Q 1. (1) Porter's Five Forces
Porter’s Five Forces Model is one of the most widely used strategic analysis frameworks, offering significant insights into industry forces. Dobbs (2014) noted that Michael Porter's framework explains that industry profitability is determined not only by competition among companies but also by a set of competitive forces. The five forces, including the power of suppliers and cultures, competitive rivalry, and threat of new entrants and substitutes, thus shape how the value is created and captured (Pangarkar and Prabhudesai, 2024). These forces together determine the attractiveness of the industry while enabling the companies to analyze the impact of these competitive forces to adjust their market position.    To illustrate how this framework is applied in real-life organizations to enable the firm to make strategic decisions, Tesla is used to showcase the application. Tesla is one of the largest and most popular automobile manufacturers, specializing in electric vehicle manufacturing. The company dominates the EV industry with an aim to accelerate the transition towards electric mobility and a sustainable world (Tesla, 2026). As the imposition of global laws and regulations has intensified on the automobile companies, the industry competitiveness has increased. In this regard, Porter’s Five Forces model would help explain the external environment and make informed decisions for Tesla.     The bargaining power of the suppliers for Tesla is medium because the company has scaled up their in-house production, which supplies the required battery components attached to the EVs. The vertical integration strategy of Tesla reduces the reliance of the company on the suppliers while increasing its efficiency (Fedotov, 2022). Apart from that, Tesla, being the largest manufacturer of EVs, can leverage its power on the suppliers to bargain the cost of the raw materials, which also reduces the supplier’s power over Tesla. The bargaining power of the customers is also moderate, considering the low volume of purchases and low switching costs. However, the high purchasing rate and lack of proper infrastructure can make it less attractive and thus have a direct impact on the sales revenue of Tesla (Han, 2021). In this context, Tesla has to consider the needs of the customers while offering value. In addition, the competitive rivalry has become high within the EV industry due to the transition of the traditional automakers into the EV dimension. The rise of competitive threats is reflected in the declining share of Tesla in the US market, where the company once dominated (Roy, 2025). As the traditional automakers have been continuously investing in introducing EVs to reduce their carbon footprints and new companies like BYD have started gaining market share, Tesla had to reduce their price to remain competitive in the market. It reflects how Tesla's decision is influenced by industry forces.     The threat of new entrants is moderate to Tesla because, in the case of the EV industry, the new companies to become competitive in the market would require large capital, industry experience, and economies of scale, which is quite challenging for new companies. However, several new companies, including Lucid Motors, Byton and Faraday Future, have obtained significant funds for developing EVs (Fedotov, 2022). Although gaining popularity and creating a brand image like Tesla would require some differentiated value to attract customers. At last, the threat of substitutes for Tesla is high because the high price range of EVs, especially the EVs of Tesla, makes customers switch to traditional cars, which are a way cheaper and more efficient substitute for EVs (Han, 2021). Apart from that, there are other substitutes, including public transport, train, and shared ride, which are cost-effective compared to having a Tesla EV. Thus, substitutes pose a high threat to the company’s competitiveness in the EV industry.    From the strategic perspective, the application of Porter’s Five Forces framework suggests that the company must maintain their competitive position through differentiation shaped by new technological innovation and features to enhance the value of its models, considering the high competitive threat. The application highlights the intensified competitive landscape of the EV industry, which can assist the company in making strategic decisions, such as enhancing supply chain resilience through developing in-house production of raw materials. Thus, the strength of Porter’s Five Forces model as a strategic management tool lies in its effectiveness to evaluate the industry forces and enable the companies to make decisions accordingly. However, the model has some limitations. Grundy (2006) mentioned that the model is highly analytical, rigid and prescriptive. While the model helps simplify the microeconomic forces, it does not consider the evolving nature of the industry and thus requires other frameworks to present a more comprehensive analysis which limits its credibility.  
