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Executive Background  
This plan proposes a media plan designed to generate awareness and purchase of 

Tesla and the recent push for electric cars and influencing people from BMW and Audi to make 
the switch to Tesla with their next vehicular purchase. The target audience includes Middle 
Aged African American men who are the leading target market for BMW.  [five key 
demographics and five key psychographics/lifestyle items of your target consumer].  
With a budget of $25,000,000 for, this media plan will use. The media goals are as follows: 
(1) The spot campaign uses 7% of the overall budget for a 12 month format, focused 
primarily on Outdoor Ads, and Digital Spot ads targeting 30.2% of the US population in 12 
DMAs including:Albanny et al, NY, Atlanta, GA, Bakersfield, CA, Boston, MA, Chicago, IL, 
Dallas-Ft. Worth, TX, Houston, TX, Los Angeles, CA, New York, NY, Philadelphia, PA, San 
Francisco et al, CA, and Washington, DC with a goal of 70.0 reach and 6.0 average frequency 
goals for the spot DMAs.  
(2) The national campaign uses 8% for a 12 month format, focused primarily on Outdoor 
ads and Digital Spot ads, targeting a goal of 50.0 reach and 4.0 average frequency for 30.2% of 
the US population in 12 DMAs. 
 

Since our target consumer is, at a basic description, mostly men aged 35-44 years old, 
interested in leisure sports, physical and social sciences, spending time with family, and 
maintain their knowledge of technology using online sources, we spent most of our money 
accordingly. The largest quantity of ads we bought was for Digital Spot ads. Within this 
category, we bought mostly from Social and Targeted Sites/Ad Networks and least on General 
sites/Ad Networks. This is due to the understanding that most of the target audience uses social 
media and certain websites to find information about upcoming technology. We also bought a lot 
from Men’s Magazines. A large portion of the target consumer reads magazines to stay 
informed and educated. The types of magazines they read correspond with this category. 
Furthermore, the most we spent on ads was from Outdoor Ads. This was important because 
many of the consumers are too busy to have relaxing hobbies and the only time we can ensure 
they see our ads are on their commute to work. Also, it is important to show the visuals of the 
vehicle to have a bigger impact on the audience. We did buy a portion of radio ads; however, 
not as much were bought compared to other media because it can not give the full effect of all 
the features of the Tesla. Another big reason we did not spend much of our budget here is 
because only a very low amount of people use the radio for information according to our 
research (Tesla: **1, Audi: **12, BMW **43). Therefore, it would not reach enough people to 
make an impact. Also, one of Tesla’s most impressive features is the aesthetics and design of it. 
In order to properly cause a reaction to someone, they would have to see it. The spots we did 
buy in radio were in the morning, assuming the potential customer will be listening to the radio 
on their commute to work. Overall, we spent most in the fall and winter (October, November, 
and December), spending 4 million dollars in each, then  August and September, spending 3 
million dollars in each, following July ($2 million spent), next April, May, and June ($1 million 

 
2 



spent), and January, February, and March spending only $500,000 in each. We based these 
budgets on when cars are most likely to be purchased. 

For National, the total GRP came out to 1,799. CPP reached up to 5,689 in October, 
November,and December, 4879 in August and September, 3741 for July, 12,858 in April, May, 
and June, and 12,163 in January, February, and March. Reach for national and spot came out 
to be 94.5 and average frequency is 19.0. Average effective frequency (3+) is 2.8 for the 
National and Spot area. Moreover, CPM for October, November, and December is 13.72, it is 
11.76 for August and September, 9.02 for July, 31.00 for April, May, and June, and 29.33 for 
January, February, and March. 30.23% of the total audience was reached. 
 
 

Background Information  
Tesla Inc. creates a new driving experience with its brand of electric cars. The company 

was founded in 2003 which was not joined by current CEO Elon Musk until later on in 2004. 
Tesla customers are found to be extremely loyal to the brand. These customers often do not 
switch to other brands of cars after putting their investment into the company. This projected 
lifetime loyalty is unseen by most other car companies. Furthermore, Tesla owners core 
demographics rely on mostly 35-44 year old men who have attended graduate school and 
further, are employed mostly in the life, physical, and social sciences field making a household 
income of over $1,000,000. This group is mostly married with two children in the household 
aged 12-17. These families usually own around 3 cars. One car is domestic and the other car is 
foreign. They are also found to be eco-friendly and knowledgeable about sustainability and 
technology. Due to this loyal fanbase, buyers of Tesla also purchase solar-panels. In their 
personal lives the Tesla audience values art associations, environmental organizations, and 
human rights organizations, allowing continuous developing interest about the surrounding 
world, past, present, and future in order to understand equality and inclusion. They value time 
spent with family and friends and take advantage of moments to make memories. The enjoy 
social gatherings and celebrating milestones. They are also knowledgeable about technology 
and do research before buying products on impulse. This innovative company that capitalizes 
on the lack of competitive electric car companies and sparks interest for brands such as Audi 
and BMW to step up their game.  
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Brands Overview & Consumer Analysis (SWOT)  

