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[bookmark: _Toc143880921]Introduction
In this report, we will examine Tesla's various digital marketing strategies so that we can better understand the company's ethos. The report paints a comprehensive picture of the company's digital marketing environment by addressing a vast array of digital marketing-related topics. Consumer insights are essential to comprehending the preferences, routines, and expectations of Tesla's target market. With this knowledge, marketers can modify their strategies to target their targeted populations more effectively. This survey assesses the effectiveness with which Tesla's digital touch points contribute to a positive and engaging customer experience (Fahy and Jobber, 2019). An in-depth analysis of Tesla's competitors exposes the company's competitive advantages and differentiators in the electric vehicle market. This information could be used to modify the marketing strategy to increase market penetration. Good PR and governance initiatives are essential for brand success. This study investigates how Tesla handles online evaluations, consumer feedback, and potential reputational issues. At the conclusion of this investigation, I will provide a comprehensive digital marketing strategy that integrates everything my analytical research has found out thus far. It provides a comprehensive analysis of Tesla's strategies for increasing sales, expanding its client base, and fostering brand loyalty among its targeted market. For marketers, followers, and other stakeholders interested in learning more about Tesla's online presence and its impact on the company's success, this report investigates these components in depth to provide a comprehensive picture of the organization's digital marketing strategy (Janiah, 2019).

[bookmark: _Toc143880922]1.1 Organisational Strategy
The ambitious goal of expanding the worldwide transition to renewable energy that Tesla has set for itself is the impetus behind all its endeavours. The company's intention to encourage the use of renewable energy sources is evidence that it is committed to doing everything it can to reduce its negative effects on the environment. The core of Tesla's guiding concept may be broken down into three categories: excellence, sustainability, and innovation. They are always questioning the standards that have been established to both innovate and protect the environment (Morgan et al., 2019). Tesla's marketing strategy is focused on its early adoption of green transportation and energy technologies. Electric car manufacturing by Tesla sets this milestone. Despite the growing electric car market, Tesla remains the industry leader. Their drive to innovation in self-driving vehicles and future battery technologies has led to their success. The company's dramatic rise from small beginnings to electric vehicle market leader is chronicled in its history. This narrative gives consumers and corporate leaders hope for eco-friendly transportation. Tesla has made some progress in challenging the status quo and laying the basis for a greener future (Shah et al., 2019).

[bookmark: _Toc143880923]2.0 PESTLE Analysis – Current UK Market
[bookmark: _Toc143880924]Political Factors:
Due to the British government's emphasis on environmental protection and pollution reduction, the United Kingdom is an essential market for Tesla's European operations. The government's commitment to sustainable transportation and Tesla's emphasis on eco-friendly vehicles are complementary. The current regulatory environment has both benefits and drawbacks. Government incentives for EVs may increase demand, and Tesla's incentives for EVs provide the company with a competitive advantage in the face of stringent environmental regulations (Adamova et al., 2020). Due to the uncertainty surrounding post-Brexit trade discussions, Tesla may need to make immediate adjustments to its supply chain and access to vital components.

[bookmark: _Toc143880925]Economic Factors:
The state of the British economy will significantly influence Tesla's future. Recessions and recoveries may affect luxury electric vehicle markets like Tesla's if consumers alter their purchasing habits (Beirman, 2020). Especially after Brexit, the effects of currency fluctuations on manufacturing costs and pricing may have an impact on the company's profitability and competitiveness. The demand for luxury electric vehicles may increase as family revenues rise, while it may temporarily decrease during economic downturns.

[bookmark: _Toc143880926]Social Factors:
Tesla's efficacy on the British market is significantly influenced by pre-existing cultural norms and perspectives. Tesla's objective of accelerating the global transition to renewable energy aligns with the current trend towards environmental consciousness and sustainability. As a result of this association, the public's perception of the company and its products, such as electric vehicles, may improve (Eriksson et al., 2020). The expanding population of urban regions in the United Kingdom presents Tesla with an opportunity to meet the mobility requirements of these individuals. Tesla's association with technical prowess and innovation may appeal to those seeking both prosperity and scientific advancement.

