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[bookmark: _Toc101358961]Introduction 
Marketing management denotes to the organisational discipline that includes the marketing methods, orientation and techniques to implement the set of marketing activities. The marketing activities of an organisation are associated with adding values for the products towards customers and capture that values from them in return. The aim of the report is to create the effective marketing strategy for Tesla so that the organisation can enable to capture superior values from highly competitive market. The communication model and integrated marketing communications are discussed so that Tesla can effectively communicate with its customer in the market in proper ways. The Keller’s Brand equity model of Tesla as well as customer journey map of the organisation tend to be discussed to this report. The total engagement model aims to be discussed as well for the completion of report to enhance the engagement of Tesla with wide range of customers in the market. 


[bookmark: _Toc101358962]Background Tesla 
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Tesla is an electric vehicles producer and clean energy company which is founded in 2003 in California. Martin Eberhard and Marc Tarpenning are the founder of the company. Both electric vehicles and clean energy generation and storage products of Tesla are very famous in the world that is increasing the market share of the company in the global business environment. The mission of Tesla is to accelerate the global transition to sustainable energy. On the other hand, the vision of the company is to become the most compelling car company in the 21st century by ensuring the global transition to the electric vehicles. About 70,757 employees are associated with the company in different countries which denotes to the strong human resource of the organisation to manage the electric transition. About $31.5 billion has been generated as revenue by Tesla from the international market at the year ended 2020. Moreover, about 14% market share is grabbed by Tesla in the worldwide electric vehicles industry. 


[bookmark: _Toc101358963]Defining communication 
Communication is a systematic process of sharing views, ideas, thoughts, values and message with others so that the association between the parties can be ensured in the effective manner. For instance, the communication can be defined as providing, receiving and sharing information with others. The communication can be verbal, nonverbal and written between the parties. In the modern age, the importance of communication has been increased among the people (Hartley, 2015). The effective communication in business is also desired in the recent age so that the potential customers can get the promotional message from the companies. The competition in the market is also being increased rapidly so as the significance of communication. By the invention of the modern technological tools, the process of communication has been made easier in recent age. In various promotional campaign of the organisations, the online communication and different kinds of technological tools are widely used to get connected with others associated with business. In reality, the management of Tesla also adopts variety of ways of communication to signify the uniqueness of products and uphold the product offering to the customers in international market. 


[bookmark: _Toc101358964]Explanation of a communication model 
The linear communication is considered one of the key communication models that maintain the one-way communication between the parties. At the inception point, the sender encodes the message before sending to the receiver. After that the encoded message is transmitted through a channel to the receiver (Munter and Hamilton, 2014). Getting the message from the sender, the receiver decodes the message. Hence, noise can interfere the original message and some portion of message can be changed. As per removing noise, the receiver uses the message in optimum ways. The broad explanation of linear communication is given as follows: 
[image: Illustration showing two round smiley-faces. An arrow leads from the left face to the right one. The left is labeled "Sender" and has "Encoding" on its head. The right is labeled "Receiver" and has "Decoding" on its head. Two stars appear near the arrow, labeled "Noise." The arrow is labeled "'Hello!' = Message/ Channel." ]
Figure: Linear communication model by Andy Schmitz
Source: (Munter and Hamilton, 2014)
Sender: A sender is the person who sends the message to the receiver by encoding the original message. For this reason, the sender is denoted as the initiator of the communication process. The message is basically derived from sender (Hartley, 2015). For example, when a person give message to another he is called as sender of the message as per the linear communication model. 
Receiver: The receiver is the person who receives message from the sender. Hence, the decoding activities are done by receiver to perceive the ultimate message can be easily perceived (GUFFEY, 2022). The process of communication basically revolved as per the receiver so that the meaningful communication can be taken place. 
Message: The message is denoted as the meaningful contents that is transmitted between the sender and receiver. The message can be written, oral, verbal or non-verbal but it must be meaningful to the receiver so that the ultimate motto of communication can be achieved (GUFFEY, 2022). Hence, the eye contact and smile are also regarded as message that can be transmitted between sender and receiver. 
A Channel: The way by which the message is transmitted between sender and receiver is known as channel. In the linear communication model, the message is processed on one-way direction (Munter and Hamilton, 2014). The television, computer and different technological tools are used as communication channels in the recent age to the business organisations. 
Noise: The term noise is denoted as factor that interfere the communication process of sender and receiver. Noise can be internal or external that can create difficulty in communication (Hartley, 2015). The parties associated with communication tends to remove noise from the communication activities so that the effective message can be transmitted. 


