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Statement

Plaintiff, Mercedes Owolabi, states that Defendant, Tesla
knowingly has committed Intellectual Property theft agai
Mercedes Owolabi’s classmates at Babson College, who v
this case until further notice, for safety reasons.

Legal Parties
Mercedes Owolabi, Plaintiff, resides in Essex County in th

Tesla, Inc., Defendant, is a registered corporation in Texa
78725. The Defendant legal service address for MA is c/o
Suite 200, Boston, MA 02110.

Facts

In 2023, Plaintiff Mercedes Owolabi realized while at hon
committed Intellectual Property Theft against the Plaintif
This is regarding an extensive student- initiated research

Owolabi after the conclusion of the research initiative. Pl
Tesla, Inc. in 2012-2013 with an early employee of the co
Owolabi, discovered the Babson Alumni member who is
Tesla Inc. She communicated with this man that she had

Motors, Inc. (Tesla Inc.) has willingly and
nst Mercedes Owolabi directly and against 5 of
vill currently be named on a first-name basis in

e town of Andover, MA, 01810.

5, with the address of 1 Tesla Road, Austin, TX
CT Corporation System, 155 Federal Street,

38-£

-~
e in Andover, MA, 01810 that Tesla, tre. hd§ 1

fand 5 of her classmates at Babson Collegégﬁ;
project and strategy development bygh%ercféfd?s
aintiff Mercedes Owolabi was in cont@@t with
|mpany. At that time, Plaintiff Merce@s 55

n interest in working at Tesla. She also stated

Fn early stage employee at Tesla Motors, Iné. /

that she had developed an extensive research project and strategy with her classmates, and afterwards

on her own.

However, she states that she did not share the report wit
Babson Alumni member. What she remembers is that the
communications. Since then Plaintiff, Mercedes Owolabi
hacking, and invasion of privacy regarding several if not g
social media accounts. This has persisted for several year
her verified blue check Instagram / Meta and Facebook /

h the early stage Tesla employee who is also a
> man suddenly “ghosted” her, or ceased

states that she has had countless issues with

Il of her email accounts, cloud databases, and

s with most recent hacking occurring in 2023 of
Meta pages.

In addition, in 9/2023 Plaintiff, Mercedes Owolabi, logged into her Google cloud database and noticed

that some if not all documents pertaining her Tesla resea
shown as recently viewed at the top of the queue. Howe
herself. She believes that this is pertaining to the early st
College, and was an alumni member when she was in cor

For this reason, Plaintiff states that Tesla has knowingly 3
theft.

rch and intellectual property and strategy was
ver, she did not actually view these items

age Tesla employee that also attended Babson
1tact with him.

nd willingly committed Intellectual Property




Exhibits

The Plaintiff Mercedes Owolabi, has attached a few items of reference as an exhibit for this case. This
includes: a copy of the original report that Mercedes Owolabi has not willingly shared with Tesla. A

printout of Tesla stock market value as of 9/2023.

Damages

In terms of damages, the Plaintiff requests:

v

v
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50% market value in equity of Tesla as of 9/2023,

50% of 800 billion

o 400 billion to be divided amongst Plaintiff and her 5 classmates equally

A negotiable amount of damages to account for P

laintiff’s losses from the theft, Defendants

Profits to date, negotiable Royalties for future profits and valuation.
Board seats or Junior Board seats for Plaintiff Mercedes Owolabi and her 5 classmates
A modest donation to the Posse Foundation, Girl|Scouts, and / or Babson College to encourage

diversity in STEM fields and equality in leadership
Plaintiff is open to negotiating damages and qua

within the industry.
tifying damages after further discussion

Plaintiff is open to settlement negotiation prior to and / or during trial.

PAPY
7Y

Mdcess: (00 oyl B nch O ™ GOY,
Andover, MA OLTLO

[//wa}: l

Q%

V\/LOV\’O' a b /.L@ba_bSDVh C’A/U

'%@W% Morcodis @M&m



ExlmH 1
rt)

Tesla Motors, Inc.
Summer 2012 ASM3300

Team 5:
Kuns gl
Kalhry G

Mcrcedemm.e

Chris Dong Woolgiil
David Qi
Bessy U

~adgg Ol

Exceutive Summary

Overall Strategic Goals: Contrary to other EV car manufacturers, Tesla states that it is nol a company

that exists solely to scll electric cars, Rather, i strives to change the industry’s current emphasis on the use

of petroleur-based combustion engines to onc that ulifize exhaust-frec clectricity to power their vehicles
and to be cotnpetitive with the global auto giants. Presenly, their strategic plan is to build a sports car and
then use the funds from this initiative to produce a more affordable car, It is the hope that added revenues
will then be deployed to manufacture an even less expensive vehicle.. Throughout the period, the
company will continme to fnnovate to generate zero-emission eleciric power generation aptions.
Situation: Although it is anticipated that the industry, as has Tesla, will iﬁew‘tahly convert to the use of
the Lithium ion battery to power their vehicles, it is uncertain when this will ‘come to fruition.
Consequently, a primary concern is the lorig-term financial viability of Tesla as the industry transitions
from its current inffastructure to one that supports fully electric cars.