Strengths Weaknesses  

Tesla 
- Brand Loyalty 
- One of a kind (No other fully electric car 

companies around)  
- Eco Friendly  
- Innovative  
- High quality and reliable vehicle  

Tesla 
- High Initial Cost  
- Limited market presence 
- Limited supply chain 
- High prices 
- Low group recommendation levels 

 

BMW 
- One of the most valuable automotive 

brands in the world  (Jurevicius).  
- Successful partnership in China 
- Perfect engineering and excellent driving 

experience 
- Competence in hybrid and electric cars 

BMW 
- Poor automotive brand portfolio with little 

product differentiation  (Jurevicius).  
- Increasing debt levels 

 

AUDI 
- Product Innovation  
- Strong Brand Portfolio  
- High Performance in new markets 
- Strong distribution network (Friesner). 

AUDI 
- Need more investment in new 

technologies  
- Investment in Research and Development 

(Friesner). 

Opportunities  Threats 

Tesla 
- Lifetime Investment  
- Customer Satisfaction  
- Exponential Economic Growth  
- Environmentally Favored  
- Global supply chain expansion 
- Gen X (40-54)  

Tesla 
- Aggressive competition 
- Fluctuations in material prices 
- Dealership regulations 
- People who believe foreign cars are more 

lux than domestic (Index Value: 199)  
 

BMW 
- Fuel prices are expected to rise in the 

near future (Jurevicius).  
- Hybrids are favorable in current 

movement from gas to electric cars 
- Foreign cars are seen as more lux than 

domestic (295) 
- Gen X (40-54)  

BMW 
- Increasing competition in the worldwide 

automotive market  (Jurevicius).  
- Rising prices for oil  
- U.S. automotive market is poised to slow 

down or even decline 

AUDI 
- Hybrids are favorable in current 

movement from gas to electric cars 
- New trends in the consumer behavior 
- Foreign cars are seen as more lux than 

domestic (**429) 
- Gen X (40-54)  

AUDI 
- No regular supply of innovative products 
- Competition. 
- Regulatory Pressures. 
- Costs of Raw Materials & Labour. 
- Rising prices for oil  
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Part II. Competitor Analysis 

Tesla psycho-demographics  

Tesla characteristics the core demographics describe mostly 35 - 44 year old men who have 
attended graduate school and further, are employed mostly in the life, physical, and social 
sciences field making a household income of $1,000,000 and up. In general terms, almost all 
owners and users are eco-friendly, knowledgeable about technology and sustainability, value 
family and friends, and cost-conscious. Looking deeper, those who own prefer to buy from 
companies that donate to charities. They often pay attention to the ads before a movie starts, tv 
ads, and ads in a theatre lobby. Many rely on tv to keep them informed. They also like learning 
about new technology and love to buy new gadgets and appliances. Their primary source of fun 
in their computer. Furthermore, their social media consumption is three or more times a day and 
mostly consists of websites like “bizrate.com, classesusa.com, and evite.com. This shows that 
they are social and outgoing who likes to celebrate events, are keen on being and staying 
educated, and compare prices to products before they buy it on impulse. 

 

BMW psycho-demographics  

BMW owners are in the Gen X age range putting them between 40-54 years old. Most of these 
owners are African American and Male earning about $500,000 or more in their household 
income range while finding employment in sales. Their household population is around 5 or 
more individuals under the same roof. Their common belief about foreign and domestic cars is 
that foreign cars are more luxurious than domestic cars. BMW owners believe that it is important 
to help others even if they will not be receiving anything in return. These owners enjoy keeping 
in touch with family and friends and believe that it is important to learn new things and be well 
informed. Buyers of BMW feel it is important to be respected by acting ethically and want for the 
companies that they buy into to perform the same way with respect and ethics. They are happy 
with life as it is and want to be environmentally friendly as a personal obligation. Furthermore, 
they enjoy spending time at home with family. They would like to buy more eco friendly products 
if they were less expensive and are aware of the harm that gas powered cars have on the 
environment and are worried about the pollution and congestion as a cause. BMW owners find 
that it is good for a company’s business to make efforts to be eco-friendly.  
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Audi psycho-demographics  

