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EXECUTIVE SUMMARY 
Historically, organisations develop strategies for its growth and success. For an organisation to be successful, it must go through its own strategy dynamics and that is the basis of this report for the chosen company. To best complete a strategic analysis of how the central issues faced by the company, it must go through a strategy process. This process begins with a strategy analysis of the company; moving into the strategy development process involving strategic choices or options; and concludes with the strategy implementations; before the cycle starts all over again because of identified gaps for future sustainability and growth. 
The theme of this report therefore is established on the application of strategy models and theoretical frameworks to Tesla (chosen case study) and the environment it operates; and analyse the emergent issues faced in the industry. Pertinent to the purpose of achieving their competitive advantage through their specific choice of strategic management. In addition, appropriate concepts and techniques will be applied and recommendations suggested from the findings in the report.




















INTRODUCTION 
It is important to understand the importance of strategic management processes in organisations and the current strategic reasoning and practices that leads to organisational success in the competitive business world. There should be an understanding of incorporating the connection of the organisation’s external context, the internal context and the industry competitiveness and the impact on the organisation strategy. Thus, leading to strategy implementation for te growth and success of the organisation.
The purpose of this report, therefore, is to identify and explore Tesla’s strategic movement in the U.S. auto industry, and to apply appropriate concepts, models, techniques, and theoretical frameworks in the company’s strategy management. This will be done by critically analysing Tesla’s external, internal and industry environment with the application of environmental tools with the intention of establishing opportunities and threats (PESTEL analysis and Porte’s Five Forces); strengths and weaknesses (Value Chain analysis and VRIO analysis) for the organisation. Research has shown that every organisation needs strategy management therefore, included in this report is the analysis of Tesla’s strategic option from the choices available for the implementation of the chosen option; all to achieve a competitive advantage in the electric car industry.
The first section of this report will examine Tesla’s company history with information about how long it has been in existence, the employees, financial situation, and the operating market. Also, the purpose, vision and mission of the company, and their strategic objectives in addition to their success stories will be examined in this section. Section two is the external (macro) environmental analysis of Tesla with the application of PESTLE framework to find out the opportunities and threats from the environment. The industry analysis for the purpose of establishing the industry competitiveness by the application of Porter’s Five Forces will be in this section as well. 
Section three is concerned with analysing also the internal factors (micro analysis) to establish its resources and capabilities by applying the VRIO model and Value Chain model to find out the internal strength and weaknesses. Based on the environmental analysis findings, a SWOT analysis will conclude this section. The final section will be about the suggested recommendations suitable for Tesla to achieve their competitive advantage in the automotive industry. 







SECTION ONE
TESLA COMPANY HISTORY: 
In 2003, a group of engineers who believed that electric vehicles could perform better, quicker, and enjoyable to drive than gasoline cars, established the company known as Tesla in Palo Alto, California. The production factories are based in Fremont, California, and the Gigafactory in Shanghai where Tesla provides on-the-job training and daily tracking of performance for a swift implementation of improvements whenever it is needed. Tesla’s products range from electric vehicles to infinitely scalable clean energy and storage products. Tesla’s belief is that the world needs to move towards a zero-emission future by ceasing its reliance on fossil fuels (TESLA, 2022). Ohnsman (2021) reported in one of his articles for Forbes that Martin Eberhard was the orginal CEO in 2003 with Marc tapenning joining soon after, naming the company after the inventor Nikola Tesla. Elonmusk later joined the company in 2006 with his seed capital which has helped catapult Tesla into the global force in the innovative industry that it currently occupies. 
It is recorded that as at the end of 2021, Tesla employees were over 99,000 in total which was an inrease to the workforce decline it experienced between 2018 and 2019, indicative of the growing demand for electric cars. By the end of 2021, Tesla’s production of these vehicles had risen to about 360,000 and analysts have predicted its revenue to rise above one trillion U.S. dollars by 2026 (Carlier, 2022). Elon Musk appointed himself CEO of Tesla in October 2008 after an investment of arounf $55 million and had a nine-person board members with close ties to his various other business interests. It is however reported that several key managers including the vice president of engineering and also senior engineers in the automated productionline left the company in 2018 (Sull & Reavis, 2019). 