[bookmark: _Toc143880927]Technological Factors:
The technological environment of the United Kingdom has a substantial effect on Tesla's commercial operations. Due to its emphasis on autonomous driving technology, Tesla is well-positioned to profit from the rapid transition in the automotive industry. Considering its cutting-edge autonomous driving technologies, Tesla is well-positioned to maintain its industry dominance (Fuertes et al., 2020). Moreover, the development of an extensive EV charging infrastructure is crucial for the widespread adoption of electric vehicles. Due to its cutting-edge technology and battery advancements, Tesla is well-positioned to capitalise on future advancements in vehicle range, performance, and price.

[bookmark: _Toc143880928]Legal Factors:
The expansion and development of Tesla are contingent on the outcome of their legal dispute in British courts. Environmental regulations that are more stringent complement both the company's objectives and the rising demand for electric vehicles. Nevertheless, safety and liability regulations must be followed; this is particularly important given Tesla's autonomous driving capabilities (Katsikeas et al., 2020). To maintain its stellar reputation and consumer’s trust, the company must make every effort to assuage consumer’s concerns regarding accountability and ensure the safety of its products. Additionally, Tesla's ability to secure its intellectual property is crucial for preventing the misappropriation of its technological innovations.

[bookmark: _Toc143880929]Environmental Factors:
Tesla's actions and reception are significantly impacted by the ambiance of the United Kingdom. As awareness of climate change and the need to reduce carbon emissions increases, Tesla's electric vehicles and renewable energy sources flourish. Tesla's commitment to sustainable practises, which includes renewable energy solutions, makes it an ideal fit for the United Kingdom's aggressive investigation of renewable energy sources and reduction of its carbon footprint (Maksimov et al., 2020). Considering the changing automotive industry and the significance of having sustainable resources available for manufacturing, Tesla is re-evaluating its material procurement procedures to ensure environmental sustainability.
[image: PESTLE and mortar your rivals (in a nice, non-lethal way) - Dream End State]
Figure 1:(Adamova et al., 2020)

[bookmark: _Toc143880930]3.0 Consumer Insights
To gain insights into consumer behaviour, it is essential to understand customer objectives, requirements, and preferences. Tesla is considering two distinct models (Sun, 2023):

[bookmark: _Toc143880931]3.1 RACE Model
[bookmark: _Toc143880932]3.1 RACE Model for Tesla
Using the RACE strategy, Tesla could boost the effectiveness of its online marketing. During the "Reach" phase, the company may use innovative content, social media marketing, and influencer partnerships to increase brand awareness and attract new customers. Interactive experiences, such as configurators and virtual test drives, may motivate consumers to act during the "Act" phase. Increase the conversion rate of the "Convert" phase using personalised offers, convenient online payment methods, and honest pricing (Melović et al., 2020). Utilising "Engage" content, online discussion forums, and proactive customer service, Tesla's consumers can be encouraged to support the brand and its products. This comprehensive strategy is in line with Tesla's reputation for innovation and will facilitate the company's continued dominance in the electric vehicle market.

[bookmark: _Toc143880933]Reach:
During the "Reach" stage, Tesla is attempting to increase brand recognition and attract new customers. Due to the plethora of online advertising options, Tesla is now able to precisely target its intended audience. Tesla can effectively promote its cutting-edge technology and ethical business practises on Instagram, Twitter, and YouTube (Paul, 2020). Using captivating films that highlight the vehicle's cutting-edge technology is one strategy for attracting new Tesla customers. Tesla could gain access to new online communities and increase its visibility by interacting with notable figures and auto bloggers.

[bookmark: _Toc143880934]Act:
The objective of the "Act" phase is to convince individuals to act, such as visiting Tesla's website, engaging with interactive content, or subscribing to a notification service. The Tesla website must be both functional and attractive (Perevozova et al., 2020). Before making a final purchase decision, users can personalise their own Tesla using interactive tools such as the automobile configurator. Engaged users are more likely to interact with the business and make a purchase.

