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      Tesla Motors (TM)



The aim of this marketing blog  discusses TM's marketing communication methods and tactics, as well as the value of each to the company. The company's most popular marketing communication strategies are social media marketing, word-of-mouth marketing, its own sales and service network, stores and galleries, direct selling, and participation in international vehicle events.
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Tesla Marketing 

Tesla Motors (TM) uses a variety of marketing communication techniques and tactics to reach out to existing and prospective consumers. Social media marketing, word-of-mouth marketing, TM's own sales and service network, direct selling approach, and participation in international car shows are among the marketing communication techniques and strategies used by TM.


TM's social media marketing approach allows the company to boost brand awareness and loyalty. Twitter and blogs are examples of social media channels that help TM gain popularity, credibility, and brand awareness. Because social media platforms may influence customers' thoughts and attitudes, social media marketing is vital for TM. However, adopting social media marketing is hazardous for TM since unfavourable occurrences may quickly spread, tarnishing the company's brand.

Word-of-mouth marketing helps TM enhance sales, brand awareness, and competitiveness. For TM's marketing budget, this marketing technique is also a significant cost-cutting component. Savings may be put into R&D and manufacturing, which are critical to TM's competitiveness and brand awareness. However, unfavourable experiences of TM can spread through word of mouth marketing, affecting TM's sales and brand reputation.

The presence of TM at auto exhibitions has a significant influence on potential buyers' attitudes toward purchasing a vehicle. Test drives and direct interaction with potential consumers may boost demand and, as a result, sales and profits. Visitors' pressure and expectations for TM, on the other hand, are quite high, which has occasionally resulted in tourist and prospective customer dissatisfaction.

The marketing communication methods used by TM are critical to the company's competitiveness in the electric vehicle sector.

Customers' opinion of TM is boosted through the company's own sales network, shops, and galleries. TM can quickly gather client feedback by selling directly through its company-owned stores and galleries across the world. This technique, when paired with TM's own sales network, stores, and galleries, results in a differentiated shopping experience and a unique customer experience that strengthens customer relationships. Direct selling, on the other hand, is costly, reducing the marketing budget for TM.




The majority of the time, a customer's connection with a corporation is virtually entirely transactional. When it comes to Tesla and its consumers, however, this is not the case. Tesla owners are entirely involved in the company's success, just as Tesla is fully invested in making the greatest electric automobiles on the globe.

The target audience for Tesla is intrigued by the company's goal and believes Tesla can achieve great things. Indeed, it has risen to become the most valuable automotive firm in the United States, as well as one of the most desirable automobile brands with a large fanbase, in less than two decades.
Is Tesla's marketing department up to par? There isn't a marketing department or a chief marketing officer, therefore it's not actually true (CMO). Tesla also has no marketing budget.
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So, how can Tesla advertise itself on a shoestring budget? What marketing technique does Tesla employ? While no one outside of Tesla has solid answers to these issues, we can surely learn a lot from how Tesla has differentiated itself as a car brand.
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Elon Musk posting  on Twitter 
---------
Tesla Motors would not be where it is now if it weren't for Elon Musk, its dynamic and outspoken CEO.
When it comes to going all out on social media, most CEOs are a little reluctant. And it's reasonable — as the company's face, they have to be exceedingly cautious about what they post. A single incorrect post may severely harm a company's reputation and possibly lead to legal action.
Elon Musk, on the other hand, is not one of them. In fact, one might argue that his social media clout has aided Tesla's success more than any marketing dollars invested. To call him a simple "influencer" would be an understatement. He has over 34 million followers and 11,000 tweets.
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Elon Musk
@elonmusk

Twitter thought I got hacked & locked my account haha
6:12 a.m. · 23 oct. 2018·Twitter for iPhone

15,7 K
Retweeturi

1.156
de Tweeturi cu citate

191,5 K
Aprecieri

He's open (even about his flaws) and engages with his supporters on a regular basis. He tweets about new business ideas, rants about Twitter shutting down his account, and live broadcasts of rocket launches on his drive home - you name it, he tweets everything. Unlike other CEOs who use social media to convey somewhat dull company updates and the newest product information, he says what's on his mind.
So, what's the takeaway? Give your name a face. You or your CEO may connect with the audience in a more personal way. You won't have to spend any money on advertisements, and it might do wonders for your branding.
Elon Musk is the most fascinating and influential leader on Twitter, according to Twitter CEO Jack Dorsey. "He's intent on resolving existential issues and publicly discussing his thoughts." "I like that, and all the ups and downs that it entails," he wrote.