Complications and Cause: (a) The company has less llhan $300 million and a negative profit margin, (b)
The goal is to sell 20,000 Model $ cars per annm but to (jale, here have been only 8000 preordess.
Maoreover, this number can change with the company's offer of 3 fully refundable $5000 deposit, (¢) EV

sales are primarily driven by goverment policy. The average American consumer is not motivated to

chiange to EV. By not actively advertising their produet but relying on word of mouth, people who kaow

" gbout Tesla are probably EV enthusiasts who have already placed preoders. Tesla needs to reach aut to a

broader audience. Exhibit 12 shows that the Tesla brand is not considered when consumers plan to
purchase an EV. This represents a significant impediment to Tesla's growth,

Question: How can we improve awareness of Tesla's brand (for Mode! § and furure models)?

Actions: After an analysis of possibilities listed in Exibit 2, we recommend Tesla do the following;

o Improve on Customer Service: to be launched June 22, 2012 (when Model § is introduced).
o Even afier the warranty expires, Tesla should provide a free service for the owners (if the
 problem is the fault of the manufacturer),
o Provide a full tutorial on the proper wotkings of the Model § when the car is delivered
o Continue providing a hotline service
o Marketing: In addition to Vimeo, Twitter, Mashable, and Engadget, include the following slanmg
December 2012 1o track the performance of the Model §
o Blogs: increase traffic by commentingfasking for reviews from automobile, technology, and
environmental blogs
o YouTube: make YouTube account and post videos on the product (not YouTube ads)
o Guerrilla Marketing: launch June 22, 2013
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o Times Square, NY and Sunset Blvd. in LA: drift racing to showease cars; billboard in Times
Square, offer public cxamination and experience with cars
o Strategic Partners: post 2013
o Domestic e Zipcar (flect usage), Stop & Shop (customer awareness with shopping cart)
o International: Electric taxis and buses in Asia and Europe
Goals, Problems, Causes, & Complications

Tesla describes itself as a company that “designs, develops, manufactures and sell(s) advanced electric
vehicle powertrain components” (10K) as well as higheperformance fully electric vehicles. Tesla is the
first compaty 1o sell a federally compliant fully electrie vehicle commercially. It aims to convert the
industry towards an exhaust-free and therefore a more environmentally friendly product that is priced at

approximately $30,000. The cument standard for environmentally friendly cars in the industry is a hybrid

vehicle, [t is anticipated that Tesla will need to work to educate the skeptical public about the virtues of an

unproven all-electric vehicle. It wil require 2 significant fnvestment ir: marketing to launch and sell these
types of producls; For example, total sales of hybeid vehicles in 2010 wete just arourd 300,000 units, ora
mere 3% of the market (Michali). n the short term, a5 the economy is recovering from a recession and
s prices are decreasing, the demand for electric vehicles will ikely remain low. However, sules volome
for this category of vehicles is expected to increase in the long term, particularly if gas prices inerease,
Exhibit 14 shows that 85 is the tipping point for gasoline automobile consumers to switch to other forms
of vehicles, with EVs serving as the primary ah,emativs w_lt}}’n projected 37% market share in 2032,
iy

The long-term viability of Tesla is challenging a5 proj ﬁ'ﬁ\'n' indicate the bybrids will continue to
dominate the EV market in 2015, capturing 555% uf‘iol;Ls‘l ‘an?wnh filly electeic vehicles holding
just 22.9% (Extibit 1). Ar examination of the issudfeRifh in Exhibit 2 indicates that Tesla needs a
sirategy to sustain s viability over the long term, R&D and SG&A expenses over the past two years had
increased significantly (Exhibit 4). We project that R&D costs will coatinue to rise to support the
development of the Model X, despite the company's plan to leverage the platform used to manufacture the
current Model S for the X, SG&A had increased to support is business cxpansion that included the
opening of new slores, and markeling activities associated with the Launch of the Model 8. We predict that

SG&A will also continue to increase over the next period.

The company has stated thal if thegextent of the commonality of the componcnfs uscd in Model § and
Model X is Iowcr t*{ anll tul(,un@g?velopmcm and tooling costs for their next models may be
higher. The compan§' hupes thut thy jig ?& mcmed costs w1ll be covered by the expected high volume

sales of their Mbdel 5. chcc while we would hq}c liked to focus on projecting Tesla’s long-term plans,
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we believe that Tesfa nceds to remain financially viable over the immediate term. Tesla noeds to gain
greater finaneial stability to support its growth aspirations, n the short term, it needs to work to cnbance
customer awarencss of its Mode] § and to highlight its product’s advantages compared to other EVs
(Exhibit 3). Tesla's product is curently tonked 4" amongst all EV models in customer awarcncss (see
Extbit 13), Custorners remain hesitant about the performance of EV cars as they wtilize a new and
unproven techrology; they don't know whal to cxpect and wouder if the cars are “good”. Moreover, there
isalso the ssue of building additional charging/faeling stations for these vehicles, Given the challenges of
an under developed ifftastructure and low market share of EV vehicles coupled with Teslas projected
need for inereased funds to support the development of ts new models, we have elcoted to focus on its
short-term strategic goals and plans. The company sceks to “cohance the customer purchasing expericnce
and generate greater visibility for its products by advertising in areas with high customer foot traffic”