Audi owners are in the Gen X age range putting them between 40-54 years old. Most of 
these owners are Caucasian and Female earing about 100,000 to 149,999 a year in 
their household while finding employment in Healthcare practicum tech and support 
related careers. Their common belief about foreign and domestic cars is that foreign 
cars are more luxurious than domestic cars. They live in a single household income with 
a population of around one however they enjoy spending time with family and make a 
conscious effort to be environmentally friendly and feels that it is important for a 
company to behave ethically. They believe that it is important to act ethically throughout 
their lives and continuously learn new things. They would like to buy more eco friendly 
products if they were less expensive and are aware of the harm that gas powered cars 
have on the environment and are worried about the pollution and congestion as a 
cause. They do not believe that eco-friendly products are better quality products. They 
do not tell companies to stop sending them real mail or catalogues to protect the 
environment and do not care if their peers do not see them as environmentally cautious.  
 

Media Consumption Behavior 
The behaviors of media consumption vary quite a bit among Tesla versus Audi and 

BMW. However, one medium remains the same: social media consumption. According to our 
data, all three automotive brands mostly use social media as their main outlet for media 
consumption. Tesla owners use social media 1-2 times a day (**418), most Audi owners use 
social media 4-6 times a week (**267), and most BMW owners use social media 3 or more 
times a day (143). With this said, it would be most logical to advertise using social media to 
BMW owners when trying to divert their attention towards purchasing a Tesla. Tesla owners 
media consumption seem to differ from the other two car brands. Tesla owners enjoy watching 
the commercials previewed before a movie (**149). A large amount also always listen to the 
radio when driving (**149). The station the are most likely to listen to is Satellite-Radio Own: XM 
(**861). In addition, they usually do not pay attention to commercials on television (**140). The 
types of magazines they read are Outside (**2,943), Wired (**1,678), and Golf Digest (**1,672). 
This highlights how Tesla owners are fascinated by the outdoors, leisure activities, social 
settings, and educating themselves with new technologies that will have an impact on the world. 
It is important to focus primarily on radio and magazines when advertising. Television should not 
be a main source of advertisements ads Tesla owners usually skip to a different channel when a 
commercial break is on. Tesla owners are social people (**242) who enjoy comfort (**109) 
according to our data. So, it is crucial to focus on the luxurious experience of comfort while 
driving as well as having a brand identity of being social and environmentally-friendly. However, 
we must keep in mind this population are more inclined to buy eco-friendly products if they are 
less expensive (**154), so, being sure to bring awareness to Tesla’s affordability is important. 
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As stated before, social media are Tesla’s main source of media consumption and is used 1-2 
times a day (**418). They also tend to be influenced by others’ reviews online posted by other 
consumers (**338) so it is important to have a stable loyalty to Tesla as a brand in order to keep 
a loyal fanbase and influence others to like and be interested in Tesla. 

Specifically looking at Audi owners, other social media usages are most prevalent for 
Audi owners are visiting the websites of magazines they read (**208). So, this implies a budget 
to be focused more on the website and less (but still substantially) on the magazines Audi 
owners read. The types of magazines an Audi owner reads are mostly MORE (**1,008), 
American Baby (**606),  and automotive magazines (**546). It is clear they care about family, 
living and fitting into a certain style (midwestern), and educating themselves on automobiles. In 
order to get their attention over to Tesla, we should highlight Tesla’s safety, eco-friendly 
aspects, and highlight the most appealing automotive features that sets them apart from Audi. 
Television would not be a smart outlet to advertise to Audi owners as most do not watch the 
commercials (**144). However, when they do watch television commercials, they typically 
appreciate humor (**106). It is also important to note, when watching TV all day, Audi owners 
are in Quintile 4 (the 2nd lowest) (**266). So, we should rely on other media to advertise to this 
demographic. Audi owners use radio as a main source of media consumption. Most listen to 
Sirius radio station (**312). The main reason to listen to the radio is for a quick news update 
(*105). So the most promising outlets for advertising is using websites of magazines they read 
and the Sirius radio station to gain awareness and interest. 