[bookmark: _Toc101358965]Definition of Integrated Marketing Communications 
The integrated marketing communication refers to link together all kinds of communication and message of the organisation. Hence, the business organisations tend to connect all kinds of promotional tools together, so that they can work in harmony and add values for the organisation (Chettiar et al., 2018). In the promotional activities of Tesla, the integrated marketing communication is focused by the marketing manager as the company use a variety of promotional media and they are linked together to associate the potential customers in the international market. The stages of integrated marketing campaign of Tesla are explained as follows: 
Defining audience: At the inception point, the management of Tesla defines the audience in the market. For instance, the research is conducted on the customers to identity the value added customers from the market (Bothma, 2019). Hence, the market segmentation, targeting and positioning strategies are applied by Tesla. The physiographic and behavioural market segmentation strategies are applied to segment and target the audience to create the positioning in the market. 
Setting promotional objectives: As a part of integrated marketing communication, Tesla sets the promotional objectives of different products (Bothma, 2019). In setting the promotional objectives, the demands and income level of target customers is considered so that Tesla can promote their products effectively to the target audience. 
Setting promotional budget: Tesla communicates the promotional budget with the financial managers if the promotional objectives set successfully (Munter and Hamilton, 2014). Hence, what amount will be incurred as cost in undertaking the promotional strategies are mainly analysed so that the company can prepare the meaningful budget based on promotional campaign. 
Designing promotional mix: Hence, the product, price, place and promotional strategies are set by the marketing managers of Tesla. The ideas of products and it quality are decided by the managers. Moreover, the premium pricing model is followed by the company to set the price of electric vehicles (Munter and Hamilton, 2014). The organisations follow the social media and online based promotional methods to promote effectively its products. 
Evaluation of results: Finally, the results of different integrated marketing communication approach are followed by Tesla to evaluate different promotional techniques. Basically, the deviation of the expected and actual promotional approaches is compared in this phase and different kinds of corrective actions are undertaken. 
[bookmark: _Toc101358966]Explaining the new promotional strategies that the company can use to raise brand awareness 
The electric vehicles industry is highly competitive and the effective promotional strategies need to be undertaken by the company so that Tesla can grab more values than that of its competitors in the market (Bagozzi, 2017). The porter’s five forces model and porter’s generic strategies are reviewed properly in formulating the new promotional strategies fit for Tesla. The promotional strategies that can increase the brand awareness of Tesla are explained as follows: 
Word of mouth promotional strategy: In the modern age, the word of mouth promotional strategy is highly fit for the context of Tesla. For this reason, the brand referral program can be arranged by Tesla to reward people who share the experiences with others about the company. In recent age, the customers trust friends, family and co-workers than that the brand owned channels (Eastman et al., 2019). For this reason, the word of mouth promotional strategy can add higher values than that of conventional promotional techniques. In this way, many kinds of people can share their good feeling about the products of Tesla and it can motivate others to purchase the electric vehicles from the organisation. 
Running social media contest: The social media contest can be run by the management of Tesla as a promotional strategy to increase the brand awareness of the company. The wide range of community is associated with different social media and the social media contest can ensure the participation of many kinds of people from various countries (Bagozzi, 2017). By this way, the company can promote about the organisational products to the people of the society and the people can be enabled to know about the electric vehicles. The social engagement of Tesla can also be stronger if the social media contests are arranged by the company 
E-mail based promotion: The marketing managers of Tesla can mail the target customers about the product offering to attract them to the organisational products. Hence, different kinds of products and their values can be communicated directly with the customers to the market to increase brand awareness of Tesla (Eastman et al., 2019). The promotion through e-mail has low costs and the overall cost structure to the promotional activities of the company can be reduced in the large extent. 
Value based marketing: Tesla can carry out the value based marketing of its electric vehicles towards the customers in global market. By the application of value based marketing process, the company can easily communicate the values of its values to the audience and the attractiveness of the products can be increased in the proper manner (Bagozzi, 2017). The diverse channels can be used including satellite TV, social media, bill board and so on to the value based marketing activities of the organisation to promote the products in the high extent. By choosing this promotional strategy, Tesla can properly communicate the values of different products to target customers and the brand awareness can be increased in the global marketplace. 
[bookmark: _Toc101358967]Branding and brand equity 
Branding: The branding is the systematic ways to creating the positive perception of the products and services of an organisation to the mind of the customers through the company logo, design, vision and vision. The branding strategies of the companies can differentiate the brand from other existing brand in the market (Lee, 2015). At the activities of branding of the organisations, the companies tend to increase the brand image of the company so that its brand image can be superior in the market to grab the superior customer values. 
Brand equity: The term brand equity denotes to the value premium of a products that the company created in compared to a generic equivalent in the market. The brand equality of a product can be made as per making it memorable to the customers or maintaining superior quality and earning reliability from the consumers (Lee, 2015). Above all, the brand equity is the uniqueness of the brand that is acknowledged by the customers in the market. To become, the worldwide brand, a company must focus on the brand equality of its product. By increasing the brand equity, the chance of value addition from the competitive market can be increased that lead to sustainable success of the company. 