(10K). This is why we have elected to focus on the highlighted seetions in Exhibit 2

Although Tesla's gross profits have been increasing, 2010 marked the beginning of a doubling in
spending for R&D and SG&A. Consequently,net income has been decreasing (Exhibit 4) and,lprojections
of Tesla's profitabiity retums are not optimisic (Extibit ). As operating costs is a major challenge in the
industry, we propose Tesla focus on improving customer experiencefservice and marketing of their
products in the short term and engage the support of strategic partners in the long-tem. As the
performance of lithium-ion baltery packs improve, it is anticipated that their costs will be reduced;
35-50% by 2020 and 63% by 2030. With improved cost efficiencies, released monefary resources can
then be wsed to expand other irmportant aspects of the company, They can also be use to pay off the long

term debs incurred this year (see Exhibit 5). The ful stategic plan can be seen in Exhibit 7.

Customer Service

Tesla has stated that a marketing strategy for their products is through the use of “word of mouth” among
their targeted cients. For Teska to succead, i is inperative the company ensure that their customers are
content with their overall experience with the product. As Tesla is a pioner in the manufacture of electric
cars, it s likely that the company will encounter challenges that the industry has not experienced or
anticipated, Doring the growth period ofa product’s ife cycle it s also anticipated that typieal challenges
ranging from technological falures to consumer dissatisfaction will arise, Hence, it s fmportant that the
company is well prepared to react rapidly and effciently to problems that may arise, particularly when
compared o its competitors. Moreover, as Tesla's primary goal s to encourage a greater use of their

electric vehicles, it is important they address problems that may arise rapidly. They need to convince the
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general public that electric vehicles arc as dependable, safe and good as regular gasoline cars. To
penetrate and win greater market sharc of the automobile business, Tesla will nced to invest ina strategy

hat secks fo exceed the expectations of their customers,

Presently, Tesla does not know how much money to put in reserve to cover the vlJamm!y for their Model $
car. We recommend inceasing their rescrves by $17 million. For Testa's Roadster Model, it had put aside
$5.9 million to cover the 2,100 Roadsters ;old which translates to a budge! of $2,810 for cach car (10Q)
We suggest assigning a similar amount o the 8,000 reserved Model § vehicles that will b delivered fo
customers starting June 22, 2012, The recommendation s simifa to that for the Roadster despite this
being a more expensive vehicle b the Model $. Tis i becausethe Model  and Roadsershae many
design components that iay preseat similar problems,

Currently, Tesha provides thre years of wamanty éo?e[%ge or 36,000 miles for their vehicles, We ]

recommend that Tesla extend the wammt)lr o cover prﬁblams that may arise afier this period if additional
design and mannfacturing problems arise tHt is inrinsi to the design ard manufacturing of the product
Tesla needs to assure their customers that they ;vill suppott the launch of this new technology. Itis the
hope that this commitment wil allay some of their concems and doubts about the long-term viability of

electric vehicles. Currently, consumers are hesitant about purchasing electric vehicles (Exhibit 8), There

gasoline cars, e.g, the brake is operated differently.
+ Owners will be able to bring fiiends to the dealership and everyone will be able to drive other car
modcls.
o This will help market the products to customers who haven't considered purchasing a
vehicle from Tesla.
o New owners of the cars can become btter informed about different models.
o The best experience possible will be accorded the customers during the process,

In addition, Tesla will continue to offer ity existing service of a hotline to help customers over the phone.
Itwillalso contime to offer it road Ranger service where Tesla will physically come o the customers aid
10 resolve problems that could not be solved by phone. However, Tesla should appreciate thalvthe Ranger
service is very costly for the customers; it costs $1,00 per mile. This may be acceptable to Tesl:'s current
small niche of high-end customers. But, as the compaﬁy aspires to launch more affordable cars, these new
customers might not be s willing to pay for this delivery service, Hopefully, as the company expands and
opens new stores, the cost of the service will decrease due to shorter travel distances o the customes
(o wired.com/autopia/2009/ Oteslz-housevalls), By remaining in close communication with ther
customers, Tesla will be able to learn about impending problems rapidly as they accrue. This will allow
Tesla to enticipate and react quicker to their customers” needs. Tesla's new 1:1 cuslomer service should

bring about the best results for the company.

remains significant skepticism about the beneffts of such a product as shows in EXhibit 9. Tesla needs o
demonstrate fo the public that electric vehicles are better or as good as gasoline cars, Importantly, they
need to reassure their customers that they will fix any problems that may arise rapidly, enhancing the

