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[bookmark: _Toc225444309]Section1: 
[bookmark: _Toc225444310]1. Introduction 
Tesla, Inc. is an electric vehicle (EV) and clean energy company with a global presence and a key role in speeding up the process of switching to sustainable energy. The company was founded in 2003 but has since grown to include energy storage, artificial intelligence, and autonomous driving technologies outside of the automotive manufacturing industry. By 2025, Tesla earned about 94.8 billion dollars in yearly revenue, which explains its huge market share across the world (BusinessStats Research Desk, 2026). In 2025, the company shipped more than 1.6 million of its vehicles, but this was a minorslight decrease owing to rising competition and market saturation.
[image: ]
Figure 1 Tesla Revenue
(Source: BusinessStats Research Desk, 2026)

The purpose of this report is to critically examine Tesla strategic management practices, which are analysed through internal and external environment. It will use major strategic frameworks such as PESTEL, VRIO, and Balanced Scorecard to assess the competitive positioning of Tesla and their sustainability over the long term. The report will determine how Tesla attains and sustains competitive advantage in an increasingly dynamic and competitive global EV market through this analysis.
[bookmark: _Toc225444311]2. Organisational Context & Overview 
[bookmark: _Toc225444312]2.1 Company Background 
The Tesla, Inc. corporation was set up in 2003 by Martin Eberhard and Marc Tarpenning, and later Elon Musk became the most influential player as the head of the corporation and its strategic leader. Tesla has grown to become one of the most valuable automotive and tech companies in the world under the leadership of Musk who has changed the company into a niche electric vehicle (EV) start-up (Kaouthar, 2024). The company focuses more on the EV and clean energy markets and manufactures electric vehicles, battery storage and solar power systems.
This size increase has seen Tesla achieve a delivery of about 1.63 million vehicles across the world in 2025, including a reduction of 9 percent caused by the market forces (Vimal, 2026). On the financial side, revenue was about 94.8 billion in 2025, a good global indicator but also indicating a decelerating growth (Macrotrends, 2025). The main advantage of Tesla is the vertical model of operation, where one can control the process of battery production, software creation, and production, which increases the efficiency and innovation capacity.
[bookmark: _Toc225444313]2.2 Mission, Vision & Business Model 
Tesla aims to speed up the process of making the world more sustainable in its energy consumption and the company is not merely an ordinary car manufacturer (Szekely, 2022). It has a diversified business model with three major sources of revenue, including automotive sales (its biggest segment, which brought it over 77 billion dollars in 2024), software services (Full Self-Driving, FSD), and energy products (solar panels and battery storage systems) (Schreiber, Gregersen and Ashburn, 2025).
[bookmark: _Toc225444314]2.3 Industry & Market Position 
Tesla is situated in the international automobile and electric vehicle sector, which is growing at a high rate because of rising environmental anxiety and regulatory demands. Historically, the company was a market leader, occupying a 18% market share in battery electric vehicles worldwide in 2024 (Zandt, 2025).
[image: ]
Figure 2 Tesla market Share
(Source: Zandt, 2025)

