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Introduction

This report outlines the critical analysis and evaluation of Tesla Corporation in relation with its process and stages of marketing, external environment analysis and stakeholder engagement and their impact on the organisation marketing activities. With increasing complexities and dynamic variables in the business environment, it is very important for the organisations to strengthen its marketing practices, understand and meet the needs of different stakeholder groups and proactively scan both internal and external environment to reinforce the strategic capabilities against the available opportunities and threats. This report also comprises of significant recommendations for the future vision and roadmap of Tesla.
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In relation to Tesla, the company was founded back in 2003, recognised for designing and developing advanced electric vehicles for the entry level luxury customers. The company has designed many of the prominent vehicles such as Model 3, Model X, Model S and Model Y manufactured at its factor in Fremont, California where many of the vehicle components are also developed. In 2020, the market valuation of Tesla topped 100 billion U.S. dollars and the company also gained a leadership position in the battery-electric car sales for the U.S. market (Feuer, 2020). Additionally, the key competitors of the TESLA include FORD, General Motors, Toyota, and Volkswagen.

[bookmark: _Toc58623557]Processes and stages of marketing including the role of the marketing mix

[bookmark: _Toc58623558]About marketing and process

According to Rather and Sharma (2017), the key objective of marketing is to create value for the customers and develop long term relationship with them to gain a competitive advantage in the industry. It furthers helps in determining the value proposition encompasses a set of values and benefits that it promises to deliver to its consumers. Keiningham et al (2020) also stated business practice towards marketing encompasses a series of steps that enable company to discover customer problems, explore market opportunities, and exploit significant resources to reach the desired audience. However, marketing of product or company offering has gained many challenges due to higher saturated market as a result of globalisation.
A marketing process is a deliberate sequence of different stages that help the management in determining and reaching towards the strategic objectives. It helps in providing clear map of the organisation goals and the ways to attain them (Hong and Park, 2020). The key stages in the marketing process include – mission statement, situational analysis, strategy, marketing mix, implementation, and control. A diagram has been also drawn below to illustrate these different levels – 
Marketing Process Overview


Mission

Situational Analysis



Marketing Strategy


Marketing Mix
Implementation and Control
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The key stages in the marketing process have been described below – 
· Mission – In the first stage of marketing process, it concerns with identifying and understand the organisation mission and Engel (2018) stated that a mission statement describes why an organisation is in business and how it can benefit customers. It must be future forward, inspiring and straightforward so that the management can gain higher employee commitment and engagement. Taking an example of Tesla mission, the company mission is to accelerate the world transition to sustainable energy (Sterba et al, 2019). 
· Situational Analysis – In the second stage of marketing process, it includes the management practices to assess both internal and external business environment that impact the business and market (Hollensen and Opresnik, 2019). It helps in discovering organisation strength, capabilities and resources through which the company can deal with the external environment which is uncontrollable. The situational analysis offers a clear view of the organisation including its objectives, customers, competitors, industry trends, position in the industry, market environment and so forth and hence, ultimately help the company in its future growth and strategic plans.
· Marketing Strategy – The third step in the marketing plan is to develop a marketing plan and objectives specifically targeted towards the customers and must also encompass the prognosis of the anticipated results. Developing marketing strategy and plan will help the management in defining of target audience, setting up measurable goals and identifying and establishing the marketing budget.
· Marketing Mix – It is one of the most important stages in the marketing process where the organisation requires to convey the value of its products with the help of marketing mix encompassing company approach associated to product, price, place and promotion. With the help of its marketing mix, any of the company can positively strengthen its position in the market. Today, marketers further extended the four P’s in the marketing mix and hence, also focused towards approaching process, people and physical evidence elements to better gain customer awareness and loyalty (Rathod, 2016).
· Implementation and Control – At this last stage of the marketing mix, the marketers need to put the plan into action and persuade the existing and prospective customers about their product or services. It further requires constant monitoring of the different measures so that to make the plan successful and if deviation is there, the marketer requires to adjust their strategies to improve the result. It also requires continuous monitoring of the different other factors for the purpose of benchmarking as this help the management to improve its overall competitive position in the respective marketplace.
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To better explore the external environmental factors impacting Tesla marketing practices and goals, PESTLE framework has been used below determine the impact of political, economic, social, technological, legal and environmental factors on the company operations and strategic directions.