(2) PESTLE analysis PESTLE is one of the strategic frameworks that enables firms to make sense of the uncertainties and changes within the external environment so that the company can detect the impact of those factors and make strategies accordingly. PESTLE is used to analyze the broader external factors, including political, economic, socio-cultural, technological, legal and environmental factors that retain drastic influence on the company’s operational activities within the industry and thus help in strategic decision making (Qadri and Tariq, 2025). The tools are effective for strategic planning, risk assessment, market entry decisions and forecasting as PESTLE offers a broader view of the external environmental forces. Applying this model to Tesla, which operates in a highly regulated and rapidly evolving EV industry, would offer critical insights into how the external uncertainties and changes impact the strategic decisions of the company. Political The operational activities of Tesla are highly influenced by the local government’s policies and geopolitical tensions. The US government has been supporting Tesla through government loans, tax credits and federal contracts (Marquis, 2025) as the company complies with the US government’s carbon reduction targets. As the US government has actively promoted EV adoption by initiating billions of investment for infrastructure development, charging stations development, and tax incentives, Tesla gets support from the government. However, geopolitical tensions between the US and China impact the company’s operations, considering China is the largest market for automobiles and also Tesla’s production house in Shanghai. Tesla has to deal with extra customs duties and face challenges in production capacity (Yildiz, 2020). Thus, these political factors force Tesla to make decisions regarding its operations and profitability as the tariffs and trade-related tensions impact the demand. Economic The economic conditions shaped by economic growth, inflation, disposable income of the people impact the purchasing decisions of EVs. The growing inflation in the United States led to a price hike of Tesla models as the cost of buying raw materials has also increased (Reuters, 2022). This increased inflation reduces the buying power of the US people despite the constant GDP growth. However, the rising middle-income consumers in China have become a significant economic factor in Tesla’s success (Danish, 2026). The continuous demand for environmentally friendly cars among Chinese consumers enables Tesla to focus on reducing the vehicle’s cost. Social Due to the growing environmental concern and rising awareness of the environmental impact of automobiles, customers have started shifting their preferences towards EVs. These changing preferences of customers have positioned Tesla as a frontrunner of green technology (Danish, 2026). Moreover, the self-driving and autonomous EVs appeal to the younger generations, although the evolving nature of the social factors can be threatening for EV companies, making brand reputation maintenance essential to remain competitive.  Technological Technological advancements and innovation in the automobile industry are a crucial factor for the success of the companies. The rapid advancements in technological dimensions create opportunities for companies to innovate something new and differentiate themselves from competitors by creating distinctive value (Chen and Chen, 2023). Tesla, also by leveraging new technologies, has integrated digitized features and new innovative systems to make the models more appealing to customers. Legal The EV industry is a highly regulated industry where several legislations are imposed for maintaining emission standards, the safety of the passengers and data privacy for digitized features. However, Tesla has been criticized for its Autopilot system, which raises concerns regarding the safety of the passengers in some regions (Danish, 2026). It can thus impact the long-term strategy of Tesla. However, in order to operate effectively, Tesla has to comply with the local regulations and, in return, the company’s trade and IP remain protected. Environmental The environmental factor is central to the EV companies as the business model is developed based on the environmental concerns and the global enforcement towards sustainability. This creates an opportunity for Tesla to ensure sustainable growth by leading the company to reduce carbon emissions and promote electric mobility (Tesla, 2026). However, growing scrutiny in the overall operations regarding environmental impact can influence Tesla’s actions, making the whole supply chain and transport environment-friendly. The application of PESTLE analysis thus suggests that the company is operating in a highly complex, regulated and dynamic environment where opportunities and challenges are interconnected. The strength lies in that fact that the evaluation of these six factors offers crucial insights to companies regarding the changes that it is required to make to strengthen its position in the market. However, the limitation of this framework lies in its concentrated evaluation. The framework offers country or region based insights where the company operates rather than presenting a global view. Moreover, the tool lacks firm-level perspectives, and there is no stable elaboration considering the changing nature of the external factors. This creates complexities for companies to make changes in their strategies based on the changes in the environment. 
(3) SWOT The SWOT is a strategic planning framework that is used by firms to assess both the internal and external factors influencing the company’s operations. The tool stands for strengths, weaknesses, opportunities and threats. Analyzing the company with SWOT helps the firm identify the competitive advantage, vulnerabilities, explore the opportunities in the market and enable them to prepare for the external risks (Qadri and Tariq, 2025). Thus, applying SWOT to Tesla would offer a holistic view regarding its strategic position and enable the company to make strategic decisions for exploring the opportunities and addressing the weaknesses and threats. Strengths: Brand image of the leading EV manufacturer. Technological innovation and strong R&D and battery technology (Lang, Reber and Aldori, 2021). Autonomous driving facility (Xiao, 2025). Vertically integrated supply chain (Chen and Perez, 2018). Weaknesses: Premium pricing of the EVs compared to their competitors. Targeting the high-end segment, limiting customer base (Hardman, Shiu and Steinberger-Wilckens, 2015). Inefficiency in production causes delays (Kolodny, 2021). Opportunities: Rapid shift towards global mobility due to increasing sustainability concerns and regulations. Emerging markets such as India and other South Asian countries for the business growth of Tesla. Support from the local government in terms of incentives and tax benefits (Marquis, 2025). Threats: Intensified competition within the EV industry (Roy, 2025). Geo-political tensions between the US and China (Yildiz, 2020). Regulatory constraints on autonomous driving. Lack of infrastructure in various countries for EVs (Han, 2021). The SWOT analysis of Tesla offers significant insights regarding its strengths that mainly lie in its brand image and identity as a leading EV manufacturer. The company has become popular in this way; Tesla has revolutionized the automobile industry and introduced a disruptive product that has differentiated itself from its competitors (Han, 2021). This brand image can help the company leverage the support from the government to develop the infrastructure for EVs, which would accelerate the global adoption of EVs. Moreover, Tesla has been investing in its R&D significantly, which offers the company innovative components to add to the vehicles and create differentiated value for the customers. Tesla, with its technology leadership, has developed an EV ecosystem that is held by Data, AI and advanced innovations (Lang, Reber and Aldori, 2021). By leveraging this technology leadership, Tesla can accelerate the global shift towards electric mobility by expanding into new and emerging markets where the demand for EVs is continuously rising. 