Of course, your CEO won't be as well-known as Musk, but their personal brand might help your firm expand significantly, perhaps even more than a sponsored advertisement. As a consequence, allocating a portion of the marketing team's social media marketing strategy to increasing the company leadership's social media presence and authority is an excellent notion.
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Shop Sales Tesla


[image: Tesla store employees reportedly blindsided by closure plan | Automotive  News]


It's no secret that many people hate the process of buying a car. Consumers are tired of the drawn-out discussions, quota-driven salespeople, and high-pressure purchase methods. In fact, according to a research conducted by DrivingSales, 99 percent of car buyers expect their purchase to be a "trouble."
This is based on their own experiences and the notion that businesses are attempting to dominate the purchase process in order to achieve their own goals. Consumers are on high alert as a result of this distrust, with 50% walking out of a dealership if a test drive is necessary before offering a pricing and 43% walking out if personal information is demanded up front.
In the middle of typical wheeling and dealing, Tesla is paving the way for a new customer experience model in the car industry. With its contemporary showrooms, made-to-order vehicles, and no-haggle pricing, Tesla is raising the bar for automobile purchases across the board. Tesla prioritises the customer experience over the product itself.They go out of their way to please their consumers, which is something that other vehicle dealerships might learn from.
In the car-buying process, the customer experience is crucial.
According to AutoTrader's research:

Even if it didn't have the best pricing, 54 percent of customers would buy from a dealership that provides their desired experience.
If the purchase process was better, 72 percent said they would visit dealerships more frequently.
This demonstrates the significant disconnect between what dealers provide and what customers truly desire. Many customers will not buy from the same dealership again, nor will they tell their friends about their shopping experience.

Furthermore, according to DrivingSales, 56% of customers would buy more automobiles if the procedure was made easier, and auto sales may increase by 25% if the retail experience improves. Car dealers must improve their experience in an age where customer experience is a significant distinction.
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Elon Musk is really concerned about his customers' experiences!


It's fairly uncommon for customers to name firms or CEOs in social media posts when they have a bad customer experience. CEOs seldom respond to queries directly. Elon Musk not only reacted to a single complaint on Twitter, but he also reminded Tesla dealers of the importance of providing excellent customer service. This isn't an isolated incident. He's known for making personal connections with his   customers.[image: Graphical user interface, text, application, chat or text message
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Elon Musk's presence has a good influence on Tesla.


The stats aren't deceiving. Tesla is known for having a "zero" marketing expenditure. Despite this, in the summer of 2020, this seventeen-year-old automobile firm became the world's most valuable automotive corporation, valued at around $279 billion, four times the combined value of his nearest competitors, General Motors and Ford Motor.
Despite the recession, Tesla will produce 500,000 cars in 2020 and has been profitable for three quarters in a row.

How did Tesla become the most valuable automobile manufacturer? Tesla develops fresh, creative goods, but Elon Musk deserves the majority of the credit for the company's marketing approach. He's an enthralling public figure. Though Tesla employed a variety of marketing methods (including a solid referral programme), Musk's use of social media is credited with most of the company's success.
Throughout his Twitter profile, Musk retweets Tesla material (often contributed by individuals). [image: Chart
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Given the awful air quality in California, Oregon, and Washington as a result of the fires, this filter article seems timely.

