustainable energy sources (Ibrahim and Jiang, 2021).
The primary goal of Tesla is to expedite the world's transition towards sustainable energy production. The company's focus lies in the development of renewable energy solutions (Maradin and Kastelan, 2022). Looking ahead, Tesla is enthusiastic about increasing their efforts to achieve a production capacity of 100GWh batteries by the end of 2022 and an impressive 3 TWh by 2030 (Zhu, et al., 2022). These future goals demonstrate Tesla's commitment to driving innovation and playing a pivotal role in the sustainable energy revolution.

[bookmark: _Toc8102]1.2 Marketing Approaches Employed by Tesla
In order to achieve remarkable results in digital marketing with limited resources, it is crucial to prioritize delivering an exceptional customer experience. Tesla has implemented several effective marketing strategies to excel in its field and consistently achieve its objectives and goals. The following are key strategies employed by Tesla:

Tesla's success is largely attributed to its unwavering focus on providing an outstanding customer experience.
Tesla recognizes the power of word-of-mouth recommendations from friends and family, which is a more trusted source than traditional brand advertisements. They have established a robust referral program, which serves as a highly effective form of marketing (Giang, 2020).
Rather than relying on costly advertising campaigns through mediums like social media or billboards, Tesla opts for a unique approach. Surprisingly, Tesla does not spend any money on traditional brand promotions and instead relies on turning customers into enthusiastic fans (Kartajaya, Kotler and Setiawan, 2016).
Tesla is renowned for its authenticity in the market, aligning with their CEO's fun-loving personality and the passion of their engineers. They maintain a clear and authentic approach to showcasing their features. Tesla's commitment to authenticity has positioned them as one of the leading brands globally, driven by their lofty ambitions.
Initially, Tesla wasted time and resources obsessing over market competition, studying other well-known companies for a decade. However, they eventually realized the value of embracing market competition and leveraging concepts from various companies to facilitate their own transition.

[bookmark: _Toc31085]1.3 Target Market 
Demographics:
- Tesla aims to reach both males and females.
- The target age range is between 30 and 64 (Liang, 2022).
- The target income level is $60,000 and above (MacDuffie, 2018).
- The target audience includes both single individuals and married individuals with families.
- The desired educational background is college or university graduates.

Geographical Factors:
- Tesla targets various countries such as Canada, the United States, the United Kingdom, Sweden, Germany, France, Denmark, Belgium, Italy, the Netherlands, China, and others.
- The primary locations where Tesla customers reside are suburban areas and major cities like Toronto and California.

Psychographics:
- Tesla caters to a diverse social status, including working class, middle class, upper-middle-class, and upper-class individuals (Dion and Borraz, 2017).
- Tesla customers share a belief in climate change and perceive Tesla's vehicles as environmentally friendly.
- Their activities involve work, golfing, attending Tesla car meets, camping, traveling, and enjoying family time.

Behavior:
- Preferences of Tesla customers include the environment, animals, fast cars, style, technology, and a passion for research.
- Tesla customers exhibit loyalty towards environmentally friendly brands, technologically advanced and stylish brands, and brands that produce reliable and high-speed cars.

[bookmark: _Toc14562]2.0 Marketing Analysis
The overall marketing mix of Tesla, as an organization, has been typically evaluated using pestle analysis, swot analysis, marketing mix, and porter's five forces. In the following discussion, we will delve into these essential factors
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	Political factor
	- Analyzing the government's incentives for electric vehicles stands as a crucial political factor (Kester, et al., 2018).
- Expediting the implementation of new free trade agreements can create opportunities for Tesla to expand its operations globally (Matthews, et al., 2020).
- Maintaining stability in major markets' policies creates a favorable environment for Tesla to pursue its competitive and growth strategies.

	Economical factor
	- Tesla's affordable batteries have positively impacted the company's business performance.
- Furthermore, this analysis contributes to reducing the expenses associated with renewable energy.
- Despite the potential economic instability in the automotive industry, Tesla's analysis demonstrates significant opportunities for sustained growth.

	Social factor
	- Tesla has the potential for growth due to the immense popularity of adopting a low-carbon lifestyle, which is a significant social factor (Wu, et al., 2023).
- Another growth opportunity for Tesla arises from the rising demand for renewable energies among customers.
- Additionally, the recent trend of wealth distribution contributes to the expanding pool of potential buyers for high-end electric vehicles (Stockkamp, et al., 2021).

	Technological factor
	- Analyzing this factor involves assessing the impact of technologies on Tesla's external environment.
- The rise of automation technologies plays a significant role in enhancing Tesla's business and is considered a key technological factor.