[bookmark: _Toc143880935]Convert:
Tesla anticipates that a visitor who selects the "Convert" icon will become a customer. In this circumstance, personalised email marketing efforts may prove to be quite beneficial. Tesla may send customised emails to consumers who have expressed interest in the company's products by perusing its website or engaging with its social media content (Paul and Mas, 2020). The calls to action (CTAs) in these emails should be explicit and unambiguous, requesting specific actions such as scheduling a demonstration drive, requesting pricing information, or making a purchase.

[bookmark: _Toc143880936]Engage:
To increase brand loyalty and advocacy, the "Engage" segment seeks to strengthen relationships with existing customers. Tesla can accomplish this due to its commitment to continuous communication and individualised service. The subscribers to the company's email newsletter will be among the first to learn of new energy-saving devices, software updates, and security enhancements (Quesenberry, 2020). Social media can facilitate connection in numerous ways, including through user-generated contents, consumer feedbacks, and prompt problem resolutions. Tesla may use upscale events, webinars, and seminars to promote and educate the public about its electric vehicles and eco-friendly technology. Using the RACE model, Tesla can develop a comprehensive digital marketing strategy that communicates with consumers at each purchasing stage. With this strategy, Tesla can attract new customers, inspire them to act, convert their inquiries into sales, and maintain their interest over time. To navigate the digital world and maintain the electric vehicle industry's leadership, priority must be placed on fresh data, customised interactions, and seamless user experiences (Tarsakoo and Charoensukmongkol, 2020a).

[image: How to Get Started With the RACE Model?]
Figure 2:(Melović et al., 2020)

[bookmark: _Toc143880937]3.2 Customer Life Cycle Management for Tesla
As Tesla utilises CLM more effectively, customer satisfaction and loyalty will increase. During the "Awareness" phase, Tesla may employ customised content and instructional resources to attract the interest of prospective customers. It has been demonstrated that increasing the likelihood of a transaction can be attained by providing clients in the "Consideration" stage of the sales funnel with detailed product information and engaging experiences, such as virtual excursions (Varadarajan, 2020). We can guarantee a positive experience from start to finish by streamlining the "Purchase" segment with transparent pricing and easy online transactions. After making a purchase, a client is retained in the "Retention" stage through proactive service, customised communication, and special offers. If Tesla uses the "Advocacy" phase to promote user-generated content and word-of-mouth, its market dominance could be sustained (Wibowo et al., 2020).

[bookmark: _Toc143880938]Awareness:
Tesla is endeavouring to raise awareness of itself, its eco-friendly vehicles, and its guiding principles at this juncture of the purchasing process. Tesla should utilise its vast online presence through digital advertising, social media, and content marketing (Yasa et al., 2020). Information about the benefits of electric vehicles and Tesla's technology may be provided to consumers who are contemplating transitioning to more environmentally responsible modes of transportation.

[bookmark: _Toc143880939]Consideration:
Customers contemplating the purchase of an electric vehicle are comparing the pros and cons of several manufacturers, including Tesla (Zia et al., 2020a). Due to the plethora of information about the company's products, including descriptions of each model, technical specifications, charging options, and estimated ownership costs, the Tesla website is an invaluable resource in this instance. One of the interactive tools available to Tesla consumers is a vehicle configurator.

[bookmark: _Toc143880940]Purchase:
Tesla strives to make each phase of the purchasing process as simple and expedient as possible for the consumer. Due to online marketplaces, consumers have significantly more options and flexibility when purchasing and customising cars (Agustin, 2021). To thrive, Tesla's online store requires clear menus, transparent pricing, and safe payment methods. A Tesla showroom is also a one-stop store where clients can learn about the company, test drive a vehicle, and speak with knowledgeable staff.