Tesla’s mission is “to accelerate the world’s transition to sustainable energy” launched the ‘Roadster’ which revealed Tesla’s cutting edge battery technology and electric powertrain. Tesla has since continued in their leading innovative technology on vehicles with different models from 2008 till date. Tesla’s electric cars models range from the sedan Model S which combines efficiency, performance and safety, and over-the-air software making it the best car of the century; to Model X in 2015 known to be the quickest, safest and most capable sport utility vehicle. Musk’s ‘secreat master plan’ was unmasked in 2016 with model 3 which is lower in price, and Tesla Semi meant to save owners a lot of money; 2019 saw the unveiling of Model Y, a 7-seater mid-size SUV and Cybertruck (TESLA, 2022). 
Tesla have not escaped the impact of the Covid-19 pandemic on busineses all over the world. Tesla have been affected by challenges in increases in costs for logistics and supply chain in form of increased port congestion, sporadic delays from suppliers, shortage of semi-conductor supply, manufacturing closures, employment and compensation adjustments, obstruction in administrative activities regarding products deployments and deliveries, in addition to the differing levels of inflation (TESLA-INC, 2022). Report shows that by the end of the 2021 fiscal year, Tesla’s revenue was recorded as $53,823 million with a 10.26% Net Profit Margin and Enterprise Value at 32.13 (TESLA, 2022).
EXPLORING STRATEGY:
Scholars have long debated over the definition of strategy with several literatures and books emerging with their definition. History has found that the concept of strategy was adopted from the military and integrated for use in business because it connects tactics and policy of organisations (Nickols, 2016). Nickols stated Henry Mintzberg’s 1994 definition as strategy is a plan, pattern, position, and perspective of an organisation. He also stated Michael Porter’s argument in an article by Harvard Business Review that strategy is about competitive position, differentiation and added value with different activities for competitive edge. Johnson, et al. (2014, p.4) agrees with both authors about the elements incorporated into each definitions however argues that strategy is “the long-term direction of an organisation” including deliberate, logical, gradual and emergent strategy in addition to emphasising difference and competition; anfd stretegy which recognises the role of cooperation and imitation in business.
Armstrong (2011, p. 28) looks at the concept of business strategy which was developed by a pioneer ‘Igor Ansoff in 1965, as a rule for making decisions in organisations. He also described business strategy as the fundamental concept of competitive advantage and how to achieve it; value chain tool for examining factors affecting strategy; strategy plan, processes and implementation. Figure 1. below is a strategic management model that illustrates the process of strtegy management.
[image: Strategic Management Model]
(Fig 1.) Strategic Management Model (Source: Research Gate)
Research has shown that there is a relationship between strategy and company culture. In business strategy, it is believed that establishing a healthy company culture supports the organisational strategy and there are recognised benefits to this process. These benefits include understanding the strengths and weaknesses of the business environment; having efficient systems and processes; attaining competitive advantage; managing the workforce effectively and being able to assess success, noting areas for improvement for future success and business sustainability (Hofstede, 2021).
In organisational strategy, the ‘Exploring Strategy Model’ illustrates the process of strategic situations in an organisation as shown in Figure 2 below. 
[image: Chart, diagram, bubble chart

Description automatically generated]
(Fig 2.) The Exploring strategy Model (Source: Exploring Strategy: Text and Cases by Johnson et al, 10th ed. p.11)
The Exploring strategy Model presents a broad framework for analysing organisational strategic position which includes the environment, purpose, culture, and capability; bearing in mind the strategic (alternative) choices; and strategy in action which is to select and implement the chosen strategy (Johnson, et al., 2014),
TESLA’S MISSION AND STRATEGIC OBJECTIVES:
Tesla’s mission statement is “to accelerate the world’s transition to sustainable energy” (TESLA, 2022); whilst the company’s objectives are based on a commitment to a fully electric  power (not interested in petrol and electric hybrids), increasing the accessibility of electric powered vehicles (Marketline, 2014). It can therefore be stated that Tesla’s strategic objective is mainly to make electric powered vehicles directly accessible to consumers by selling its own independent vehicles and selling its unique patented power trains and lithium technology directly to large automotive companies like Toyota. Tesla’s business strategy has led to an advantage in differentiation from other automobile industries, given the company a competitive advantage over others which could lead to sustainability for the business future. 
Sull & Reavis (2019) summarised Tesla’s strategy in a ‘Master Plan’ report by Elon Musk on the company website in 2006 staing that; “Almost any new technology initially has high unit costs before it can be optimised and this is no less true for electric cars”. The aim is for the company to penetrate the market at the high when consumers are willing to pay the premium price, then push down the market quickly to lower prices at higher unit volume whenever a new model is launched.