“Rangers" experience that Testn used for its Roadster service,

We expect thal some of the problems will be due to misuse of the vehicle by the customers As elctric
cars require ¢ different maintenance program than gasoline cars, Tesla will need 1o educate their

customers fegarding the importance of corvect usage and service of their vehicles. A more informed

customer s lkely to encounter fewer issues and have a better experience with the vehicle. By educating

the customers on the proper usage of their vehicles, i is anticipated that fewer breakdowns will occur
which in tum should reduce repair costs for the company. It will also serve to enhance the image of the
car 2 4 reliable product, We recommend that upon delivery of the vehicles that Tesla provides a more
in-depth futorial on the workings and proper maintenance of their produet:

o Fach customer will be shown and taught the key activities for proper operation of the vehicle.
This may include driving on a designated track with the customer in attendance,

o This is because some functions in the electric cars are different from those in regular

Marketing

YouTube and Blogs

l’rcseﬁtly, Tesla has an active blog on the company's website for the owners, employees, and prospective
customers to peruse and communicate with each other, We recommend that Tesla extend this exercise to
include extemal blog platforms, By adding more intemet content and conversations about the company
may atiract new customers as well as increase awareness of their brand, The goal is to reach out'to new -
audiences who are loyal readers of blogs and topics ‘of interest ie. automotive, technology, and
environmental blogs and forums. If these audiences trust the contributing authots and blogs that they visit
the hops is that they will want to learn more about Tesla i;nd its products and thereby further increase
word-of-mouth activity. In order to track the progress of this effort, Tesla will need to contirually analyzé

the volume of traffic on their websites (Exhibit 7).

Tesla has made use of the Youtube site for close fo a year. The channel, titled “Tesla Motors™ gives

viewers an inside look at (he different stages of the tesla menufacturing, In (he comment areas on the



youtube page, fans of Tesla have posted comments. Tesla could make their social media strategy more
interactive by linking the twitter and youtube pages together, as well as responding more frequently to
comments left by followers. Unlike the vimeo page, the Youtube channel docs not foature videos with
interviews with designers. One great feature about the Youtube chanel is that the videos have better
quality editing, cirematography and music. The usc of timelapse scencs adds to the Tesla's appeal as 4

futuristic elcotric sports car.

Testa coutd publish a video for cach model that the corpany releases as well as including people from the
largest US citics. Doing this could inoreasc the chances that the Tesla videos show up as one of (he first
scarch results. One social media marketing lactic that Tesla has not yet incorporated is clisting the
endorsement of high-profile public figures in the antomotive fndustry. Gaining endorsement by important
figures in arts and entertainoient will also increase Tesla's teach to customers and potential customers

through the intenet, Tesla could launch this strategy between Youtube and Twitter

We recommend that Tesla communicate with the authors of these blogs and send them materials about the
company and vehicles. If the authors are located close to a Tesla dealership o factory, Tesla can offer free

test drives and tours of the manufacturing facilities. If Tesla can establish positive relationships with the

authors, the hope s that in retun, they will write posiive blog postings about the company and relay

information about the Model S and the batteries that Tesla have developed. It s important to find blogs
with a loyal following and that recefves a large volume of daily traffic to maximize the effectivencss of
this stratepy (Extiibit X). Tesla understands that the Model § and its derivatives will primarily drive its
future financials. Increasing the conversation around the Model 8 through these blogging websites will

improve Tesla's shortterm marketing objectives.

Guerille Marketing Campaign

To cnhance the awarencss of Tesla's brand, we recommend executing a guerifla marketing campaign.
Guerilla marketing is an unconventional and efficient way to market to consumers as it genctates
conversation about the company and their products. It will also contribute to Tesla's progressive image.
The goal is to create a campaign that will generate a lot of exposure for the company by exposing Tesla to
& large number of consumers over a relatively short period of time. We recommend organizing 4 series of
events in city locations that get & lot of foot traffic. The hope is that this will accord Tesla greater media

attention and awareness than the company curcently receives.

We recommend that the campaign be simultaneously launchcdlin at least two different parts of the
contry. For example, thesc cvents can involve cxhibiting a TeslaModel S in the middle of Times Square
in New York and on Sunset Blvd. in Los Angeles, Every hou, the company will host drift races between
two Model 8 vehicles on niearby stecets in the citics to showcase their products. Furthermore, both the
Model S and the Roadster will be displayed in showeases in each of the citics to allow peaple to become
more aware and informed about Tesla's vehicles. These events will aliracl the attention of the media and

general public who will then get to learn about the products.

The cvent will require the procurement of several Tesla cars (both Model § and the Model X), licenses
and permits from the cifies and insurance coverage for the cars, The showcase will be mounted 10 foct

above the ground to draw atention to the event and to permit facile viewing and filming by news camera..