However, despite these strengths, Tesla’s internal weaknesses limit its capabilities and growth. Identifying those weaknesses would enable the company to make some strategic decisions on how to address those weaknesses. Tesla might be running the company for a global cause, but the premium pricing of its models limits its customer segment. The company only targets the high-end customer segment (Hardman, Shiu and Steinberger-Wilckens, 2015), which makes the products less appealing to mass markets and thus restricts the sources of revenue generation. Moreover, the intensification of the competition in the EV market poses a significant threat to Tesla as its market share has started declining in the US market (Roy, 2025). Several traditional and new companies have emerged that have begun EV manufacturing and selling, although the brand identity of Tesla can defeat them, considering the innovative features and integrated systems offered in Tesla models. Apart from that, another significant threat is the geopolitical tensions between the US and China, which are the two most vital markets of Tesla (Yildiz, 2020). The political conflict between these two countries makes the operations of Tesla challenging, which they have to deal with strategically.   The key insight reflected from the SWOT analysis is that the tool guides Tesla in aligning its internal strengths with the external opportunities and addressing its weaknesses while dealing with the external threats. For example, Tesla can utilize its innovation and technological leadership to expand its business operations in the emerging markets, which would increase its sales and revenue. On the other hand, the vertically integrated supply chain can address the delay in production and also help reduce the production cost, which eventually enables Tesla to cut down its prices. Thus, the strength of the tool lies in its ability to align the four components for better strategic outcomes, assisting companies to overcome the weaknesses and mitigate the potential risks. However, despite the usefulness of this tool, SWOT also has some limitations. The SWOT does not give clear guidance for which factors should be prioritized and the strategic actions a company should take to overcome the challenges. The findings around the components need to be supported by other frameworks; otherwise, they can be subjective. Nevertheless, the tool remains an effective and valuable framework for guiding companies to make strategic decisions.
Q2. The long-term success of the businesses depends not only on the favorable external market conditions but also on the internal capabilities and resources of the company. The organizational resources and capabilities have become a major area or driver of sustained competitive advantage (Rose, Abdullah and Ismad ,2010). The performance of the company is attributed to how the company strategically utilize its capabilities and resources, which leads to value creation. However, to assess the internal capabilities, two internal frameworks, including the VRIO framework and SWOT tool, can be used by businesses to identity its strategic capabilities and strengths and build a competitive advantage.   The VRIO framework is a significant tool for identifying and assessing the internal resources on the basis of valuable, rare, inimitable and organized. The resource-based view of the company explains how dynamic capabilities of the businesses offer competitive advantages to the company and long-term sustainable performance (Assensoh-Kodua, 2019). The dynamic capabilities that satisfy the four criteria can provide a sustained competitive edge over the competitors. For example, Apple Inc. has several internal capabilities, including its long-established brand image, its unique technology, strong R&D and customer loyalty, which seem to give the company a sustainable advantage. Apple has been making massive expenditures on its technology and R&D to innovate cutting-edge features that offer customers unique value and experience (Doan and Phan,2025). This resource is significantly valuable and comparatively rare, considering how Apple had been a dominant player in the iPhone and iPad category (Purkayastha and Sharma, 2016). The unique product is the outcome of its innovative technology that is inimitable to other players, offering the company a sustainable comparative edge over its rivals, such as Samsung.    On the other hand, through SWOT analysis, the company can analyze the strengths and weaknesses of the company and make strategic decisions on how to explore the opportunities and address the threats. For example, Apple has strongest brand reputation, business ecosystem and strong R&D which they can utilize to explore the emerging technologies such as AI-powered device creation, development of augmented reality in its devices, expand its business in new dimensions including wearable technology, smart glass (Jiang, 2024). The company thus, through its internal capabilities can build new sources of competitiveness and revenue generation. However, with SWOT, companies can identify its internal weaknesses as well. For example, the premium pricing of Apple products limits its customer segment although the company never intended to target mass market considering its differentiated value creation. While VRIO provides a deeper analysis of internal resources and their ability to generate sustained competitive advantage, SWOT offers a broader but less detailed overview. Therefore, VRIO is more effective for strategic decision-making, whereas SWOT is useful for initial assessment.	