SUCCESS FACTORS IN TESLA:
Studies by analysts have shown that the sale of Model-S electric vehicle when compared to the petrol-powered rivals in 2013 was higher with regards to units sold as shown in Figure 3. Although, it can be argued that the types of vehicles used in the analysis were not a direct rival in comparison. Then again, Tesla constantly and persistently sold over 5000 vehicles per quarter as recorded in 2013.
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(Fig 3.) Tesla versus Prestige rival sales in the US. (Source: MarketLine)
The financial times reported in 2020 that Tesla has overtaken Toyota in achievement of becoming the global most valuable car maker with the shares seeing a surge in the beginning of 2020, because of the increase in investors’ confidence in the future of electric vehicles (McGee & Campbell, 2020). The report argued that though the coronavirus pandemic affected the demand for other carmaker’s products, Tesla experienced a surge in demand for electric vehicles guided by the regulations in Europe and China. Equally important to the success of Tesla is the innovative systems engineering in Lithium-ion cell technology which has facilitated world-class acceleration, safety, and reliability, harnessing the environmental benefits (Marketline, 2014).
The growth of the Supercharger stations could be classified as one of the company’s successes. It is reported that Tesla owns and operates over 30,000 Superchargers worldwide with opportunity to recharge electric vehicles in 15 minutes for up to 172 miles, and most are located near suitable amenities and on major routes (TESLA, 2022). It can be argued that as much as the Supercharger stations are emerging all over the world, Tesla’s efforts on these charging stations are currently focused on the US customers and in large parts of Canada (Marketline, 2014). Other current reports have contradicted this by stating that Canada is leading the pack of having the most Tesla Superchargers with 48.1%, followed by China with 42.1% and USA 37.1% stations. It is not clear how accurate these reports are, however, it still stands that Tesla is continuously increasing the growth of these stations all over the world.

SECTION TWO
CRITICAL ANALYSIS OF TESLA’S EXTERNAL ENVIRONMENT
PESTEL ANALYSIS: Organisations are impacted by their external (macro) environment which indirectly affects business decisions in the industry the business operates and identify the changes in the macro environment, the PESTLE analysis is applied. A strategic analytical tool which highlights six environmental and sometimes interconnected factors of political, environmental, social or (socio-cultural), technological, environment and legal (Johnson, et al., 2014).
Political Environment: The political factors are the determinants for finding out the extent of the government influencing the economy or industry that the business exists. A crucial factor for Tesla is the U.S. government’s encouragement in form of incentives (USD 7500 tax credit to buyers of electric cars), to promote alternative fuel-run vehicles for reducing the amount of CO2 emissions (Dudovskiy, 2021). It is reported that Tesla has benefited from this incentive reform by recouping tax credit worth USD 7,000 on 400,000 electric cars. Sull & Reavis (2019) agrees, and pointed out that the U.S. government subsidies serves as a helping hand to consumers and provided the scale for electric vehicles (EV) to become economically viable for manufacturers like Tesla as opportunities.
Futhermore, report shows that Tesla has been affected adversely in the international market as an alternative fuel vehicles manufcturer, due to international trade agreement. Tesla was affected during the Trump administration because of the trade war between China and the U.S. which led to Tesla suing the government to enable a blockage on tariffs for spare parts being imported from China (Dudovskiy, 2021). This can be identified as a threat. Equally important is the threat that the Biden government is having on Tesla, looking from Elon Musk’s point of view. It was reported that unveiling a proposal for allowing extra $4,500 in consumer incentives for purchasing a union made EV came as a dissapointment for Tesla because their EVs are the only major American automaker not in a union (Siddiqui, 2021).
Economic Environment: The impact of Covid-19 pandemic on the economy is being felt generally in the global business world. Covid and the recovery from the pandemic which created lockdowns and businesses shutting down, has had its own impact on sales of electric vehicles which qualifies as a threat. Arguably, Tesla seems to have come out of the pandemic with a different narrative of gaining market dominance over other EV start-up companies despite the need for tax, pricing structure, and policy framework to enable affordability for consumers in the current economy (Debnath, et al., 2021). Added to this point is the advantage that changes in foreign currency exchange rates has had on EV sales for Tesla. It is reported that international scope of business operations for electric vehicles  shows continous increase and can be seen in Tesla’s foreign currency transaction gains os $334 million in 2020 (Dudovskiy, 2021).