[bookmark: _Toc143880941]Retention:
By providing extraordinary after-sale service to its existing clientele, Tesla aims to retain as many customers as possible while simultaneously expanding its customer base. Through individualised email marketing, customers can receive programme updates, new features, and maintenance recommendations (Benzaghta et al., 2021a). The Tesla smartphone app gives users access to the Supercharger network and vehicle diagnostic information. Rapid problem resolution and proactive customer service are prerequisites for establishing long-lasting relationships.

[bookmark: _Toc143880942]Advocacy:
When new Tesla customers share their positive experiences with others, they become brand advocates for the company. The sense of community shared by Tesla's customers may be one strategy for encouraging advocacy. Contests, user-generated content, and special events can be utilised to encourage users to disseminate a brand's message (Borges et al., 2021). Customer-generated content and positive online evaluations may have a substantial impact on the purchasing decisions and attitudes of potential customers. Customers of Tesla can anticipate a more streamlined and personalised experience from the moment they discover about the brand until long after they've purchased a product, courtesy of the company's Customer Life Cycle Management strategy. This strategy not only enhances customer satisfaction, but also promotes brand loyalty and a positive customer experience. The continued support and encouragement of Tesla's customers throughout the entire customer life cycle may enhance the company's commitment to innovation and sustainability (Grant, 2021a).

[image: What is Customer Lifecycle Management?]
Figure 3:(Varadarajan, 2020)

[bookmark: _Toc143880943]4.0 Customer Experience for Tesla
If Tesla is to flourish in the highly competitive automobile industry, it must provide superior customer service. If the business constructs an in-depth "persona" for each of its consumers, it may have a stronger ability to meet the needs of its many different types of customers. You can determine the points in a customer's journey where they require more individualised care by monitoring their behaviour from the initial point of contact to their ongoing advocacy. By utilising the proper channels, you can ensure that the appropriate individuals hear your message (Huang and Rust, 2021a). Social media and online forums can be used effectively to attract tech-savvy consumers, whereas informative mailings can reach those who are concerned with the environment. Customer referrals from peers and family can be advantageous. Tesla enhances consumer relationships by personalising experiences for each buyer persona and arranging engagement activities around each individual unique travel schedule. This strategy has helped Tesla stand out in the extremely competitive automobile industry by increasing customer satisfaction, brand loyalty, and positioning the company as one that values and respects its diverse clientele (Li et al., 2021).

[bookmark: _Toc143880944]Personas:
Environmental Enthusiast (Sophia): Sophia is dedicated to preserving the environment and always searches out more eco-friendly alternatives. She enjoys purchasing from companies that share her values and is searching for a vehicle that will help her reduce her carbon footprint (Prasanna et al., 2021).

Tech Innovator (Alex): Alex's fixation with cutting-edge technology is the reason for his repeated visits. He places a premium on performance, cutting-edge technology, and innovative designs in automobiles. Additionally, he is optimistic regarding the future of electric and autonomous transportation technologies (Ye et al., 2021).

Urban Commuter (Emma): Emma resides in the city and manages her finances and time responsibly. She desires a fashionable vehicle that can manage the obstacles of city transportation, such as parking and traffic (Dolnicar, 2022).

[bookmark: _Toc143880945]Customer Journey:
[bookmark: _Toc143880946]Awareness:
Sophia: Sophia learns about Tesla's commitment to renewable energy sources through their tweets and environmental websites (Benzaghta et al., 2021b).

Alex: Alex visits several websites to learn more about Tesla's autonomous vehicles (Grant, 2021b).

Emma: Emma observes a Tesla while travelling on the tube. She searches the Internet for additional information about the miniature electric vehicles (Huang and Rust, 2021b).

[bookmark: _Toc143880947]Consideration:
Sophia: Sophia investigates the Tesla website and reads customer reviews to gain a greater comprehension of the environmental benefits of electric vehicles.

Alex: Alex evaluates Tesla's advancements by analysing the company's battery technology, autonomous features, and consumer feedback (Benzaghta et al., 2021c).