[bookmark: _Toc101358968]Relating Keller’s Brand equity model to Tesla 
Profession Kevin Lane Keller devised the brand equality models which is applied to increase the brand quality of different products of the organisation. About four pyramids are existed to Keller’s Brand Equity Model. The elements of this model are explained as follows: 
[image: Keller's Brand Equity Model — What It Is & How to Use It | by Keaton Hawker  | Medium]
Figure: Keller’s Brand equity model
Source: (Mohsin, 2019)
Identity: To boost the brand quality of the organisations, at the inception point, the companies need to communicate and figure out the brand towards the customers. Hence, the marketing managers need to ensure the target customers are getting the right message from the promotional techniques (Lee, 2015). By providing right message and effectively promotional strategies, the string identity of the brand can be created among the customers in competitive market. 
Meaning: If the general identity of the brand is placed properly to the market, Tesla needs to uphold the meaning of the brand towards the customers. By this way, Tesla can create the loyal customers to the market. Tesla could create the meaning of the brands around the customers through a number of things (Mohsin, 2019). It can be quality or price of the products so that the target audience can perceive the ultimate meaning and become the regular customer of the brand. 
Response: The judgement and feeling of the customers are mainly analysed in this sector of pyramid. When the customers purchase the products of Tesla, what are their feeling on the brand need to be assessed effectively by the management of the company (Mohsin, 2019). Whether the reputation of the company live up that are discussed in the previous pyramid need also be discussed to assess the response from wide range of community on the brand. 
Relationships: Based on this brand equity model the relationship between the company and customers in the market are focused at the highest section of the pyramid. The level of loyalty of the brand and the brand awareness among the customers in the society are basically analysed in this phase. The level of relationship denotes the organisational brand loyalty to the community that is effective to add more values than that of competitors. 


[bookmark: _Toc101358969]Discussion of customer journey and customer touchpoints for chosen organisation
Customer journey denotes to the customer’s path through different touchpoints to make decision to purchase the products from the organisation. The activities that are implemented by the customers of Tesla before purchasing a product from the organisation are referred as the customer journey of the organisation. Different stages are maintained of the customers of Tesla in their customer journey. They are explained as follows: 

Figure: Stages of customer journey in Tesla
Source: (LUIF, 2020)
Awareness: The first impression about the products are seen in the awareness stage. The problem of the customers is considered by themselves and they search the best suited product to fulfil their needs. Hence, the required information about the brand of Tesla are gathered by the customers before taking the purchase decisions (DIETSCHE et al., 2020). For instance, the purchasing activity is mainly initiated in this stage by the customers. 
Consideration: The research on the customer needs and seeking out the best products are continued in the consideration and evaluation stage. The prospect of the initial research of the customers are also analysed effectively in this stage. The customers compare only a few option in this phase to consider the brands (LUIF, 2020). For example, the customers of Tesla compare a few electric vehicles brand in this stage to choose for optimum one. 
Decision: By analysing different options of the customers, they take the purchase decisions in this phase. By conducting all kinds of research by the potential buyers of Tesla, the final purchasing decision is made in this stage and buying activities are performed to the best fitted products. Moreover, the review of the customers is highly effective in this stage in the context of customer journey.  
Retention: The ability of the companies to retain its customers are basically analysed here. After selling the products, the management of Tesla is subject to provide the post purchase service guarantee and warranty to satisfy its customers and make them loyal to the brand (DIETSCHE et al., 2020). By this way, the management of Tesla tends to retain its customers in systematic way. 
Advocacy: The advocacy by the customers is considered as the final stage of customer journey. Hence, the customers are satisfied with the brand and the positive thing of the brand is presented to the society with word-of-mouth way (DIETSCHE et al., 2020). By providing the good quality of products, Tesla intends to make advocacy of the customers in market. 