Nevertheless, it is becoming more dominated by other competitors like BYD, Ford Motor Company, and Volkswagen Group. In particular, the competition will become more intense as BYD overtook Tesla as the largest EV manufacturer in the world by 2026 (Zandt, 2025).
Although Tesla has continued to be an innovation leader, especially in battery, and autonomous driving, the increasing competition, pricing pressure, and a market share in territories like Europe, suggests that maintaining the innovative advantage is growing more difficult. This emphasizes the importance of constant strategic change in a fast changing industry.
[bookmark: _Toc225444315]3. External and Internal Environment Analysis
[bookmark: _Toc225444316]3.1 PESTEL Analysis 
Political Factors
The strategies of Tesla are largely influenced by government policies and subsidies. Tax incentives and subsidies to encourage the uptake of electric vehicle (EV) are offered in many countries, such as the United States, China, and European countries, which has greatly increased the demand of Tesla products (Quinton, 2024). For example, EV incentives like the $7,500 federal tax credit in the U.S. have historically stimulated sales. These policies however are volatile and can be changed by politics. Tesla was susceptible to changes in policy after the elimination of subsidies in the U.S. in 2025, which is expected to reduce EV demand (Calero, 2025).
Strategic Impact: To be able to maintain demand with no government subsidies, Tesla needs to diversify geographically and decrease the dependency on subsidies by reducing production costs and enhancing affordability.
Economic Factors
The economic environment greatly affects Tesla performance especially with its high pricing policy. The high rate of inflation and interest rates decrease the purchasing power of consumers and make costly EVs less affordable (IEA, 2025). Moreover, Tesla faces the risks of global supply chain impacts and unstable costs of battery materials, affecting the costs of production directly. The battery prices continue to be a dominant factor in the price of EVs, but falling prices are opening possibilities of price cuts.
Strategic Impact: Tesla has acted by cutting prices and seeking cost reductions by vertically integrating and producing locally (e.g., Gigafactories), enabling it to stay competitive even when faced with economic pressures.
Social Factors
Tesla is well-positioned against social trends, especially increased consumer awareness about climate change and sustainability. The uptake of EVs has grown at high rates with more than 17 million electric vehicles sold across the globe in 2024, which represents over 20 percent of all new car sales (IEA, 2025). This is a change in consumer preference to more environmental friendly forms of transportation.
Strategic Impact: Tesla takes advantage of this trend and places itself as a brand that cares about sustainability. Nonetheless, shifting consumer demands, including the need of affordability and diversity demand that Tesla diversify the product offering beyond high-end cars.
Technological Factors
Tesla has a competitive advantage in technological innovation. The organization is a technology leader in battery, artificial intelligence, and autonomous driving systems. For example, Tesla battery cells of 4680 technology have higher energy capacity and efficiency, which protects performance and reduce costs (Allgäuer et al., 2025). Moreover, its Autopilot and Full Self-Driving (FSD) features are based on massive data gathering, which increases machine learning.
Strategic Impact: Tesla needs to invest in R&D continuously to remain the leader in innovation. Nonetheless, the high rate of technological innovation also raises competition levels, with competitors creating analogous technologies.
Environmental Factors
The growth of Tesla is largely led by environment issues. The growing worldwide demand to minimize carbon emissions and switch to renewable energy sources has fueled the use of EVs. International organisations and governments are establishing rigid emission limits, which promote the use of clean energy solutions.
Strategic Impact: The overall business model of Tesla is in line with the concept of environmental sustainability, which offers a good competitive edge. Nevertheless, long-term scalability of production is threatened by environmental issues like shortage of resources (e.g. lithium to power batteries).
Legal Factors
The legal and regulation systems have a strong impact on the operations of Tesla. The company is subject to high safety standards, especially in the autonomous driving technologies (Mehra, 2024). Also, the legislation on data privacy, including the GDPR of the EU, places limitations on Tesla data collection, and the relevant fines can amount to up to 4 percent of annual revenue.
Strategic Impact: Tesla will have to spend a lot of money on being compliant and managing legal risks. Uncertainty in regulations on autonomous driving might slow down product adoption and influence the long-term innovation plan.
[bookmark: _Toc225444317]3.2 Critical Success Factors and Challenges 
Critical Success Factors
There are a number of factors that make Tesla successful. First, it has a high level of innovation that allows this company to constantly develop the battery technology, AI, and vehicle performance, maintaining its technological leadership. Second, Tesla is the first company to implement sustainable energy, so it has a positive brand reputation, which brings customer loyalty and price highness. Third, its network of Superchargers has become large enough to provide a significant competitive advantage in the sense of range anxiety and customer convenience. The infrastructure has become a standard practice in the industry as other car manufacturers adopt the charging technology that the Tesla company has introduced that have further secured its position in the market.
Strategic Challenges
Despite the strengths, Tesla is facing several serious problems. The increasing rivalry to other firms such as BYD, Volkswagen, and Ford is diluting its market segment, and Tesla firm has approximately 10 percent of the global EV market and declining growth rates (Counter Point Research, 2024). The problem of the supply chain disruption and rising cost of raw materials that continues to impact on profitability is also an issue.
The risk of regulatory risk is also a significant threat particularly with the safety regulations and data privacy regulations. Besides that, the premium pricing will expose Tesla to economic recessions with consumers shifting to less expensive alternatives.
Overall Insight: Despite the good foundation of competitive advantage being based on its innovativeness and brand, Tesla will need to continually redefine and adjust to the increasing competition, regulatory complexity and market dynamics to retain its park in the marketplace.
[bookmark: _Toc225444318]3.3 Internal Analysis 
The Tesla inner environment is characterized with highly developed resources and dynamic capabilities that are the foundation of the competitive advantage of the company. Among the most tangible assets is its network of Gigafactories located around the globe so that it can manufacture a high number of products at comparatively low prices. As an illustration, Tesla Gigafactory Nevada is capable of producing a battery capacity of more than 35 GWh per annum, and is therefore among the largest battery stations globally (Tran, 2025). These plants include battery production, automobile manufacturing and power supply that aid in the economy of scale and economy of cost.
Another strength, which is critical, is technological resources. Tesla has come up with its own battery technologies such as the 4680 battery cells that enhance energy density, driving range, and low production costs. The company has already outdone the manufacture of 100 million 4680 battery cells which proves that the company can scale innovation (Visconti, 2025). Also, the software capabilities, especially artificial intelligence and autonomous driving, are unique to Tesla as compared to conventional car manufacturers.
The speed of innovation is one characteristic of Tesla in terms of capabilities. The company has been constantly updating its vehicles by using over-the-air software updates to enable it to enhance its performance without necessarily having to physically alter the vehicles. This will maximize the value of customers and build brand loyalty. Moreover, the vertical integration approach employed by Tesla the company, which involved the control of the most important elements of its production, including batteries, software, and manufacturing, enabled it to become less dependent on its suppliers and enhances the cost efficacy.
These strengths, however, do not lack limitations. Gigafactories and technological development create a high level of financial risk, and production has proven hard to scale effectively. Altogether, the internal environment of Tesla is characterized by a close fit between the resources and strategic goals of the company, which contributes to its status as an industry leader in terms of innovation.
[bookmark: _Toc225444319]3.4 VRIO Framework Analysis 
	Resource / Capability
	Valuable (V)
	Rare (R)
	Inimitable (I)
	Organised (O)
	Competitive Implication