Looking at BMW owners, they read magazines such as Outside (**481), Esquire (**475), 
and Traditional Home (**472). It is apparent that BMW owners are interested in their lifestyle 
appearance and care about the outdoors. Therefore, it would make sense to focus on Tesla’s 
eco-friendly aspects as well as its luxurious appearance. However, BMW owners also rely on 
television to keep them informed (92); a complete contrast to Audi owners. Most watch tv from 
11pm to 1am (*97). They also state to not mind if brand name products appear in tv shows 
(116). However, a large population of BMW owners still remain annoyed at seeing 
advertisements in tv shows (**114). In order to appeal to everyone, a Tesla commercial should 
feel relatable without interrupting the consumer’s attention to the program in a scheduled pot of 
the time mentioned previously. A large population also relies on local newspapers to keep them 
informed (86). This shows they like to be involved in their community, so, Tesla should advertise 
targeting specific regions to BMW’s most targeted areas so gain their awareness. The most 
amount of media consumption for information on vehicles is the radio (**1,229). They are in the 
3rd quintile (middle) for radio drive time (*141), and mostly listen by using Sirius (*120). With this 
said, Tesla should focus primarily on radio to advertise to BMW owners on the Sirius radio 
station, again, focusing on the luxurious, modern-looking and eco-friendly aspects. They should 
also portray Tesla as a vehicle great for spontaneous freedom rides as looking at the 
competitive analysis, we found that BMW owners often drive by themselves to gain a sense of 
freedom (*117) and tend to do things on the spur of the moment (129). That said, magazines 
about lifestyle and outdoors (focusing on helping the environment), as well as radio (Sirius radio 
station) are the best mediums to advertise to BMW owners. 
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As we can conquer from the chart above we have created by calculating the CDI and 

BDI of the top 10 DMAs, the best places for Tesla to advertise are Boston, Philadelphia, and 
Houston. With both a high CDI and high BDI, there is a high market share and potential to grow 
in the market. Cities where the category (CDI) is low and Tesla should try to bring more 
awareness to to fix this issue are Los Angeles, New York, and San Francisco. A high BDI and 
low CDI also describes potentially risky markets for Tesla which should be monitored for the 
growth rate of the category are shown when there is a high BDI but lacking CDI. Cities with a 
low CDI and low BDI means there is a low market share and poor market potential. This 
describes cities like Atlanta. In closing, Tesla should focus in places like Boston, MA, 
Philadelphia, PA, and Houston, TX. 
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Media Tactics  
 

 
The best places for Tesla to buy are highlighted as Albanny et al, NY, Atlanta, GA, Baersfield, 
CA, Boston, MA, Chicago, IL, Dallas-Ft. Worth, TX, Houston, TX, Los Angeles, CA, New York, 
NY, Philadelphia, PA, San Francisco et al, CA, and Washington, DC. These areas are also 
populous of our target markets of BMW and Audi drivers. The media communication objective is 
to convince these markets that their lives would be better if their next vehicular purchase is with 
Tesla.  
The Spot Campaign  
The spot campaign uses a 12 month format that only dents into 7% of the overall budget. As 
this campaign is centered mostly on Outdoor Ads, and Digital Spot ads targeting 30.2% of the 
US population. It can be viewed within 12 DMAs including: Albanny et al, NY, Atlanta, GA, 
Bakersfield, CA, Boston, MA, Chicago, IL, Dallas-Ft. Worth, TX, Houston, TX, Los Angeles, CA, 
New York, NY, Philadelphia, PA, San Francisco et al, CA, and Washington, DC with a goal of 
70.0 reach and 6.0 average frequency goals for the spot DMAs.  
National Campaign Buys 
The national campaign utilizes 8% for a 12 month format of the overall budget, directing itself 
mostly towards Outdoor advertisements and Digital Spot advertisements, targeting a goal of 
50.0 reach and 4.0 average frequency for 30.2% of the US population in 12 DMAs. 
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Comparing Psychographics and Demographics Between Tesla, Audi, and BMW 
 
 

Categories Tesla Audi BMW 

Age Gen X (40-54) 
(**417) 

Gen X (40-54) 
(**193) 

Gen X (40-54) 
(**231) 

Gender Male (**182) Female (**107) Male (120) 

Race Asian (**1,489) White (*132) African American 
(**148) 

HH Income ~$500,000 and ^ 
(**5,796) 

~100,000 -149,999 
(**329) 

~500,000 and ^ 
(**1,441) 

Employment Computers & 
Mathematical 
(**3,504) 

Healthcare practicum 
tech, support (*424) 

Sales (**233) 