Emma: Emma evaluates the numerous compact Tesla’s based on their fuel economy, charging time, and manoeuvrability.

[bookmark: _Toc143880948]Purchase:
Sophia: Sophia orders a Tesla Model 3 with numerous eco-friendly features.

Alex: Alex orders a Tesla after test-driving one and being extremely impressed with its technology and performance.

Emma: Emma decides to visit the nearby Tesla dealership and test drive a Model Y after hearing that it is the best vehicle for navigating cities (Huang and Rust, 2021c).

[bookmark: _Toc143880949]Retention:
Sophia: After purchasing a Model 3, Sophia receives invitations to eco-friendly events and individualised emails with tips on how to increase her vehicle's fuel efficiency.

Alex: Alex's Model S and involvement in the community are improved by the regular software updates he receives from Tesla via the company's mobile application (Tarsakoo and Charoensukmongkol, 2020b).

Emma: Due to the app's maintenance alerts and charging recommendations, Emma's Model Y always functions effortlessly and efficiently.

[bookmark: _Toc143880950]Advocacy:
Sophia: Sophia tweeted about her experiences driving sustainably to encourage her followers to select more eco-friendly modes of transportation (Zia et al., 2020a).

Alex: Alex's cross-country trip in an autonomous Tesla has helped him gain a substantial YouTube following.

Emma: Due to the advantages of the Model Y in urban environments, Emma has recommended Tesla to her peers who also face difficulties with their daily commutes.

[bookmark: _Toc143880951]Identify Channels:
[bookmark: _Toc143880952]Awareness: 
There are journals devoted to sustainable living, tech news websites, and social networking sites (such as Instagram, Twitter, and others) among the other available online resources (Dolnicar, 2022).

[bookmark: _Toc143880953]Consideration: 
In addition to Tesla's own website, evaluations are also available on YouTube and automobile-specific discussion forums.

[bookmark: _Toc143880954]Purchase: 
An online store and scheduling portal for demo drives.

[bookmark: _Toc143880955]Retention: 
There are also targeted email marketing campaigns and a smartphone app for piloting Tesla vehicles (Ye et al., 2021).

[bookmark: _Toc143880956]Advocacy: 
Examples include word-of-mouth, social media, and YouTube.
Tesla can meet the specific needs and goals of each persona by gaining a comprehensive understanding of each persona, monitoring each persona's voyage, and identifying the most effective communication channel (Li et al., 2021). This strategy increases brand perception, consumer loyalty, and positive word-of-mouth.

[bookmark: _Toc143880957]5.0 Competitor Analysis: 
[bookmark: _Toc143880958]Porter's Five Forces Analysis for Tesla
To analyse Tesla's competitors in the automotive industry, we can use the Porter's Five Forces Model. All parties, including adversaries, recent entrants, consumers, and suppliers, are subjected to the scrutiny they merit. This study demonstrates to Tesla the scope of competition from established manufacturers, the difficulties faced by newcomers, the stability of relationships with customers and suppliers, and the threat posed by alternative transportation options (Fahy and Jobber, 2019). This data bolsters Tesla's standing as a game-changing innovator in the automobile industry by assisting the company in proactively managing market dynamics, capitalising on strengths, and avoiding setbacks.

[bookmark: _Toc143880959]1. Threat of New Entrants:
The introduction of new competitors does not pose a significant threat to the electric vehicle (EV) industry. Despite significant entry barriers (such as high startup costs, established distribution networks, and economies of scale), new businesses have entered the market in response to the rising demand for electric vehicles (Janiah, 2019). New competitors are deterred by Tesla's first-mover advantage, outstanding brand recognition, and patent-protected technology. However, as time progresses and other companies begin to imitate Tesla's innovations, the risk may increase.