· Political Factors – The political environment requires management to watch on the different government regulations regarding trade policies and programmes, procedures and industry regulations directly or indirectly impacting the company decisions and practices. In relation with Tesla, the US central and state government further aiding Tesla sustainability vision and hence, granted a $465 loan (Gustin, 2013). Similarly, if Tesla plans to move its production unit in any other nation, it is very important for the organisation to meet all essential laws and regulated guidelines prescribed by the government while developing a better relationship with the government.
· Economic Factors – The higher the stable an economy is, the greater number of opportunities will be gain by an organisation. In contexts of Tesla, the company attained numbers of opportunities due to strong economic position of the United States and as Tesla is a U.S. based corporation, the company will enjoy higher wealth distribution with people increasing awareness towards adopting greener technologies. According to statistics, U.S. economy has been predicted to rise by 2.25 % (Helseth et al, 2020) though, Tesla growth opportunities will be hampered due to non-stability in the developing markets such as Asia and Europe.
· Social Factors – Social environment helps the organisation to understand and target as per the change in demographics, trends, cultural and community behaviour. Tesla is target broader customer segment who are looking for buying more environment friendly products and tech-savvy and with increasing prices of the fuel, the consumer will definitely purchase the electric vehicles in near future considering contribution towards the future generation. As Tesla deals and sales sustainable products, it is clear that the future growth of the company business model is remarking and much acceptable in the diverse societies and countries.
· Technological Factors – With increasing digital literacy and starting of Industry 4.0 era, there are abundant of opportunities arises for the organisation in the side of technological development and acceptance. According to Saeidi et al (2019), technology is definitely the biggest factor that determines how competitive a brand in today’s competitive environment. In contexts of Tesla, the company is facing strong rivalry with the development of new concepts of driverless vehicles that may further be drive by the big corporations such as Google, Uber and BMW. Furthermore, continuous change in technology further impacts Tesla competitiveness in the global marketplace.
· Environmental Factors – It concerns with the company practices towards the environment and sustainability. From Tesla perspectives, the company is having positive goodwill due to selling of electrical vehicles and sustainable products in the developed market. In addition, Tesla is also working towards achieving higher efficiency in its supply chain and distribution network through the implementation of technologies.
· Legal Factors – To have long term sustainability in any market, it is necessary for an organisation to fulfil substantial laws and legislations enforced by the government for the betterment of consumers, employees, society and organisation. It is important for Tesla to follow this environmental factor much seriously or else there may be chances to face any sort of legal penalties or rules. For instance, Tesla is currently facing a legal suit over sudden acceleration leading to injury or damage to the people and this lawsuit imposed by the National Highway Traffic Safety Administration (NHTSA) with opening a petition, which encompasses 127 customers complaints and hence, makes an enquiry to neatly 5 00000 Tesla vehicles with likely accidental acceleration issues (Kolodny, 2020).
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Threat of Substitute is high


Bargaining Power of Suppliers is high
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Threat of New Entrants is Moderate




Threat of New Entrants
There is a medium threat of new entrant into the Electronic Vehicles (EVs) industry as many big organisations are into the race to diversify a new product line with EVs vehicles such as BMW, Toyota and General Motors, however, they are either expensive or the performance is not up to the mark. Furthermore, any new potential entrant will face similar challenges that these big corporations faced and hence, until n unless, innovative solutions are not be drawn like Tesla, it is much challenging to penetrate this new market.
Bargaining Power of Buyers
There is high bargaining power of buyers as due to low switching cost like they do not like Tesla Model 3 car, it is much easy for them to choose other EVs such as Jaguar I-Pace or Audi E-Tron. Furthermore, price is an important factor while buying any product and in case of Tesla, its electric vehicles are much expensive and there are other substitutes available too in face of public vehicles, fuel based vehicles and so forth.
Bargaining Power of Suppliers
There is higher bargaining power in case of Tesla. For instance, Panasonic is one of the main battery suppliers for Tesla as the company providing lithium battery to Tesla and there are no other well alternatives for developing battery cells in self. This requires Tesla to make a positive relationship with Panasonic and other vehicle parts suppliers to be competitive in the electrical vehicle industry.
Rivalry among existing firms
There is a high rivalry among existing firms and Tesla is growing continuously due to its positive brand goodwill all over the world. However, many big automakers have already announced their plans to penetrate the EVs market soon. For instance, GM invested $2.2 billion for its first EVs plant and it will be much proficient of using an extremely flexible vehicle “architecture” (Ulrich, 2020). In addition, Tesla further has competition in solar energy are with organisations like Vivint, Trinity Solar and Sunrun.
Threats of Substitutes
The threat of substitute is moderate for tesla and here, the threats come from largely used gas and fuels vehicles. This substitute threat arises as manufacturing electric vehicles is quite expensive and this cannot penetrate for consumers belonging to mid-scale income level. Though, Tesla is planning soon to come up with complete EVs in next few years targeted to the average consumer’s income level group.
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According to Camilleri (2018), segmentation involves dividing the population into groups as per attributes such as age, social status, or behaviour towards the products and then the marketers develop the necessary plans and strategies to target these consumers. Targeting here signifies of selecting definite groups (segments) identified as an effect of segmentation to sell products to whereas positioning is the assortment and application of marketing mix the most apt for the target consumer segment. Tesla only truly serves one target market and the one they formed: i.e., the premium all-electric sports car marketplace. In the case of Tesla, the company use mono-segment positioning whereas the company products are much costly for an average customer and hence, the target customer segment for the organisation is wealthy people and households. Furthermore, they pay close consideration to understand consumer sub-group activity within this one market segment. In addition, Tesla’s new product pricing strategy is formed with the help of psychological theory but informed by a data-driven target market segmentation procedure.
	 