	Brand Reputation
	Yes – strong association with innovation & sustainability
	Yes – few EV brands have similar global perception
	No (partially imitable by competitors over time)
	Yes – leveraged through premium pricing & global presence
	Temporary to sustained advantage

	Battery Technology (4680 cells)
	Yes – improves efficiency, range, and reduces costs
	Yes – advanced compared to many competitors
	Yes – complex production and scaling difficult to replicate
	Yes – supported by Gigafactories and R&D
	Sustained competitive advantage

	Autopilot & AI Capabilities
	Yes – enhances differentiation and future value
	Partially – competitors developing similar tech
	No – increasing industry investment reduces uniqueness
	Yes – continuous updates and data-driven learning
	Temporary competitive advantage

	Vertical Integration
	Yes – reduces costs and improves control
	Yes – uncommon in traditional automotive firms
	No – can be replicated over time by large firms
	Yes – embedded across operations and supply chain
	Temporary competitive advantage

	Supercharger Network
	Yes – reduces range anxiety and increases convenience
	Yes – largest global fast-charging network
	Yes – high infrastructure cost and time to replicate
	Yes – integrated with Tesla ecosystem
	Sustained competitive advantage



Conclusion of VRIO Analysis
On the whole, Tesla has both short-term and long-term competitive advantages. Although its battery technology has a strong competitive advantage in the long term, the rest of its resources (brand and AI talents) are faced with an increasing competition. This implies that Tesla will be forced to continually innovate in order to maintain its strategic position in a competitive market of EVs.
[bookmark: _Toc225444320]4. CSR & Sustainability 
The corporate social responsibility (CSR) policy of Tesla is deeply embedded in its corporate mission to assist in making the transition into sustainable energy and hence, sustainability is not the fringe operation but a core business issue. In contrast to conventional auto companies, the main products of Tesla, including electric vehicles (EVs), battery storage, and solar energy systems, directly affect the emission of carbon in the world. In 2024 alone, Tesla announced that its customers saved almost 32 million metric tons of CO 2 emissions, which is also a substantial effect on the environment (Tesla, 2026).
[image: ]
Figure 3 Carbon emission
(Source: Tesla, 2026)