[bookmark: _Toc143880960]2. Bargaining Power of Suppliers:
Tesla is in a vulnerable position regarding negotiations. Tesla has vertically integrated several segments of its supply chain, including the fabrication of batteries and other components, to reduce its reliance on third parties (Morgan et al., 2019). Considering the strength of its brand and position in the market, Tesla may have an impact on its suppliers. However, if the market for electric vehicles expands and resource competition intensifies, suppliers can profit from the sector's reliance on battery production and materials.

[bookmark: _Toc143880961]3. Bargaining Power of Buyers:
Electric vehicle buyers possess a moderate quantity of negotiating power. Tesla continues to lead the electric vehicle industry despite increased competition due to its well-known brand, cutting-edge technology, and distinctive product offerings (Shah et al., 2019). Consumers are nonetheless sensitive to price fluctuations despite government subsidies and other financial factors. Customers are better suited to evaluate options and make informed decisions thanks to the abundance of information and reviews available online.

[bookmark: _Toc143880962]4. Threat of Substitutes:
Using alternative modes of conveyance is fraught with danger. In recent years, even though many people still drive ICE-powered vehicles, there has been a discernible transition towards EVs as consumers have become more conscious of sustainability and environmental issues (Adamova et al., 2020). As charging infrastructure and battery technology advances, the allure of ICE automobiles as alternatives decreases, even as more people switch to EVs. Tesla's emphasis on electric vehicles is consistent with this trend.

[bookmark: _Toc143880963]5. Competitive Rivalry:
The electric vehicle market is highly competitive. Both established and new competitors pose a threat to Tesla. As the industry shifts towards environmentally friendly transportation, renowned companies are developing EV models, thereby intensifying competition (Beirman, 2020). Even though Tesla has a dominant market share and a well-known brand, its competitors are investing heavily in research and development to catch up. Today, there is more competition because of the accelerated pace of technological advancement, company expansion, and regulatory changes.

[image: Using Porter's Five Forces to Develop Business Strategies - Industry  Insider | IBISWorld]
Figure 4:(Fahy and Jobber, 2019)

[bookmark: _Toc143880964]6.0 Governance & Reputation
Tesla utilises AI and digital technologies; consequently, it is crucial for the company to implement security measures to protect consumer data and repel assaults. To preserve consumer confidence in the face of data generated by connected vehicles and user interactions, stringent data security is required. Encryption, access restrictions, and routine security audits protect data from inquisitive eyes. Additionally, an unwavering commitment to safety is required for the effective application of AI in autonomous transportation (Eriksson et al., 2020). Any failings in this area would impair Tesla's reputation, as the company's market position is dependent on safety. To reduce the risk of harm from autonomous operations, emphasis must be placed on exhaustive testing, ongoing monitoring, and fail-safe procedures. Data security and AI development need communication. Customer’s knowledge of data use, security, and AI's benefits improves transparency and comprehension. Such efforts are needed to maintain Tesla's image. Tesla can increase its market leadership and attract new consumers by ensuring customers that their data is safe, and safety is a priority. Tesla's reputation, customer retention, and market leadership in the digital transformation of the auto industry are strengthened by this dual commitment (Fuertes et al., 2020). 

Part 2: Digital Marketing Strategy
[bookmark: _Toc143880965]1.0 SMART Objectives
· The number of visitors should triple in three months.
· In one year, the online configurator's conversion rate should increase to 15% (Katsikeas et al., 2020).
· Increase social media use by 25% over a period of nine months.

[bookmark: _Toc143880966]2.0 Strategic Framework - TOWS Analysis
[bookmark: _Toc143880967]Strengths:
Tesla differentiates itself from its competitors in several ways. Due to its ground-breaking research and development in autonomous driving and electric vehicles, it has risen to the pinnacle of its industry (Maksimov et al., 2020). The company has established a reputation in the industry as a reliable provider of innovative technologies. Tesla offers energy solutions and manufacturing procedures to accomplish vertical integration, which improves efficiency and control. Reduced range anxiety is a substantial competitive advantage thanks to the Supercharger network.