Q3. Within the competitive business environment, strategy alone cannot guarantee long-term success and competitiveness in the market because customer value creation and customer centricity have become a crucial drive of business competitiveness. Riyanto (2022) mentioned that business must understand the needs of the customers to main a strong relationship with them and maintain customer loyalty. In the highly competitive business environment, the businesses must create customer perceived value (CPV) by integrating the customer needs, pricing, innovation and communication strategy to generate great customer value and influence their purchasing behavior.    As per the Strategy Clock of Bowman and Faulkner the organization can generate perceived value among customers through differentiation and price. Strategy clock explains that the competitive strategy must be based on the perceived value perceived by the customers (Echchakoui, 2018). This value is generated through the price and product quality which influence the customer behavior and thus impacts the buying decisions. Based on this, the strategy clock guides the companies to make them aware of the eight positions where the customers have diverse requirements in terms of value for money. In this regard, Utrilla et al. (2012) highlighted several competitive positions in alignment with the Porter’s generic strategy including low price, differentiation, focused differentiation, hybrid strategy, monopoly pricing. These strategies can help organizations strengthen their market position by generating greater CPV compared to the competitors. For example, Tesla has focused on differentiation strategies where they use direct sales strategy for communication and distribution compared to its competitors adopting third-party dealership model (Han, 2021). Effective communication strategies such as digital marketing, brand storytelling, and direct customer engagement help firms build strong emotional connections, enhancing customer loyalty and perceived value (Hänninen and Karjaluoto, 2017). Thus, by adopting a differentiated strategy in communication, Tesla bridged the communication gap through its innovative distribution channel and place customers at the core of its communication strategy which significantly impact customer’s perception and influence their buying behavior.     On the other hand, Apple has strengthened its market position through following focused differentiation strategy as the company seeks to provide high perceived product benefits through premium pricing strategy. The findings suggests how the products of Apple fulfils the customer needs through differentiated value generation by integrating innovative features (Wu and Vasquez-Parraga, 2016) The perceived value thus impacts customer’s behaviors towards the company engaging them in the buying process. It reflects that the companies should consider the needs of the customers through meeting their expected price range and integrating innovative features to strengthen their position in the market.    
Q4. Modern organizations have started operating in a dynamic business environment where financial performance and value are no longer considered enough to maintain the long-term sustainability of the company. According to Wahyuni et al. (2024), the business landscape has undergone a significant transformation shaped by increasing stakeholders’ expectations, global pressure and environmental challenges, making sustainability a fundamental component for long-term success. Organizational culture plays an integral role in incorporating social responsibility into business operations, as shared values, ethical leadership, and employee commitment to ensure that sustainability initiatives are not treated as symbolic actions but are integrated into everyday decision-making. Hence, the businesses are expected to go beyond just making profits for the shareholders. The shift happened due to the new emerging expectations has put the companies in a new dilemma to meet the needs of all the stakeholders.      Traditionally, the companies were focusing on the shareholders’ value creation without thinking about the needs of the other stakeholders. As argued by Milton Friedman, the primary responsibility of business is to maximize profits for the shareholders and investors (How, Lee and Brown, 2019). This shareholder view of business neglects the needs and interests of other stakeholders, putting financial return at the core of the business responsibility. However, this perspective has been widely criticized for not performing corporate social responsibility, focusing on short-term gain, which leads to the emergence of stakeholder views of businesses (Pfarrer, 2013).  In contemporary business dynamics, it becomes mandatory for companies to perform their corporate responsibility and look after meeting the diverse needs of various stakeholders, including customers, employees, the government and legal authorities, to maximize stakeholder value creation (Freudenreich, Lüdeke-Freund and Schaltegger, 2020). The theory explains the business responsibilities and guides the firm to balance the interests of all the associated parties in business.      From the stakeholder theory perspective, the role of business is not just making profits but also performing its corporate responsibilities. Hansen et al. (2014) mentioned that the environmental, social and ethical issues have become significantly prominent for business sustainability because of the changed expectations, imposition of regulations and pressure from various stakeholders. The businesses are expected to perform their role as a social entity and address those challenges as a part of their CSR and business sustainability. However, despite the pressure on the firms to follow a sustainable and responsible path for business, there is a crucial gap found in the fragmented way the companies approach CSR and sustainability (Wahyuni et al., 2024). It reflects a lack of organizational culture and effective leadership that can influence the effectiveness and imposition of the CSR initiatives. Hence, to ensure long-term sustainability of the business, the leaders must take CSR and sustainability initiatives and integrate them into businesses. However, an excessive focus on stakeholder interests may dilute profitability and create conflicts in decision-making, suggesting that a balanced approach between financial performance and social responsibility is essential.
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