The events will be managed as follows:

On the morning of June 22, 2013, a set up crew will build the display for the Tesla Model 5. Below the
display will be  ramp on which will be placed a Tesla Roadster, a Model § and 3 Model X to allow
interested patrons to view and examine the car. A section will also be designated for people to queue to

view the car,

Starting at noon, a Model S vehicle driven by a professional driver will amive to demonstrate the
Eupnbilities of the car by drifting the vehicle around street comers, The campaiga will prompt conisumers
with the question “Can your gas powered sedan do this?" The campaign will also highlight the benafits of
owning a sporty electric car. The event will serve to inform the public about the performance of the
current Tesla models, and what the future Mddel X will offer, There can also be a video showing the
attributes of ‘Ihc Model $ zooming around displayed on Times Square for | month, Similarly, the video

can also be downloaded onto a YouTube video.

After a year, Tesla should mount a similar campaign advertising the Type X and future $30,000 priced
vehicles that they plan to release, Consumers will become excited about the new features of electric cars.
The point of the campaign will be to show consumers that electric cars are economical, coo] and
sustainable, The cost of this event and the billbourd udvertisement is shown fn Exhibit 11, However,
Exhibit 4 indicates that Tesla's marketing expenses between 2010 and 2011 decreased. If Tesla connot
afford both the event and billboard, we recommend that Tesla concentrate on the gureilla marketing

campaign and forgo the billboard,



Strategic Partners

Tesla has stated in its 10K that “our future growth is dependent upon consumers' willingness to adopt
electric vehicles”, If the EV market develops slower than expected, or doesn’t grow in the immediate
future, the company will be t risk to fail. By eslablisiling strategic partnerships, Tesla can target B2B

sales and through this, hopefully facilitate B2C- growth by raising awareness. It is estimated that the

Model § will provide increased energy efficiencies that will allow for a lowering of fuel costs by

approximately $1,400 per year (10K). This means that companies who adopt the Model § as their vehicle
of choice will incur lower operating costs and clain to be green and environmentally friendly. In retur,
Tesla can use this opportunity to market the image of the brand for its performance, affordability, and zero

exbaust emission.

We recommend Tesla work with both domestic and international strategic pariners when the company
becomes more sabilizéd, probably following the launch of Tesla’s Mode! X. We propose a campaign with
a domestic partner such as Stop & Shop becanse both companics share similar values, Stop & Shop
espouscs the value of low prices for high quality items, Thi's is similar to Tesla's quest to be viewed asa
company thal produces high performance but affordable EVs. Tesla will work with Stop & Shop to design

shopping carts that arc shaped as a Tesla Model § for use by their cuslomers in their grocery stores, This

Will iicrease e visibility and awareness about thecar and willzHowmore-consumers tomotice-and-learn

increase market shiare, and sustain fhe long-tcrm viability of Tesla, For more information sec Exhibit 7.

more sbout the Model S, They could promote a car giveaway af the cnd of a 3 months marketing
campaign to help promotc the vehicle and make people cager to lcam more about it. Tesla can also work
with Zipear to use their EV cars as their commercial flcct. This will not only raisc awareness but will

allow a farge number of potential consumers to “test drive™ the cars.

The Chinese automobile manufacturer BYD recenlly produced 50 dlectic tavs o Shenzhen nd plans to
add enother 250 morc in 2012 (TrendWatching). The company will also mamufacture 200 clectric buscs
for the community. Tesla anticipates a strong demand for their vehicles in Europe and Asia, and although
these arc hard markets to pencirate, the upside to 2 successful launch will be highly rewarding, Exhibit 8
shows 85% or higher consumer inferest i EV in China, India, Turkey, Brazil, and Argentina. Tesla will
work with govemments in Asian countries or other Chinese districts to potentially use Tesla's electric
vehicles as taxis. However, these longsterm plans will only work if the proposed short-temm improvements
in brand awareness (through improved service and marketing support) help boast revemne from sels of

their current Model S. As Exhibit 2 shows, the involvement of strategic partners will help taise revenues,
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Figure 3, Electric Vehicle Sales Forecast by Type Based on U.S, Sales for 2015

EV Type #ofModels  Volumes - % of EV Market

" Regular hybrid 57 518,200 55.2%
Full electrig 3 215200 2.%%
Plug-in 18 200,500 21.3%
Fuel cell vehicle B 5700 0.6%
All Electric Vehicles 118 939,600 - 400.0%

Note: Total vehicle sales volume (glectric and non-glectric) in 2015 is forecast to be 14.8mm
6.3% electric vehicle market share assumption for 2015