[bookmark: _Toc143880968]Weaknesses:
Tesla has advantages, but its disadvantages must also be considered. Due to manufacturing capacity constraints, there have been delivery delays that can potentially dissatisfy customers (Sun, 2023b). Tesla automobiles are prohibitively expensive, limiting their availability to the public. Profits and product variety are in jeopardy due to fluctuations in the cost of battery materials, and there are additional threats posed by new laws and autonomous vehicle safety concerns.

[bookmark: _Toc143880969]Opportunities:
Tesla has the potential to gain enormous strategic advantages. There are no signs that consumer enthusiasm for environmentally responsible products, such as electric vehicles, will decline. As a result of globalisation, it could potentially expand its customer base and access new markets (Melović et al., 2020). Tesla is well-positioned to satisfy the growing demand for renewable energy with its energy products. Future software enhancements will enable faster car recognition and customization.

[bookmark: _Toc143880970]Threats:
Tesla must always be vigilant for potential hazards. As more seasoned manufacturers and IT titans enter the market, competition in the electric vehicle industry is intensifying. If a company relies too heavily on a small number of suppliers, the supply chain may be disrupted. The regulatory environment is uncertain because of the ever-changing legislative landscape, which includes topics such as pollution, safety, and autonomous transportation (Paul, 2020). Competitor’s investments in the infrastructure required for charging may impede Tesla's expansion plans for its Supercharger network. Tesla may use a SWOT analysis to develop a strategy that capitalises on its strengths, addresses its vulnerabilities, seizes the best opportunities, and mitigates the negative effects of any threats it confronts. This strategy positions the company for growth in the emerging renewable energy and electric vehicle industries (Perevozova et al., 2020).

[image: What is TOWS Matrix? TOWS Analysis explained with examples]
Figure 5:(Maksimov et al., 2020)

[bookmark: _Toc143880971]3.0 Tactics and Tools
[bookmark: _Toc143880972]3.1 SEO/SEM: 
The digital marketing strategy for Tesla must incorporate both paid and organic search results. It is possible to increase the visibility of website content in organic search results by optimising it with pertinent keywords based on user intent and search trends. Your site's organic traffic will likely increase, and it will most likely rank higher in search engine results (Paul and Mas, 2020). Through sponsored search advertising, Tesla may be able to reach potential consumers who are actively searching for an electric vehicle. If the company's advertisements are optimised for pertinent keywords, it may be able to reach more prospective customers during crucial stages of their purchasing decisions. Due to this astute marketing strategy, there will be a greater interest in Tesla's electric vehicles.

[bookmark: _Toc143880973]3.2 Display Ads: 
Tesla must meticulously diversify its collection of display advertisements to increase brand recognition. By placing advertisements on websites frequented by individuals who share the company's values, such as those who care about the environment, cutting-edge technology and vehicles, the corporation may reach a market that is more likely to respond to its message. Using the unique combination of likes and dislikes of each consumer, this method creates a unique experience for each of them (Quesenberry, 2020). Tesla may be able to reach its target audience by placing advertisements on websites that are frequently visited by individuals who are interested in automobiles, cutting-edge technology, and eco-friendly lifestyles. By interacting with individuals who are seriously contemplating purchasing an electric vehicle or researching alternative energy sources, it can increase brand awareness. In the competitive automotive industry, targeted display advertisements are an effective means of generating interest in Tesla's innovative products (Wibowo et al., 2020).

[bookmark: _Toc143880974]3.3 Email and social media: 
Targeted email marketing could assist Tesla in establishing long-lasting relationships with its customers. By providing prospective customers with timely, relevant content, you can demonstrate care for each individual consumer and earn their trust. By coordinating in-person discussions and publishing relevant content on social media, Tesla can engage its target audience. This facilitates the transmission of information and fosters a community where consumers can interact, exchange ideas, and identify more closely with the company's culture (Varadarajan, 2020). Tesla's comprehensive strategy encompasses everything from prospect cultivation to after-sale service. It combines social media engagement with personalised email marketing. By employing these two strategies, Tesla enhances its reputation as a company that prioritises genuine client relationships.