 
Segmentation type
	 
 
Segmentation criteria

	
	
	Tesla EVs vehicles

	 
Geographic
	Region
	North America and Europe

	
	Density
	Rural and Urban

	 
Demographic
	Age
	30 plus

	
	Gender
	Males & Females

	
	Income
	High earners

	
	Occupation
	Professionals, managers, and executives

	Behavioural
	Degree of loyalty
	‘Hardcore and Softcore loyal’
‘Switchers’

	
	Benefits sought
	Status, long term cost-effectiveness and perception of being environment friendly

	
	Status of user
	Non-users, potential users

	Psychographic
	Social class
	Upper class

	
	[bookmark: _ftnref2]Lifestyle
	Aspirer and Explorer
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Marketing mix of Tesla illustrates about the 7P’s with outlining company marketing strategy. It has been outlined as below – 
· Product- Tesla develops fully electrical vehicles, energy generation and storage systems, however, the major product developed by the company is electric sedans whereas the company also manufacture various sustainable energy technologies such as solar panels, supercharging stations and power wall. Some of its famous and renowned vehicles are Tesla Model S (a premium sedan introduced by the company), Tesla Model X (Safest sports utility vehicle) and Tesla Model 3 (a significant aspect of Tesla vision as it develops the electric car technology accessible to the more groups and demographics of consumers.
· Price – In relation to the marketing mix, Tesla opt for premium pricing strategy considering its first-mover advantage, the higher cost in research and development, but when associated to electrical vehicles of BMW, it does offer the vehicle at a low price. The price of Tesla Model S vehicle arrays from $69, 200 to $141, 200 whereas the BMW vehicle i8 cost at $144, 395. However, Tesla vision cannot be achieve withholding such high prices and therefore, the company come up with Model 3 with affordable price i.e. $35, 000.
· Place – Tesla has been founded in the U.S. and it’s headquarter is situated in California. The manufacturing facility has been located in California only which is nearly 5.3 million square feet and in the future, Tesla is planning to make it double due to the increasing demand and to support timely delivery. Furthermore, Tesla is also developing Gigafactory in Nevada to develop Li-ion batteries and hence, increase the rate of production. At present, the company is having its presence in North America, Europe, Australia, South Korea and Asia.
· Promotion – In today’s business world, promotion serve as a significant tool for business to increase their brand awareness at a higher phase, however, in case of Tesla, the company has a completely zero marketing budget and the company does not spend on billboards, advertising commercials or CMO and one of the key reason is that the company receives more number of cars order than they can create in real. The company supercharging stations are situated on highways and have company branding all over there. Furthermore, the company CEO Elon Musk also seen as a public figure and he has been seen up in many movies (Ironman) and interviews.
· People – People is an extended attribute of the marketing mix and in case of Tesla, this service mix is weak as when customers have concerns and questions, they are not able to get communicate with the required people after their cars have been transported. Being available to consumer’s means making a strong Omnichannel experience that sets resources in all the channels consumers want to use to communication the firm (Morgan, 2018). Whereas the Tesla Motors Club platform is also not strong and this may make some customers resist to use company products and services.
· Process – The company always concentrated on developing sustainable products with an unconventional manufacturing procedure though, due to increase in demand, the company is required to adopt different strategies similar to TQM of Toyota or developing of more manufacturing facility. It will help the business to upturn its sales volume and further drawn the interest of customers.
· Physical Evidence – It refers to the physical environment experienced by the customer, however, in the case of Tesla, it can be seen as the technical support and roadside assistance. A customer can avail technical support either through email to Tesla or checking of Owner’s manual whereas the roadside assistance can be avail by finding nearest service centres or use Tesla mobile application platform.
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Ultimately, Tesla has been well-recognised as the “Apple of Automakers” considering its constant innovation and long term farsightedness in the area of electronic vehicle segment. The company have strong marketing, however, the business environment is continuously changing and this requires Tesla to adopt strong strategies for the near future and it includes expansion of operations in overseas marketplaces to exploit the world-wide growth of the renewable energy sector, increase in investments for product innovation and diversifying the supply chain to decrease supply-side risks. The company has sufficient capital and projections of demand to work through the losses and this requires the company to invest in right places and outpace the competitors.
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In any business or organisation, stakeholders are known to be any of the individuals, groups or people having interest in an organisation and the result of its action. Some of the common stakeholders are customers, employees, suppliers, communities and governments. All these stakeholders have different interests and role and this differentiates them from management perspective. To better gain growth in the dynamic business environment, it is important for organisation to prioritize and meet the demand of certain stakeholder groups such as government, the board of directors and so forth. Hence, it is important for the organisation to conduct a stakeholder analysis – an effective process for recognising, prioritizing and understanding the stakeholders.
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In contexts of Tesla, it is vital to make a tight association with the below group of stakeholders so as to achieve the strategic objectives proactively. The list of stakeholder for Tesla comprises of employees, owners, customers, managers, environmentalists and investors. These stakeholders influence the company directly or indirectly while undertaking important corporate decisions.
External Stakeholders
· Customers
· Government
· Competitors
· Environmentalists
TESLA MOTORS
Internal Stakeholders
· Employees
· Shareholders