	Legal factor
	- Tesla, as a company, has the potential to enhance safety measures through international patents (Sharma, 2016).
- Additionally, it recognizes the opportunity to promote electric vehicles and develop energy solution products that are based on regulating energy consumption.

	Environmental factor
	- Tesla's market is influenced by the environmental factor of climate change, which provides the company with an advantage as it focuses on promoting more electric vehicles (Cao, et al., 2021).
- Additionally, the company actively supports environmental programs as part of its efforts to expand the adoption of electric vehicles.
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	Strength 
- Tesla sold 90,650 automobiles in the second quarter of 2020 (Bao, 2022).

- Tesla's average market cap reached $208 billion, surpassing Toyota's $202 billion market cap, making it the world's most valuable carmaker.

- Tesla is considered a top employer due to its diverse and innovative culture. 

- Tesla's electric vehicles have the best range among all manufacturers, with the Tesla Model S capable of driving up to 600 km on a single charge. The closest rival is the Opel Ampera with a range of 520 km (Nikowitz, 2016).

- Tesla has developed InsureMyTesla, a comprehensive insurance solution for its vehicles, in collaboration with Liberty Mutual Insurance Company (Siddiqui, 2018).

- Tesla has invented the world's first electric semi-truck and a new sports automobile, earning the trust of the market and achieving significant financial gains.
	Weakness
- Inability to meet demand may decrease brand value. Tesla may not be able to satisfy demand due to rigorous testing and expensive processes.

- Lack of mass manufacturing. Tesla is the leading company in truly energy-efficient cars, but none of its models have achieved significant sales. Tesla faces challenges with manufacturing costs, managerial resources, and the expansion of Gigafactory One as it prepares for mass production of the Model 3 (Sanguesa, et a;, 2021).

- Battery shortages. According to CEO Elon Musk during the annual shareholder meetings, battery shortages have hindered manufacturing. These shortages negatively impact electric car and energy storage system sales.

- Financial situation. Tesla is a cash-strapped non-profit organization. Having substantial financial resources helps companies compete for market share.

	Opportunity
- Cheaper car: Innovation requires significant financial support for testing new technologies.

- Pickup truck debuts: According to the National Automotive Dealers Association, pickup trucks make up 17.6% of the US automobile industry, indicating potential growth in the electric vehicle sector (Gohlke, et al., 2022).

- Tesla gains stock market trust: Surpassing automobile delivery estimates, Tesla delivered 90,650 vehicles, exceeding expectations by nearly 20,000.
	Threat
- Tesla has high-quality assurance and production standards.

- The automobile industry is familiar with large-scale product liability lawsuits.

- Hybrid, plug-in hybrid, and fully electric vehicles create pressure on Tesla's business model.

- Competitors preparing for intense competition include Mercedes-Benz, BMW, Audi, Lexus, Toyota Motor Corporation, Ford Motor Company, Volvo Car Corporation, and General Motors Corporation. 

- Tesla's autos and energy products have encountered serious problems due to complex engineering for new vehicles.

- Design, manufacturing, and other faults in faulty items can permanently damage a company's image. Tesla's battery packs utilize lithium-ion cells due to the widespread use of lithium-ion batteries (Zubi, et al., 2018).

- Lithium is a highly reactive and explosive element with a short half-life.

- Some Tesla cars have caught fire and emitted smoke, causing significant damage to the company's image.
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Competitive Rivalry
The automotive sector faces intense competition. Primarily, the established companies in this industry exhibit a high level of aggressiveness in their product promotion, innovation, and technological advancements. For instance, Tesla falls behind its competitors in improving its marketing campaigns, thereby amplifying the influence of its rivals over the company (Saxena and Vibhandik, 2021)

Customer Bargaining Power
The bargaining power of customers for Tesla is characterized by a moderate force. This is primarily due to the moderate availability of substitutes within the electric automobile sector, which limits customers' ability to negotiate (Wu, et al., n.d.). Additionally, the sector itself has a limited number of players, resulting in constrained sales volumes. However, the presence of low switching costs, stemming from a lack of product differentiation, emerges as a significant factor that enhances the customers' bargaining power.

Supplier Bargaining Power
The level of supplier bargaining power within Tesla can be described as moderate. Suppliers in Tesla have limited influence over the distribution and sales of their products due to low levels of forward integration. To illustrate, the majority of suppliers rely on third-party channels to sell their products to the company.

Threat of Substitutes
In the automobile industry, the low switching cost is significant, allowing customers to conveniently transition to public transportation. Although public transport poses a limited threat as a substitute, it lacks the versatility offered by electric vehicles (Wu, et al., n.d.). This is particularly true for Tesla products, which have minimal substitutes. As a result, the impact of substitutes on Tesla products is restricted.