Socio-Cultural Environment: In general, people have credited Tesla for the perception of EVs as innovative, stylish, environmentally friendly and a vehicle to own now and the future. Research is also evolving that claims the growing consumer demand for the plug-in electric vehicles (PEV), meaning Tesla has therefore created a positive brand perception for battery electric vehicles (BEV) and of PEVs and for the company. Consumers appreciate the value of branding because of the signals of the quality of product they will enjoy which results in less risk of a bad purchase decision (Long, et al., 2019). This is an advantage for Tesla. 
Contrary to the advantage of Tesla brand is the effect of changing weather season on the sales of Tesla’s EV. In addition to the general automobile industry experiencing a decline in sales during the covid-19 pandemic, research has found that sales are hiher during the spring and summer months with a decline in demend over the winter months. A report by MarketLine (2022) found that there could be a threat to Tesla’s overall business perfomance through the seasonality of business resulting fluctuating operational costs. It is also expected that future EV models could be affected if the recent occurrence of less sales of the Tesla Roadster during the winter months becomes a trend.
In addition, climate change concerns have changed consumer attitudes towards choosing an EV or becoming carless aspecially people living in big cities thereby creating growth in autonomous driving (self-driving car), car-sharing, car-hailing services, urban bike rentals and electric scooter-sharing services (Sull & Reavis, 2019). Job creation in the local environment is beneficial to Tesla’s reputation and also the local community.
Technology: The continous development and innovation on the technology for a complete energy and transportation system is one of Tesal’s advantage in the industry. Tesla invests considerably in its research and development (R&D), software development manufacturing abilities. Tesla depends on technology for manufacturing its products and relies on artificial intelligence (AI). 

Environment: Tesla’s understanding of consumer needs now and in the future has been beneficial which is evident in the provition of energy solution by manufacturing what is known as their ‘unique set’ (Powerwall, Powerpack and Solar Roof) which allows businesses and homeowners to manage energy generation, storage and consumption (TESLA, 2022). As climate change is reaching an alrming level all over the world because to a great extent, emission from fossil fuel burning for the generation of electricity and transportation, Tesla is motivated by sustainability to address the issue, hence their products. On the contrary, questions have been asked about the level of sustainability of its EVs compared with the internal combustion engine (ICE) vehicles regarding the impact on the environment and zero emissions; to which the company has proved that its EVs produces more positive results than the ICE vehicles (Tesla, 2020). There has also been reports on the electricity grid which is getting cleaner compared with ICEs, and charging of EVs is becoming less carbon intensive. It is important to note that government in the progressive countries are trying to put the climate change agenda at the forefrontof their strategy and this has been advantageous for a company like Tesla.
Legal: Policies have been developed at the federal and state level in the U.S. which are intended to lower greenhouses gases (GHG) and improve air quality. U.S government, through this policy, a bill was passed that would make available impetus for the development of plug-in hybrids, necessary vehicle technology and transportation electrification, and an official loan programme for advancing battery technology (Tesla, 2020). 

INDUSTRY ANALYSIS: Following the external environment analysis, it is apparent that there will be opportunities and threats for Tesla. Porter’s five forces was developed by Michael Porter, a Harvard School Professor, in a book titled ‘Competitive Strategy’ in 1979 as a simple framework for evaluating an organisation’s competitive strength and position in the industry. Hence the industry competitive analysis will be conducted with Porter’s Five Forces Framework. The framework assists in identifying the attractiveness of an industry regarding five competitive forces which are: 1. Threat of new entry, 2. Threat of substitutes, 3. Power of buyers, 4. Power of supplier, and 5. Competitive rivalry (Johnson, et al., 2014). The five forces in the framework as shown in Figure 4 will provide a structured approach in mapping out Tesla’s competitive advantage for a continuous sustainable profitability in the industry.
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(Fig 4.) Porter’s Five Forces Framework. (Source: Pinterest)
Threat of new entry: Based on different studies on Tesla and the threat new entrants possess in entering the automobile industry, it is important to note that there have been conflicting opinions regarding this force. For the purpose of this report however, the threat of new entry for Tesla is medium-high, and the barrier of entry is low. Looking at the potential of others entering the auto industry creates a high level of competition for Tesla. As the barriers to entry is low, the economies of scale is evident as a large company like Tesla has an advantage over smaller automobile companies because it would cost Tesla less to make its products than the smaller companies which ultimately is a prising advantage. Tesla’s product differentiation is also an advantage because of its uniqueness which places SMEs at a disadvantage.