In the case of consumers, the company is continuously catering their dynamic needs by offering innovative products through investing highly in the research and development (For instance, investment of 1.5 billion U.S. dollars in 2018). Tesla performance and productivity is based on employees as stakeholder groups. The company also help them in their development through offering various career development opportunities and open culture. The next stakeholder of Tesla is environmentalists and the management of the company here ensures that its objectives and goals are well aligned with the protection of environment and sustainability. The shareholders and investor help Tesla in its growth and the principal interest of these stakeholders is to earn higher dividend and return and this can be achieved more if Tesla pursues higher growth plans as well as innovation. The government as the stakeholders expect from the company to follow significant laws and regulations or it may negatively impact on Tesla. For instance, the company was fined with $31, 000 for misleading hazardous waste. The competitors are also known as Tesla external stakeholders and they watch on Tesla plans and approaches to strength their strategic capabilities and gain more number of customers in the electronic vehicle market.
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From the perspective of Freeman (1984) theory, stakeholders can be classified into four groups with relative cooperative potential and competitive threat. These four groups include – offensive, swing, defensive and hold. In offensive category, the stakeholders are regarded as by high cooperative potential and low competitive threat and in case of Tesla, the organisation trades their electric vehicles at superior prices to the shoppers and many other buyers favour to buy a vehicle from Tesla due to its environment friendly characteristics. In addition, the marketers further invest more in research and marketing of their new vehicles to gain more number of customer. The customer further is communicated by different mediums such as social media sites i.e. Facebook and Twitter and consumer survey. It helps the customers to be aware of the new developments of Tesla and for the company, it helps to drive higher customer loyalty and engagement.
The next category is the swing and here the stakeholder attribute to reflect high cooperative potential and high competitive threat. Bettinazzi and Zollo (2017) argue here that the stakeholder has the capability to affect the results of a specific situation inside the business and at any period. In contexts of Tesla, it can be effectively coordinated with the government agencies and a case explained above in relative to an explicit scenario linked to (SEC) which is also one of them. More specifically, Tesla CEO was fined for “wrong and deceptive advertisement”, they hook the board to develop a compromise until and unless a contract was offered amid both corners.
The next category is “hold” and this reflects the low cooperative potential and competitive threat and in the case of Tesla, suppliers can be perfectly aligned. For instance, Panasonic was one of the battery suppliers for the company who also owns certain kind of matching values such as Tesla encompassing belief and conviction system in course of a common goals. In relation to this, Tesla and Panasonic are also recognised as production allies. Here, Tesla communicates with them through a long term signed agreement where both of the parties agreed to trade for a definite period of time. Tesla may not identify any big challenge from these stakeholders groups, however, require to develop long term relationship due to high bargaining power of them.
Lastly, the category is defensive where the stakeholder groups such as investors reflect low cooperative potential and high competitive threat. Here, these stakeholder groups may not provide necessary value to the enterprise though while achieving strategic objectives, their decisions may cause a greater influence. Shareholders or investors can come under defensive category who seeks for a firm making maximum profit and also their views and judgements impact organisation strategy in order to gain the respective goals. The CEO of Tesla also perceives to be an idealistic leader who has also capitalised a big amount in the enterprise. For case, Elon Musk expends $10 million of his individual money on Tesla shares. The company can communicate these stakeholders through its annual report and plans.
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Ultimately, Tesla has shown its effectiveness in various areas such as R&D and this help the company to fulfil the meet of different stakeholders making Tesla be perceived as a responsible and reactive enterprise. However, it is necessary for the company to discover more stakeholder groups and better exploits marketing approaches to make them integrated while achieving strategic objectives. For instance, Tesla can bring up more low cost models of their electrical vehicles in order to fulfil the demand of consumer as a stakeholder group. It is also recommended to Tesla that the company should differentiate its stakeholder groups based on their role and power.
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 Ultimately, the company needs to ensure that all their stakeholders’ expectations are met proactively to gain higher engagements.
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