Threat of New Entrant
The electronic automobile sector poses a minor threat to new entrants. The challenges include the significant expenses associated with establishing a brand, conducting business, and capitalizing on economies of scale in the electro-mobile industry. These obstacles make it arduous for a newcomer to break into the market. Additionally, the strong brand established by existing companies acts as a barrier to entry, further complicating the situation for new players. Tesla, in particular, enjoys advantages resulting from the expanding economies of scale, a milestone that a new entrant can only attain after surpassing a certain production threshold (Naor, Coman and Wiznizer, 2021).

[bookmark: _Toc12685]3.0 Shortcoming of the marketing strategy
Tesla is likely to face more competition in the future as other automobile manufacturers, such as Apple with their autonomous driving Apple Car, enter the EV market (Perkins and Murmann, 2018). The strong brand recognition and market penetration strategies of companies like Apple pose a significant threat to Tesla.
BYD has emerged as a leading EV manufacturer globally, surpassing Tesla in terms of sales and innovation. Their cars are cheaper, potentially lowering the demand for Tesla vehicles and dominating the EV market (Saxena, and Vibhandik, 2021).
Some Tesla customers have voiced concerns about high prices, problems with vehicle components like brakes and charging ports, getting locked out of the car, and high maintenance costs (Candelo, 2019). This dissatisfaction opens the door for competitors offering more affordable options with innovative design features, like the GMC electric truck.
Tesla needs to stay ahead of technological advancements in the EV industry. Battery technology, including range, overheating issues, and cost, is a significant concern (Andwari, et al., 2017). If other companies develop superior battery designs, such as Apple's rumored battery, consumers may opt for those options instead of Tesla's batteries. Tesla also needs to address the issue of fast charging systems to reduce charging time and meet customer expectations.
The design of autonomous driving systems and future car concepts, such as Mercedes-Benz Vision EQ, may change the luxury and safety landscape. Competitors investing in autonomous driving software may develop better driving AI than Tesla (Sperling, Van and Pike, 2018). Tesla needs to invest in research and development to stay ahead of these evolving designs and maintain its position as an innovative leader.

[bookmark: _Toc31552]4.0 Recommendations
The company's failure to meet the diverse needs of customers due to its limited product range has resulted in the loss of its competitive position in relation to other brands like BMW, which offers a wide variety of models. Consequently, it is recommended that Tesla Inc. adopts a strategic approach to product development as its primary method of achieving significant growth (Mangram, 2012). This strategy entails increased investment in the development of new products that will generate fresh sales in the market. The automotive industry is rapidly evolving, with customers increasingly eager to purchase the latest vehicle models. Unlike Tesla, competitors such as BMW engage in continuous production to regularly introduce new models, thereby attracting a larger customer base (Bellos, Ferguson and Toktay, 2017). Tesla Inc., on the other hand, tends to rely on a single model for an extended period. For example, the Model 3, which was the company's initial offering, continues to dominate the market as the most convenient and affordable option for many customers. As a result, customers in the middle and lower market segments have limited alternatives, thereby constraining their purchasing power and limiting the company's potential. Through the implementation of strategic product development, Tesla Inc. should focus on consistent research and development efforts to leverage cutting-edge technology and produce a wide range of electric vehicles with varying capabilities, ranges, and prices (Shin and Choi, 2020). This approach will enable the company to reach a broader market.
To enhance its market reach, Tesla Inc. should employ a market development strategy. This strategy involves entering new markets to increase sales and expand the company's global presence. Currently, Tesla sells its products in only a few markets, while numerous countries still offer untapped potential. By establishing additional offices and facilities, the company can steadily increase the size of its global market. Such a move aligns with Tesla's purpose and vision statements, which emphasize global leadership in the automotive sector through the use of renewable technologies in transportation and other industries. The market development approach is further supported by Tesla's goal to form partnerships with other businesses, making it easier to enter new markets. By fostering innovation and establishing a strong market presence, Tesla can gain a competitive advantage. For instance, the company can surpass its competitors' innovation rates in energy storage by increasing its research and development (R&D) expenditures (Miller and Carriveau, 2018). Complementary aggressive marketing strategies will aid in expanding market penetration, thereby reinforcing Tesla's mission and vision.
In addition, Tesla Inc. should pursue product diversification. For example, the company can develop innovative battery solutions for various non-automotive applications (Saxena and Vibhandik, S., 2021). Concurrently operating businesses alongside the main production line is another avenue for exploring new commercial prospects. Increasing R&D spending is a strategic objective linked to diversification, as it facilitates the discovery of new opportunities. Furthermore, Tesla can pursue acquisitions or form joint ventures to create entirely new products, aligning with the aggressive strategy of this approach.
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