Source: Baum and Associates
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Exhibit 7
Release | Launch of Resources Gaals Teack Progress
Date Strategic Plan
Jung 2%, | 1. Improve 1, Sales & Serviee | 1. Tobuilda L. Cugtomer reviews
2012 customer service | employess teputation on superior | & feedback
(when Tesla wrvies
Releases Model $) | 2. Maintenance tools
&equipment | 2. People who receive
great service will el
other people
(wardsof-mouth)
December | [ Marketing (blogs | 1. Technology & | 1. Increase 1. Tncrease in traffic
2012 & YouTube) Marketing employees | word-of-mouthby | on Tesla’s website &
who understand web | reaching new enthusiasts blog
analytics audiences (loyal (unique visitors, new
readers of blogs and | members, number of
L topics of interest) | posts, & business
Employees/customers analytics)
who constantly 2.Increase in the
upload, comment, | amount of content | 2.Track: views,
and drive ouline about Teslaonthe | comments, Google
discussions Internet searches, replies &
teferrals, & key words
3. Resources relating to Tesla (eg.
regarding free test Tesla, Model §, EV,
drivers of & tours of electric vehicle)
the manufacturing shown in blogs &
facilities {lreads
4. Materials and
promotional packets
for authors of blogs
June 22, [ 1. Anniversary of | I, Tesla vehicles, 1. Gain more public | 1. Tnerease in the
| 003 Model § launch | licenses from cities, | exposure amount of media
insurance, showeas, coverage
2. Marketing & mediacameras | 2. Media
| (Gureilla
campaign) 2. Segurity & 3. Word-of-mouth
salesman for Q&A | about brand
3, Ramps & 4. Word-of-mouth
construction about campaign
equipment
5, Brand image, that
the brand is eool,
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economical, and
sustainable
After 2015 | StrategicPartner | 1. Design team LIncreaseinbrand | {. Inrease in revenug
(long-term) | (National) awareness | & market share
-L8top & Shop | 2. Materials for
-LZipear campaign 2. Tncrease inrevene | 2, Amount of media
' & marke! share coverage
3. Increase in
consumer car sales
Strategic Partner | 1. BYD facilityto | 1. Increase brand 1. Increase in revenue
{Internationa) build taxis AWAICICSS & market shate .
-Electric taxis and internationally .
buses in Chinese 2. Amount of media
districts 2, 1, Increase in coverage
revenug & market
share 3, Inetease in
constmer car sales
Exhibit §

Consumer interest in pure EV 2012
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EeIg»’um
’»L !Permany Turkey Korea
France” '
Tr . k >
S Ry ,’.)Japan
Talwan
Argentina ¥

Constmer interest
W Greater than 85%

~

Automotive | www.egmCarTech.com | 39,636 C| 700 | <Syears
Automotive www.aitoblog.com 601,300 1810~ | <1 year
Environmental | www.inhabitat.com 151,843 70410 [ <1l years
Environmental | wwwnewscientistcom | 231,243 . BH4/10 | >1year
Technology www.techcrunchmm. 1,398,660 T4510 | > ] year
Technology | www,gizmodo,com 1,098,190 7.85/16 <9 years

Source; www.websitelooker.com

Exhibit 11
Item Cost
Building Ramps SUK
City Permits & Police Assistance $300K

Billboard in Times Square ({ month) S3T0K
Viral Video Development & Marketing | S100K

[ 7% 85% Hiring Professional Drivers S10K
Bl 55%-20% Total SIM
B Les tnan 55% Source: ttp:/fadage.comarticlemewsfoost-advertising-times-square/45 719/
Counlres not sunveyed {Article s from 2005, I budgeted 20K Extra lo make up for inflation)
Source: Exhibit 12 (As of 2011)

Ittp:/fgrcen.autoblog, cot/201 L/10/17only-d-of-consumes-Tikely-to-be-satisfied-wilh-todays-electrif

Exhibit

Consumer’s common misbelief about elecric cars.

v Fleciric cars are tiny and not safe in collisions.
o Electric cars can electrocute drivers,

o Electric cars are prone to combustion.

Source; http:/Avww greencrideal.com/vehicles/053 1-are-electric-carsereally-safe/

Exhibit 10
Typeof Blog | Web Address User Traffic (visits per day) | Rating | Domain Age
Automotive WWW,CATSCO0p.com 210 8.0910 | <9 years
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Top Brands When Considering the Purchase of an EV

0%

15%

10%

|
!
L l MMHE‘, nmm.,.,,

i
Qd 0\ \e d“bé{f@“. asz “syh _tfé °\°$:’§°¢; c“,bbe 0““0 ; "b\ §\°‘
‘o’ G

Souree: hitp://elecriccarsreport comy/2011/0 electric-car-survey-teveals-consumer-jiterests/

Exhibit 13 (As of 2011)
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Awarness of Cunent EV Models

Cheveolet  Ford  Nissan  Teski  Sinart Mieahishi CObA Fiker  TAP BYDab
Vot Focus & Lol Roodster fortwo  BMUEV  Sedun  KaBMA

Source: hitp://electriocarsreport.com/201 |/01/electric.carsurvey-teveals-consumer-interests/

Exhibit 14
Honda find that $5-plus gas is ‘tipping point”

i
]
3
gﬁ
i3
o
B —
- l
no Americi. |
”D | Wstns that {
" a | electricity vl
RO “ g’m | sare s thi
AT | LR i ! y "
AN ) A Rﬂ I P
> - W, | souet lormost ¢
. n M | pewlimly  f
& | noenaon ¢
I' ] p"'m"‘s
ey )
. 1

L m, i

Souzce: hitp://green.autoblog.com/2012/06/06/honda-finds-that-5-plus-gas-is-tipping-point/
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Assignment:

Read the project guideline

Overall Strategic Goal .