Tesla also has a high response to carbon reduction due to its emphasis on renewable energy products, including Powerwall and Megapack systems, which facilitate energy storage and grid stability. Such innovations will help homes and companies to lessen their dependence on fossil fuels, which will solidify Tesla as a leader in clean energy. Moreover, Tesla focuses on battery recycling and recycling to the circular economy, recovering up to 80 percent of battery material, which will improve the resource efficiency and sustainability performance (Naor, 2022)).
Nonetheless, even these strengths do not prevent the fact that the CSR performance of Tesla is subject to criticism. Such issues as labour practices, workplace safety, and transparency in supply chains, especially in terms of raw material sourcing lithium and cobalt, have been raised against the company. Moreover, its sustainability claims are brought into question as reports of about 4 million tons of indirect (Scope 3) emissions point to the environmental impact of its wider supply chain (G. W. Environmental Energy Law, 2023).
Importantly, the CSR strategy gives Tesla a powerful source of competitive advantage. Its integration of sustainability with business processes set it apart among those in the market, add value to its brand, and appeal to ecologically minded consumers. Nevertheless, Tesla needs to solve both ethical and governance issues to maintain this advantage because any lack of such performance may damage its reputation and its long-term strategic placement.
[bookmark: _Toc225444321]5. Balanced Scorecard 
[image: ]
Figure 4 balance Scorecard
(Source: Kumar et al., 2023)