Household population Five or more (**338) One (**216) Five or more (**203) 

Attitudes (Index 
Value)  (foereign 
cars) 

Keeps up on the 
latest advances in 
automobile tech 
(**450) 

A foreign car is much 
more luxurious than 
owning an american 
car (**429) 

A foreign car is much 
more prestigious than 
owning an American 
Car (295) 

(att) It is important to 
keep young looking 

**137 **157 164 

(att) friends and 
family always ask my 
advice on what car 
they should buy 

**0 **252 *135 

(att) I enjoy taking 
risks 

**143 **164 133 

(att media) I typically 
avoid watching tv 
commercials 

**205 **144 129 

(att) I often do things 
on the spur of the 
moment 

**30 **102 129 

(att automobiles) A 
used car is just as 

**104 **160 126 
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good as a new car 

A foreign car is much 
more luxurious than 
owning an american 
car (avg 199 any 
agree) 

   

(media) I read a 
newspaper most 
days 

**180 **121 **102 

(media) When in the 
car, i always listen to 
the radio 

**149 **127 107 

(MEDIA) I enjoy 
reading ads in 
magazines 

**0 **47 *102 

(automobile) I often 
go for a drive by 
myself to gain a 
sense of freedom 

**26 **36 *117 

(auto) The true value 
of a car is how long it 
will last 

**62 *121 106 

(auto) comfort is the 
most important thing 
in a car 

**109 **68 104 

(auto) I am often in a 
car with more than 
one other person 

**242 **73 68 

(environment) Belong 
to an 
environmentalist 
organization 

**0 **6 **129 

(environment) I am 
worried about 
pollution and 
congestion caused by 
cars 

**98 **125 122 
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(environment) I would 
buy eco-friendly 
products if they were 
less expensive 

**154 *122 114 

(environment) 
companies should 
help consumers 
become more 
environmentally 
responsible 

**84 *128 104 

(environment) 
eco-friendly products 
are higher quality 
products 

**146 **115 *92 

 
 
 
 
Plan Performance  

 

 
This doughnut chart is a representation of how much of each media we bought. From 

this, we can see we mostly bought Digital Spot Ads. Using our consumer profile, we knew our 
target audience uses mostly the internet for their information. Therefore, we used most of our 
budget in this area. 
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This flowchart shows how much we bought of each media per month of the year. It also 

includes the GRP, reach, and average frequencies. From this, we can infer how much of our 
budget went to what and how effective it was. We can determine how many people of our target 
audience it reached to see if we should continue buying in that medium in the next years to 
come. For example, it may be smart to buy less in women’s magazines since we used a good 
portion of our budget but the GRP was quite low. 
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This chart is helpful when determining how many times a person sees our ads. It also tells us 
the reach so we know exactly how many people are seeing them. It seems as though our spot 
ads are more effective and are viewed more by the target audience. Although there was 20.5 
more of a reach for spot ads, you can say this is why they were viewed more than National ads. 
However, when looking into each category, spot ads were viewed much more where national 
ads were not even recognized. Therefore, we see more success when targeting a certain area 
rather than a much bigger region. 
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This chart is detailed in what we hoped to achieve by placing our spot ads; it was our 
hypothesis. As you can see, we expected more times our ads to be viewed during the Spot 
plan. This is because its a smaller area so it has more of a chance of being viewed more often. 
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This chart shows all of the DMAs we chose to advertise in. It also shows how effective our ads 
were in each DMA. We can see that Bakersfield, CA was the least successful and Los Angeles, 
CA was the most successful. All together, we covered 30.23% of US households with our ads. 
 

 
This chart is showing key information about the overall success with our media buys. We went a 
bit over budget in the most crucial months such as October, November, and December. Overall, 
we were left with $86. We were very successful getting our ads viewed multiple times in July 
through December. 
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Main Takeaways 
 
For National, the total GRP came out to 1,799. CPP reached up to 5,689 in October, November, 
and December, 4879 in August and September, 3741 for July, 12,858 in April, May, and June, 
and 12,163 in January, February, and March. Reach for national and spot came out to be 94.5 
and average frequency is 19.0. Overall, we were successful in reaching a large population 
mostly with spot ads. Our goals were exceeded during the most popular months such as August 
through December. Our most bought out and successful media were Digital spot ads. From this 
information, we now know for future years how and where to target. We should buy most ads 
throughout the months of August through December focusing on digital spot ads, outdoor ads, 
and men’s magazines which aligns with our consumer profile.  
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