o Testa s not really & company that il to 8l elecric cars Rather, Tesla is a company that exists to
averturn the entire olobal automotive infrastructure, an infrastructure that presently functions on petroleum
and fnternal combustion engines but in Musk's belief wil eventually, and inevitably, gide forth on -~
exheust-free electricity, (source EBSCOHOST The Risk of New Maching)

« Design, Develop and Sel high performance electric vehicle (EV) (10K)

o 1, Build sporls car

More random shit

Market: Among the non-traditional players, Tesla and Fisker are the leaders, both
producing vehicles in limited volume at higher price points, Both companies
have committed to reducing vehicle costs and thereby increasing their volumes
with more mainstream offerings. (citi investment research and analysis)

» Testa can't possibly succeed because nobedy has succeeded in neary a century
+ Success of Tesla refies on Sedan Model S
.o goal 530,000 car

+ - electrc vehicle technology more efficient ,

' Need ouse R&D ocreale bettér models to ﬁgm the old ones smce no-new car
company ' has been able fo fight for shares agamsl the maJor car compames Butithes

" negative ingome while spending more money on SG&A and R&D w;ll |t|as7wﬂ| the
Model § bring if up?

s ‘lnslead of compele with other electric car companies in the 2% marke of the 13 million
cars sold in US, "Models S and X wil instead compste with gas-burning BMWs and Lexuses, "

+ goalis 20,000 sales. producing 6000 model S' this year, if compete with big companies,
Toyota sells in a month whal Tesla sels in a year ’

0 Average American consumer is happy with gasohne vehiclés and is in no rush to change

+What's criving EV'sales is government policy (fture is less on performance/eavironment

o2, Usé that money 1o build an affordable car
+ 3, Use that money fo build an even more

+ affordable car

4, While doing above, also provide zero-emission
electric-pawer generalion options

Question of Problem
+  How can we keep Tesla sustainable in the long-run?

Al possible causes and most likely cause
v Revenue (ST) '
o Market Share {LT)
all possible actions and best action
o Marketing for LT benefit
realistic and achievable Plan

than economyofl low, Ithium lon battéry high)
» roadster o Model S, batleries improved by 40% (4 years)
o 8000 preorders for mode! S
o, slock very iffy (currently falling) how fo get peaple to invest to get more in r&d to create
better battery? since Tesla tries lo nof use outside source for supplies whenever possible
v manufachuring process not 2 problem {all electi, est drive s inside)

Meeling discussion
o sign contracl wiht Mercedes

+ brakes- customer service. hard to use




"" i<
/«

Read the first few pages which describe the EV market...
hittp:/fwww ceres org/resources/reports/electric- vehicles-report

Here are my thoughts and suggestions for possible solutions of Testa maintaining a long term
sustainable future -

Facus on selling more Model-S and X which willfurther establish its brand, which will lead
lo Tesla as an atfractive target for acquisition

Tesla can also be a future supplier to ofher automotives. It has technical expertise in
technology and electrical properies

Provide electric batteries - cheaper for companies such as Toyota to buy batteries and
matars or seek expertise from Tesla rather than developing it themselves. Tesla could maximize
its significant revenue based on making relatively small volumes of its battery packs for several
automakers ~ adopting different kind of technology from different automakers

Significant partnership with ZipCar so that they can also have electric vehicles and Tesla
could be the major supplier of automotive Electric cars. '

TIMELINE
June 22: Launch Model 8

SHORT TERM:
December 2012
Marketing Ideas:
Satting up a marketing campaign with small promotional giveaways that have tesla cars on them (Mugs,
shirts, jackets, efc.)
Make small electric remote control tesla cars for people to play with,
Develop & markefing campaign that shows that Tesla s affordable for everyone and usable by all
Lel people fest drive the cars at Car Shows and Tradeshows
-SEMA show vegas

Get reviewed as much as possible by high profile car review websites and magazines
o example
o example
o example

Create youtube account {vimeo videos--> youtube)

Get onto blogs (auto, tech, environmental)

June 22: Guerila Marketing
Inspiration - Nascar live demonstration

LONG TERM {After 2013)

Sirategic Partners
Tesla stated in its 10K that'our future growth is dependent upon consumers’ willingness to adopt -
efectric vehicles”, if the EV market is slower than expected or doesn't develop at all, the
company will be at risk. By having strategic partners, Testa willtarget B2B sales and through
this, we hope fo faciitate the B2C gquh by raising awareness. The Modef S esfimates to have
energy efficiency capable of lowering fuel costs of approximately $1,400 per year. This means
that companies who adapt Model S will incur lower costs for vehicles as well as promoting thefr
image of being green and environmentally friendly. in return, Tesla will use this opportunity to
market the image of the brand for its performance, affordability, and zero exhaust emission,

Stop & Shop
Shenzhen EV, other China districts



B XYWROPUMBIIDBed00EDSIaLYOH M v ONTIINTH Rz =PongZ e X=Es YOSV TS Laiontjaaueuywioys oot wy:sdpy