[bookmark: _Toc225444322]5.1 Financial Perspective 
Financially, the key goal of Tesla is to ensure that it can maintain its revenue growth and remain profitable in a growing rival market. With the revenue of about 97.7 billion in 2024, the company grew at a rate of less than 1% which shows market saturation and competition (Shvartsman, 2024). Also, Tesla gross profit margins coresived to approximately 17.9 percent in 2024, showing the effect of price cuts and increasing expenses (Jin and Sriram, 2024).
The main key performance indicators (KPIs) are revenue growth rate, operating margin, and cost per vehicle. For example, Tesla has been concerned with the cost of production, which reaches as low as 35000 USD per vehicle in 2024 (Sriram and Roy, 2024).
Strategic Alignment: The Tesla financial approach is aimed at striking a balance between cost and innovation investment. Nevertheless, the margins are declining, which implies a transition to a more cost-competitive approach, which places pressure on its historic differentiation advantage.
[bookmark: _Toc225444323]5.2 Customer Perspective 
Tesla has a customer perspective that focuses on customer satisfaction, innovation and brand loyalty. The company has created a robust international brand of sustainability and advanced technology, with models like the Model 3 becoming one of the highest selling premium electric vehicles in the world market (Tesla , 2022).
The KPIs in this field are customer satisfaction ratings, repeat purchase, and volumes of deliveries. The demand of Tesla is high as it has been capable of producing more than 1.6 million vehicles within a year, but the growth rate has been declining because of the growing competition (Šaroch et al., 2025).
Strategic Alignment: The approach of Tesla is dependent upon the preservation of a strong brand image and providing high customer experience by means of constant software improvement and innovation. Nevertheless, an increasing share of rivalry with BYD and Volkswagen makes Tesla struggle to maintain the high rates of customer loyalty, and more emphasis should be paid to affordability and product variety.
[bookmark: _Toc225444324]5.3 Internal Business Processes 
The internal operations at Tesla focus on the efficiency of manufacturing and high speed of innovation. The Gigafactories of the company allow it to produce in large scale and save costs due to vertical integration. For example, manufacturing efficiency enhancement has helped reach automotive gross margins of over 21 per cent in some instances, which is high in the automotive sector (Šaroch et al., 2025).
The important KPIs are costs per unit and efficiency of production, and the time cycle. The capability of Tesla to have software updates over the air shows that it is the only company that could keep on improving products without a physical recall.
Strategic Alignment: The operational strategy of Tesla is both efficiency and innovation-based. This dual drive makes it competitive, but at the same time, the high-speed scaling and cost-pressure can undermine the quality and the stability of operations which become possible risks to the long-term performance.
[bookmark: _Toc225444325]5.4 Learning and Growth Perspective 
The learning and growth perspective of Tesla is fueled by ongoing research and development (R&D) and employee capacities. In 2023, the company had a large investment in R&D, amounting to about 3.97 billion (around 4% of the overall revenue) (Bello, 2025). This investment contributes to artificial intelligence, battery, and autonomous driving systems development.
KPIs are R&D spending, productivity of employees, and output of innovations. Tesla has focused on engineering talent and its use of data based learning facilitates quick technological innovation.
Strategic Alignment: Innovation serves as a key source of competitive advantage to Tesla in the long-term strategy. Nevertheless, heavy investments in R&D and dependence on specialised talent add to the cost of operations and to organisational risk especially in a competitive and rapidly changing technological environment.
[bookmark: _Toc225444326]6. Strategic Choices & Implementation 
[bookmark: _Toc225444327]6.1 Business-Level Strategy 
Tesla, Inc. mainly uses differentiation strategy, which is concentrating on technological innovation, product performance and brand positioning. Among the features creating a competitive advantage, Tesla boasts of higher-order features like autonomous driving (Autopilot), over-the-air software updates, and exclusive battery technology, which add value to customers and can be charged at a premium (Islami et al., 2020).
This differentiation advantage is however pressed upon. Tesla automotive gross margin was once over 21 but has fallen to lower levels thanks to intensive price cuts to keep up with the demand in the competitive market (Jin and Sriram, 2024). This is a strategic move to the cheaper market, especially in major markets like China where price wars have become more intense.
The level of competition has also grown considerably, with Chinese manufacturer BYD coming close to Tesla in the number of EVs delivered (1.76 million vs. 1.79 million) and capitalizing better on total vehicle sales, including hybrids. Moreover, Tesla has experienced a decline in its market share in the global market, which reached approximately 11 percent at the beginning of 2024 amid increasing competition (Dixit, 2025).
Critical Evaluation: Although Tesla maintains its differentiation through innovation and brand perception, its competitors are also catching up fast, especially on battery technology and pricing. The change to price competition also indicates that Tesla is shifting to a hybrid strategy, differentiation mixed with some cost leadership.
Conclusion: Tesla is still differentiated, but the competitive edge is weakening, thus it should always innovate and improve cost-efficiency in order to maintain its market dominance.
[bookmark: _Toc225444328]6.2 Corporate-Level Strategy 
The corporate strategy of Tesla is based on the international expansion and diversification. Geographically, the company has increased its production space by Gigafactories especially in China that has become a critical market. Its Shanghai Gigafactory alone can produce more than 750,000 vehicles per year and it is among the large export centers (Global Times, 2022).
Of particular significance is China, which will comprise nearly 36.7 percent of Tesla total sales across the globe in 2024, and sell more than 657,000 cars (Reuters, 2025). Nevertheless, it also exposes Tesla to competition pressures and policy risks because China is the most competitive EV market in the world.
Tesla has diversified to energy generation and storage, where the company produces Powerwall and Megapack. In 2024, Tesla energy division earned the company about 1.6 billion dollars in one quarter with annual expansion of 40 percent.
Critical Evaluation: Diversification enhances the long-term strategic identity of Tesla because it will become less reliant on vehicle sales, aligning with the sustainability objectives. It however brings about complexity and intensity of capital.
Conclusion: The Tesla company strategy encourages expansion but pays close attention to international threats and resource distribution.
[bookmark: _Toc225444329]6.3 Change Management 
The change management style of Tesla can be explained by super-fast innovation and effective leadership led by Elon Musk. There is constant technological improvement and production enhancement in the company, which makes it react promptly to changes in the market.
This model is however leadership based and poses strategic risk. The vision of Tesla relies on Musk a lot, and any change in the leadership would influence the decision-making and organisational stability.
Critical Insight: Although change driven by a rapid leadership strategy improves agility, excessive dependence on a single person can restrict the long-term organisational resilience.
[bookmark: _Toc225444330]7. Strategic Evaluation & Recommendations 
[bookmark: _Toc225444331]7.1 SWOT Analysis 
	Strengths
The main strengths of Tesla are its good brand reputation, battery technology, and innovation capability. The company has stayed on the top of the EV market, reaching a worldwide market share of 18 % in 2024 (Shvartsman, 2024). Its competitive advantage is enhanced by its vertically integrated model and Supercharger network.
	Weaknesses
Nevertheless, Tesla experiences high production costs and decreasing margins because of price cuts. Premium pricing exposes it to the fluctuations of the economy and rising competition.