Musk always comes out on top, even when he has difficulties (as when the lead designer shot metal balls through the Cybertruck's "bulletproof" windows). 250k preorders are said to have been placed (which he hinted at with a simple tweet: 250k).
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[bookmark: _Toc92382330]Customer Centricity at Tesla

The world has been talking about the electric car's impending arrival for far too long. Despite the availability of inexpensive vehicles such as the Toyota Prius and the Tesla Model 3, customers do not appear to be warming up to the technology.
In the United States, for example, a record 17.55 million automobiles were sold in 2016. Electric vehicles, on the other hand, account for only 1% of all vehicle sales. This indicates that the actual attractiveness of electric vehicles has yet to be fully realised in popular culture. This is something Tesla is attempting to change. First, by creating fascinating and attention-getting electric cars, and second, by fine-tuning and fine-tuning each of their product launches in collaboration with fans and early adopters.
Tesla, for example, sold 100,000 units to early adopters when it released the Model S in 2012. This allowed Tesla to receive deep and specific information from these 100,000 drivers, allowing the firm to fine-tune the car's revolutionary design.

Working with these drivers also provided Tesla with a committed set of cheerleaders who would speak out in effusive terms to the media, assisting in the growth of interest in the vehicle.
One of the things that makes Tesla such a forward-thinking company is its dedication to engaging with early adopters. It's another example of Tesla's fundamentally collaborative business strategy, especially when combined with the company's recent patent release (described below).

Another way Tesla wants to shift the conversation around electric vehicles is by introducing a new product. Investing time, effort, and resources into addressing the world's most pressing issues.








Tesla, on the other hand, has put its money where its mouth is, unlike other corporations.

In 2014, the company began making its patents available to anybody who would be interested in using them, giving fans and enthusiasts all around the world access to its technology and practises.
[image: Tesla Patent]
Tesla has made a huge number of its patents open-source. Source: Electric Cars Report



This brave step exemplifies Tesla's dedication to solving humanity's problems. Companies and consumers must be able to collaborate without financial considerations, according to Elon Musk, if we are to combat climate change.
"We are operating in a manner that is counter to that purpose if we pave a road to the construction of attractive electric vehicles but then lay intellectual property landmines behind us to hinder others."

This dedication to open source innovation demonstrates Tesla's willingness to put certain things ahead of its financial line. Another reason for the company's devoted fanbase is that it's difficult to see any of the other major car firms taking this step.
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Tools Used to Measure Tesla  Success 

1. Increase staff trust in Musk and Tesla by 30% by 19 September 2022

A survey is a method that may be used to measure the success of improving employee confidence. A preliminary survey would be required at the start to assess employee confidence prior to implementing measures. This sort of survey is best provided by business email and completed on an internal server. The same survey should be conducted again at the end of the plan to see whether the 30% target was met. This survey should be anonymous, with readily analysed statistics.


2.Increase the number of followers of the investors/shareholders blog "The Tesla Why" by half 
A blog audit would be the instrument used to measure the success of growing blog followers.
The blog's inception drew 0 followers. However, if the site is effective, blog analytics should indicate an increase in followers. Is critical that the blog software employed includes built-in analytics to reduce the need for additional resources.

3.Increase investor/shareholder knowledge of company updates 
A poll would be utilised to gauge awareness of corporate updates once more. This poll would have to be administered in the same manner as the employee confidence survey, and the two surveys may even be merged. It is significant, but the poll is also based on a rating system that is simple to interpret. It is critical to do a follow-up poll to compare findings in order to see the 30% rise.



4. Increase student awareness of Tesla innovations by 30%  by 19 September 2022
To determine whether students were educated by 30%, it would be beneficial to give an incentive, such as a sweepstakes or gift card, in exchange for completing an email survey. This email survey would enquire about the knowledge the students received from Tesla and would need to be issued once the sessions were completed.


5.Increase employee trust in Musk and Tesla  

This employee confidence survey would also need survey technology, but it would be more focused on the employee base rather than the general audience of investors and shareholders. Employee confidence surveys must be based on actual employee activities on a daily basis. To assess whether the 30 percent objective by October 1st, 2019 was met, a follow-up survey would be needed.
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Def not ok. Just sent a reminder to Tesla
stores that we just want people to look
forward to their next visit. That's what really
matters.
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