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Tesla Marketing Analysis
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- Introduction to the Survey 
- Perceptual Map
- Brand Positioning Strategy
- Target Segmentation
- Recommendations based on 4P’s

- Price
- Product 
- Place
- Promotion

- Q&A

Agenda
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The aim of the survey is to understand Tesla’s positioning in the 
electric and non-electric vehicle market.

Demographics

1. Gender
2. Age
3. Education
4. Income
5. Car ownership

Survey Introduction

Attributes

1. Unaffordable
2. Innovative
3. Customer centric
4. Stylish
5. Safe
6. Long-range
7. Great acceleration

Car Brands

1. Tesla
2. Hyundai
3. BMW
4. Audi
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Factor 1 (High Performance vs 

Moderate Performance)

● I think Tesla cars are safe

● I think Tesla has long-range cars

● I think Tesla cars have great 

acceleration

● I think Tesla is a customer centric 

brand

Factor 2 (Technology Driven vs 

Traditional)

● I think Tesla has long-range cars

● I think Tesla cars are stylish

● I think Tesla is innovative

Factor Analysis
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Perceptual Map
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Brand Positioning Strategy

Overview
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Brand Positioning Strategy
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Brand Positioning Strategy

Low profit -- not suggestable

• high technology cost

• low price

Niche market?
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Brand Positioning Strategy

Emphasize vehicle 
quality and safety in 
marketing campaigns
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Customer Targeting

Overview
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• Perception of being environmentally friendly

• Long-term cost effectiveness

• Mostly males, but also females

• High income levels, education levels
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Customer Targeting
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Name: David

Age:  39

Occupation: IT Manager

High income level

Think logically

Want to be environmentally friendly 

Determined & Ambitious

Customer Profile
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! Recommendations

Establishing better 
referral program

Providing premium services                       

Aged in 20-45 Wealthy customers                        
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! Recommendations

❖ Participating in environment 
saving programs

Educated Australia customers

Satisfying their perception of 
being environmentally friendly
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Marketing Programs (4P) 

Overview
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• High-end pricing strategy

• Low performance perception

• Recommendation

(Corby, 2021)
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• High-end pricing strategy

• Low performance perception

• Recommendation
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• High-end pricing strategy

• Low performance perception

• Recommendation

- Lower price

- Improve product quality
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! Product 

Key advantage

- Technology leader

Recommendation

- Continue to invest in innovation
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! Product 

Key challenges in customer perception

- Safety

- Drive-range

Overview
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Challenge: Safety

- Brake failure

- Sudden acceleration

- Operation error

Recommendation

- Improve product safety

- Safe driving education service

Overview
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! Product 

Challenge: Drive-range

- Shortage of EVs charging stations

Recommendation

- Build more charging stations

- Improve supercharging technology

Overview
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Place

Pros: Online selling channel 
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Place

Target consumers purchase Online Target consumers like 
Transparent selling mode 

Source: 2020 Australian Consumers Survey 
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Place

Cons: Few experience shops
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Place

Strategy: Remain online channel 
and increase trail offline shops 

Target consumers focus on
Real World Experience

Source: 2020 Australian Consumers Survey 
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Promotion
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Solution: Launching an Online Marketing Campaign

Through Facebook and YouTube

Promotion
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Value Proposition: Besides technology, Tesla is also good at range, acceleration… 

Winners (Most liked content) 50 Youtubers 50 Facebook get free charge for a whole year 

Story / Video

Promotion
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Focusing too much on Technology

Promotion

http://drive.google.com/file/d/1GgIx8vo10RDhsa1nDNVXBGmdVY7vkH1m/view
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Expected result: Good at both Technology and Performance

Promotion
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! Research Limitations

• Cost restraints

• Sample size

• Biases
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Overview
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Thank you

Q&A