	Opportunities
The EV market in the world is expanding at an alarming rate due to the sustainability issues and policies. China alone takes up most of the EV growth in the world with huge opportunities in expansion (Recharged, 2025).
	Threats
Tesla also competes fiercely with others, especially BYD, which overtook Tesla in global EV sales in 2026 and keeps on widening its aggressive growth. Also, there is continued risk due to regulatory changes and supply chain disruptions.



[bookmark: _Toc225444332]7.2 Ansoff Matrix Application 
The Ansoff Matrix provides a useful framework for analysing Tesla’s growth strategies.
[image: Ansoff matrix - Wikipedia]
Figure 5 Ansoff Matrix
(Source: Ferreira and de Sá Moscoso, 2024)

· Market Penetration: Tesla has also employed price cuts and financing subsidies especially in China to grow market share in the existing markets. Nevertheless, profitability has been diminished by this strategy.
· Product Development: Tesla is constantly developing new models and software updates, such as new autonomous driving technologies.
· Market Development: Understanding of new markets, especially in Asia is one of the growth opportunities.
· Diversification: Tesla’s energy business represents related diversification, leveraging its technological capabilities in new markets.
Critical Evaluation: Tesla has a high level of attention to product development and diversification in its strategy. More dependence on penetration-based policies (price reduction) will however undermine its premium positioning..
[bookmark: _Toc225444333]7.3 Recommendations 
· Expand into Emerging Markets Tesla must extend its operation into other emerging markets such as India and South East Asia to satisfy the increasing demand of EVs. It fits the definition of a market development strategy because according to Matrix by Ansoff, Tesla has the opportunity to diversify to avoid reliance in the saturated markets (Kerimova Minure Hadzhi et al., 2024).
· Enhance the Cost Effectiveness: Tesla should streamline its production and supply chain further to cope with diminishing margins. The vertical integration and local sourcing can be reinforced as well that assists in reducing the costs and raising the competitiveness to the competitors that might present low prices.
· Enhance CSR Transparency: Tesla needs to improve supply chain and labour transparency to increase the CSR performance. This conforms to the stakeholder theory, which enhances the brand image and sustainability in the long term.
Final Insight: These pieces of advice can assist Tesla to maintain its competitive advantage because it can strike the right balance between innovation, cost-effectiveness, and ethical responsibility in the global marketplace that is increasingly becoming competitive.