The term customer touchpoint means the interactions of the customers that are conducted every time of purchasing a product from organisations. The customer touchpoint can be classified into three distinctive categories. They are explained as follows: 
Touchpoint before purchasing: A wide range of customers of Tesla interact with the organisation before purchasing products. For example, the communication through social media, seeing online advertisement, participating company events and so on to undertaken the brand and make the purchase decisions. Every kind of interactions of the customers with the brand is regarded as touchpoint before purchasing. 
Touchpoint during purchasing: The touchpoint during purchasing are conversation with the sales presentative of Tesla, searching product catalogue, product review and so on. The touchpoint of customers during purchasing are very effective as they interact these activities to take the final purchasing decision. 
Touchpoint after purchasing: The subscription renewals, greeting letters, cross selling e-mails and different kinds of interactions are maintained at the touchpoint after selling (Bagozzi, 2017). By this way, the management of Tesla intends to build good customer experience with the organisation and make them loyal aiming large extent of value addition. 

[bookmark: _Toc101358970]Customer journey map of Tesla 
[image: ]
Figure: Customer journey map of Tesla
The customer journey map of Tesla is divided into some categories. They are described as follows: 
Watching: It is denoted as tipping point and the customers watch of the products of Tesla with interest (Pillot, 2020). The customers can feel desirous or uncertainty in this phase. The customers also judge different kinds of cars of Tesla in this section of journey map to undertake the effective buying decision. 
Purchasing: The purchasing of the customers can be euphoric or in doubt. The euphoric customers make different research and make the buying decision. The activity of buying is taken place in this phase and the customers make the buying decision as per their research. 
Waiting: The customers need to wait to get the products from the organisation. Hence, they can be anticipating or impatience on Tesla (Pillot, 2020). In this phase, they can learn more and about the organisation to get their products.
Learning: Getting delivery, the customers can learn to drivee. Hence, the customers can dread or engaged to the brand (GLAZER & WOOL, 2022). The problem of charging can be faced but the long trip can be available with the electric vehicles of Tesla. 
Part of the club: By using the products of Tesla, the customers can be disappointed or contented. Sometimes, the fix of the car is required and the company is positive with all queries of customers. The engagement of the customers with the company can be increased throng this phase of customer journey map. 
Wanting to do more: The customer reset their charging pattern and they can want to this more. By this way, the customers can be empowered or frustrated. By analysing the customers journey map of Tesla, it has been determined that the customers are highly engaged with the brand. 


[bookmark: _Toc101358971]Analysis of Total Engagement Model in the point view of chosen company 
[image: The total engagement model | Download Scientific Diagram]
Figure: Total engagement model
In the total engagement model, the companies put everything together so that the effective system can be built. All kinds of activities of the companies need to align in unified plan for customer management to add the superior values. 
For instance, Tesla makes the organisational plan together with organisation and employees so that the customer engagement can be managed effectively. By this way, the company subject to gain the customer value provision through its products. In this case, the internal culture, advertising activities and customer experience are analysed effectively by the marketing managers so that the organisational promise towards customers can be maintained in proper manner (Bagozzi, 2017). Tesla maintains the diverse channels for brand advertising and the previous experience of the customers are considered to launch the promotional campaign of the company. Hence, the employees are trained effectively to fulfil the needs of customers and ensure the customer value proposition. By applying the total engagement model of Tesla, the company aims to deliver the value added products to the customers in electric vehicles sector. 
[bookmark: _Toc101358972]Conclusions 
It can be concluded that the marketing activities of Tesla are very effective for superior customer value position in the competitive market. The communication model applied to organisation are discussed along with the integrated marketing communication of Tesla. By evaluating the macro environmental factors, the effective promotional strategies are recommended for Tesla to increase the brand awareness. The brand equity and Keller’s brand equity model are discussed in the point view of Tesla so that the company can increase its brand equity to the market. The customer journey of the within Tesla are discussed with analysing the customer journey map. Finally, the total engagement model is discussed in the point view of Tesla to grab superior customer value from highly competitive market. 
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