[bookmark: _Toc143880975]3.4 Digital Communications Tools:
Tesla employs content marketing to gain a deeper understanding of its customers and to improve its interaction with them. When a company positions itself as a thought leader in discussions about electric vehicles and corporate social responsibility, it inspires consumer confidence and interest. Permission marketing attempts to establish relationships with clients by obtaining their permission before contacting them (Yasa et al., 2020). This strategy improves the overall customer service experience by making it simpler to send required and useful communications. Tesla can increase engagement and loyalty by establishing a sense of community through the individualization of information. Communication based on permission and content marketing work best in tandem. While the latter allows the speaker to engage a focused and attentive audience, the former provides greater weight and utility to the presentation. Together, they strengthen Tesla's position as the industry frontrunner in electric vehicles.

[bookmark: _Toc143880976]4.0 Key Metrics and KPIs
	Key Metrics and KPIs
	Description

	Website Traffic
	- Unique visitors – Pageviews

	Conversion Rate
	- Percentage of visitors using the online configurator who make a purchase

	Social Media Engagement
	- Likes – Shares – Comments

	Email Open and Click Rates
	- Percentage of recipients opening marketing emails - Percentage of recipients clicking on links in marketing emails

	Cost per Click (CPC)
	- Cost incurred per click on digital advertisements

	Cost per Conversion (CPC)
	- Cost incurred per successful conversion (e.g., purchase, sign-up) through digital advertising



[bookmark: _Toc143880977]5.0 Cost Estimate
The cost of Tesla's digital marketing strategy was estimated after a thorough investigation using data from market surveys and industry comparisons. Credible market research can clarify the relationship between ad platforms, campaign scope, and industry trends, all of which impact the budget for digital advertising. Sometimes, the cost of creating content necessitates the work of multiple producers, such as writers, designers, and videographers. It may be more enlightening to compare the estimated costs to standard industry procedures and comparable endeavours (Agustin, 2021). The monthly volume of emails sent, the size of the database, and the total number of subscribers all influence the price of email marketing software. Like the pricing of any other service, the price of a social media management app varies based on the app's features and the number of networks it can administer. The funding is mostly for salaries and perks. Content producer, social media administrator, and analyst salaries can be estimated using market rates, experiences, and education. Tesla carefully collects and analyses industry data to generate accurate financial forecasts. This estimate optimises resource allocation, makes strategic decisions, and creates a comprehensive plan for optimal cost management and the maximum digital marketing ROI (Zia et al., 2020b).

Recommendations
Tesla must monitor risks and adjust its approach to optimise resources, resolve weaknesses, and mitigate problems. Tesla must use sponsored and organic search results, display ads, email, social media, and other channels to optimise its digital marketing. Email marketing with a goal can build client loyalty and community. KPIs for companies include visitors, sales, shares, likes, views, and opened emails.

Conclusion
In conclusion, this report covers Tesla's digital marketing techniques, focusing on customer data, digital touch points, and electric car market advantages. The company's brand strategy emphasises reliability, durability, and innovation, which has helped it succeed. The government's focus on pollution reduction and environmental preservation makes the British market crucial to Tesla's European operations. Tesla's success in Britain is also affected by economics and culture. The CLM and RACE models seek to understand customer behaviour. CLM wants to boost client loyalty through individualised encounters and simple processes. Tesla requires detailed "personas" for each of its many customer groups to better understand their wants and compete in the automobile market. The firm uses blogs, YouTube, automobile-specific discussion forums, online storefronts, and targeted email marketing campaigns to create brand visibility, loyalty, and endorsement. "Porter's Five Forces" A competitive environment study shows Tesla's strengths (autonomous driving and electric cars) and shortcomings (manufacturing capacity, pricey batteries, and new regulations). There is room for customer acquisition and underserved growth. 
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