[bookmark: _Toc225444334]Section 2: Reflective Account (Gibbs Reflective Cycle) 
[image: The Gibbs Reflective Cycle - Free Template Download & Guide]
Figure 6 Gibbs Reflective Cycle
(Source: Adeani, Febriani and Syafryadin, 2020)
1. Description 
The task required a thorough strategic research of Tesla, Inc., the environmental condition both internal and external, strategic choices, and general competitive stance. The use of the useful strategic management frameworks, such as the PESTEL analysis, VRIO framework, Balanced Scorecard, SWOT analysis, and Ansoff Matrix.
In accomplishing the task I have conducted a thorough research with reference to various academic journals, industry reports among other sources of reliable internet information. Evaluating the business model, financial results was done by me. The most difficult task was to integrate both theoretical materials and the real life cases for ensuring that the analysis is detailed and relevant. I also tabulated the report according to the assessment requirements, which ensured that the parts were logically arranged and logical. These involved taking notes, proof-reading, and editing my work to meet the academic requirements required on the postgraduate level.
2. Feelings 
The apparent complexity of the task initially overwhelmed me a bit as I started the assignment, particularly due to the fact that the task required a number of strategic frameworks to be applied in the same report. The necessity to critically analyse as opposed to describe concepts was problematic at first since it demanded a higher level of understanding and interpretation.
Nevertheless, with time, my confidence was increasing. This was made interesting and involving in terms of working with real-life data and analysing a household company such as Tesla. I also found it informative how frameworks like VRIO or PESTEL were used as they made me realize how theoretical frameworks can come to the practical business settings.
At the conclusion of the assignment, I had a sense of achievement, having managed to combine various tools of analysis into a unified report. The process also boosted my confidence to do independent research and critical analysis.
3. Evaluation 
There are various areas where the assignment was a success. To begin with, I had an opportunity to work with a variety of current and related materials, which contributed to the validity of my analysis. It enabled me to back up my points using real-world examples, including revenue statistics and performance of Tesla in the market.
Second, I managed to implement several strategic frameworks, and the analysis was organized and in accordance with the assessment requirements. As an illustration, the application of PESTEL was useful in the interpretation of the external factors, whereas VRIO offered information regarding the internal strengths of Tesla.
Nevertheless, challenges were also present. A challenge was to have a critical approach throughout the report. Sometimes I was devoting more attention to the description of the strategies of Tesla instead of analyzing their efficiency. Also, it was necessary to plan and revise the word count in the various parts.
The second weakness was that it was complex to integrate various frameworks because consistency and lack of repetition needed extra work. With all these challenges, the general process was a positive experience in my knowledge of strategic management.
4. Analysis 
This assignment gave me some useful insights not only on strategic management concepts but also in my learning process. Among the learning outcomes was the necessity in critical thinking in academic work. Instead of merely providing information, one needs to interpret, assess and support arguments with evidence. This is in line with the expectations of the postgraduate level, where more interaction with theory and practice is needed.
The use of models like VRIO and Balanced Scorecard lent light on the way organisations attain and maintain a competitive advantage. Indicatively, the study of the resources and capabilities of Tesla revealed that not every strength can create sustainable advantage as the presence of imitability and competition is very important. This made me realize that strategy, in real-life situations, is dynamic.
Moreover, I have also acquired skills related to research by locating trustworthy sources and analysing information based on different points of view. This enhanced my capability of developing strong arguments and not basing on one opinion.
Personally, I learned to plan and manage time when carrying out more complicated tasks. The task could be divided into smaller parts, which made it easier and enabled me to concentrate on individual components.
The experience generally improved my skills in analytical, research and academic writing, which are prerequisites to academic achievement as well as career growth.
5. Conclusion 
To sum up, the assignment was an excellent learning experience that expanded my knowledge about strategic management and the opportunities to apply theoretical frameworks to practice. Though I have found the task difficult, especially when it comes to a critical approach, I have managed to cope with these challenges with the help of continuous learning and reflection.
In case I were to repeat this assignment, I would pay more attention to creating more critical stance earlier on so that every part of this assignment is more of evaluation rather than description. Another way I would work on my time-management is to dedicate more time to checking and revising my work.
In general, this assignment has helped me to advance my academic growth by enhancing my skills to critically examine complicated business problems, implement theoretical frameworks, and make coherent, evidence-based arguments.
6. Action Plan 
	Area for Improvement
	Action to be Taken
	Timeline
	Expected Outcome

	Critical Thinking
	Practise analysing and evaluating theories rather than describing them; use “why” and “how” in arguments
	Ongoing
	Stronger analytical depth in assignments

	Research Skills
	Use more peer-reviewed journals and academic databases (e.g., Google Scholar)
	Next assignments
	More credible and well-supported arguments

	Time Management
	Creating a timetable with set deadlines for each section of the assignment
	Immediate
	Reduced last-minute pressure and improved quality

	Academic Writing
	Review feedback and practise formal academic writing style
	Ongoing
	Improved clarity, coherence, and structure

	Use of Frameworks
	Apply models (PESTEL, VRIO, etc.) more critically with real-world linkage
	Next assignments
	Better integration of theory and practice

	Proofreading & Editing
	Devoting time to learn referencing and grammar
	Before submission
	Better work
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