66842 STHAAWI ‘T
erejsa) EH R ]
€007 e
Y3NW L0 kRS

epadyy 619 aigeuieisns oluosLen
€Pli0H 341 A0, By YAy sionpd

|
7 “awppn g jo humodd
[ Busanu] jsog oLy

246940 04 5| UOJSSPU PATINONUG SE[53] BOOT

)03 AWe33q O a9 I0RIRYS )s‘aﬁm s fuedwos
3} 3IBI WSy U0;3 ALISaNY] UYL 595 8 Bln

3007 A9003 U e1S3L SN 49403 payisa

U2 JOJUIAU 0 23N ¢ 5) el 8uduicd

a1 "SI0 ejsaL 5@ Buuuadie) e pue pisysy «

upiep &9 £C0Z Anr i patesodicau) Som €js3)
“TLOL V! paIRISu] oL pienel)f § g yim suajshs
aBaiois Abraua fianeq jo oy ddns egolG isalie
a0} 4030 5t pU2 S PRIUN W SUR[SAS
afReACioyd jo 13 miu) ofews s} pue sdojanap
Hrzug uisay Aieipisqne 31 ‘aieys K81 Y ayiew
i3 Aaneq 341 pa) fusduion ay) 707
W) SRHCLDOING iGN f2A 1500 SPJIOM 3} 8 G207 JO
52 PUD SOIVELO3 3[32M/0H 150U SPION AU} J0 U
5| 2531 $30M13S U SInp0i paje;a1 pua ‘sajbuys
10705 pua Spuad 05 '2J52pid 01 Doy wory
sagpaap afeiors ABizua Aavigg Riatiogais ‘sajoen
)98 Saimi2ojpuew pus subisap gisa) 'sexa]
Ny ] pasayiondpesy Auedwicd AB13ua usaf puy
AOWOINE [2UDRIUNU UBIIY kB 5] D] ‘BjSa)

ToyleW-ng 3y ssedins

o fjler g g ssuun e
SpaaU 'SaIUR0G 4901S BjsaL

Yoy

G sapuuny |y

pug JUewWuoA0lzy WY
‘2lSal Moy AeppIL SakOUr
153061q a1 Bupyew syo0g

BLL]

5] [y yuwL o) Woag 3ldosg
. ooy Aaftop oug

olefip|

“S)I'E [9pON B[s3L #aN 3}

Bujueog 5|

nogy Bey ey

puelaq auoseg veadoing

150 800 51 8L,

auzebent aul

ofzsmoy1? !

sallanjap
PRUHEUI) 1 25EIN

U SIS Y0NS B, |

[TTET

[

~ BUnljoy patysstest 3y

106{ 037 8581 a paisam

sl shes pef s ysnp Lo

00Ul BoIIR)

‘plsal §0 86y a1 0 U3k

worBiaquoetd

uoudo

ez smay |2

Kepal sayfiH
pavRyyo0IS BisaL Aghy
[aod Rapoyg a4y

aojs elsa)

90 NI

* HOl1RS ¥o0i5 peclg
pea eiplay ‘2jddy 'ysa),

|etiner 12l |[2h} alg

(s veaL)

24193

v inaqy
‘ smay do]
OVasYN IONIHOHT AVHIS | .
] ;
. o andng | Aep jeu uo %5y 014 Aep 1au1 U0 5491074 ABp Y1 U0 %9l 4
! , leap Rgeelos ujord fanenb Janasiy o)) feg 153 - Wepas
AN o {1 o doipsueysse PUB S3(US U 79SS PR3 5 PO SpIsaL o) dn Bu)
ojSBLUOJ 1§ SIS YW ' Jalje %L Scuwn] yaois jsaL fpeaije sioro) Jea-2l%)3
Nes'ao iMﬂ]OAOhv ' BLOZ ZEunr . ssemnay : £102 "5 Ael + 18agAINUIE omz‘wr.nmulng 1583
asnaceses PLRE T a .
-~ /‘-‘ IR ; N v
Q4EIE - 181018 LTEVEI @) Gl 7l @ 0
- oo . :
! :
| 689524 - 90°57e 19NTH 410 ‘ : »
’ |
sr9szs 30T SN0 1 .
|
i D e
fpnsasposign !
¢ g 1w I 0
' - ' s
e S R _
ojogied o ppy + (], sweday Q) WHOA M owom o

. S1y1 9a8 uB3 nuk Ay
| sojojhiod nod 40 %0'0
i

3 o Ay
ams o mofeg +

RV )
14059+ XA

TSI QYOSVH (SN - bULN A TR 1

YYWESAIZ: H0EPTE l809Z$

ujess)

DYISYN -+ VISL < IHOK

e e
1 xbL‘ﬂ‘ [NﬂrMnﬂ

"
|orer BEESY
|56 05das

Vst won
P

I OUERL £
I gigle bepsey

28N » AP o Buguinsne, 005 10 00§ B o opeusas ssed (nqsies owg | samng ok sapueuny msy  adoing g SLnww

i E X

aaueuly aiBood | au| eiseL (%12 74) 1 0SZE VISL

veLovasw Y aneudafeon =

Wd 8871 '52/8/6