 Another crucial barrier for potential new entrants is the cost of entry into the automobile business is high which is another advantage for Tesla as the barriers to potential companies looking to enter the industry is high cost wise. Considering the customers, the switching cost is low which proves to be an advantage for Tesla. Sull & Reavis (2019) argues that new entrants has to deal with creating brand loyalty (which is a business quality of Tesla), posessing the capability to set up manufacturing abilities and factories, establishing a dealer network and also posessing the capital requirements to build new EVs. Nevertheless, it is pertinent to state that Tesla’s decision in waiving its patent rights by making its innovations and processes an open source to potential new entrants increses the threat (Dudovskiy, 2021). Reports have also specified that considering the less domestic entrants at scale in the U.S. since 1920, non-US manufacturers  like Japanese (Toyota and Honda), Korean (Hyundai and Kia), were able to enter at the lower price end of the market in the 1980s; Lexus which is a higher brand followed suit and by 2018, Toyota, Daimler, BMW and Nissanhad gained more foothold in the southern and southwestern part of the country by expanding workforces and factories.
Therefore, as new entrants will have to overcome all the barriers stated for entering the electric vehicle industry to successfully compete, it can be assumed that the overall threat of new entrants is medium.
Threat of substitutes: The threat of substitutes is high. There are more options of automobiles available in the market for customers to choose. It is the belief of some industry observers that electrification autonomous driving, in addition to connectivity would change (not radically) the traditional model of car sales (Sull & Reavis, 2019). Perhaps it can be argued that such innovative ideas are taking hold in the current world. Therefore, threat of substitutes is high.
Power of buyers: The bargaining power of buyers is low. This is because of segmentation of Tesla’s products with premium prices and at the high-end market range. Tesla’s brand is a luxury brand as there is high competition at the lower end of the market, which is sustainable competitive advantage, marking ‘differentiation’ for Tesla (Hadi, 2021). It can be argued that one of the benefits for Tesla’s is based on how far its EVs can go on less time for charging the batteries. It is therefore suggested that the bargaining power of buyers is low.
Power of suppliers: The bargaining power of suppliers to Tesla is high. Suppliers are those that supply businesses with products and services including raw materials, equipment, labour, and sometimes some sources of finance (Johnson, et al., 2014). Belief is that businesses are at an advantage if suppliers have less power over the business. In Tesla’s case however, it is dependent on their supplier because a larger number are single source suppliers and if unable to meet Tesla’s demand of necessary components within a specified timeframe, and at prices, quality levels and volume, which results in a negative effect on the company. Tesla has limited and specialised suppliers therefore, these suppliers could raise their prices, or have an adverse effect on Tesla if these suppliers face business difficulties. In addition to these points, Sull & Reavis (2019) argues that Tesla suppliers could be beneffiting from economy standards and renewable fuel standards because from predictions of industry analysts, outomakers are likely to spend $110 billion on fuel-saving technology between 2014 and 2025; supplier’s gain would be $90 billion. Hence, the bargaining power of suppliers is high.
Competitive rivalry: The extent of rivalry between existing competitors is medium-high. This is because Tesla’s competitors are growing in numbers with pressure on sales and profit margins. However, Tesla’s product differentiation and switching costs for the rivals is an advantage despite customers finding it easy to switch their loyalty. For example, it was reported that Tesla reduced their cost of Model-3 EV arguably because of competition from other companies which indicates the high rivalry between competitors in the automobile industry. Logically, Tesla’s vehicles are of very high quality with their focus on a luxury EV niche market that had been ignored by traditional automakers, which makes Tesla a success in winning market share from other luxury gas-fuelled models (Sull & Reavis, 2019). 


SECTION THREE
ANALYSIS OF TESLA’S INTERNAL ENVIRONMENT: The evaluation of the internal environment is as important as analysing the external environment and the industry competitiveness which focuses attention on the opportunities and threats of the business. Consequently, analysing the internal environment which includes the organisational assets and potentials focuses on the strength and weaknesses. Tesla’s internal analysis will therefore be conducted with the aid of the VRIO Framework. 
The VRIO framework: For examining the link between organisational resources and sustained competitive advantage, The value, rarity, inimitability, and organisation (sustainability) is important (Barney, 1991). The following questions shines more light into the four criteria as follows: (V) What capabilities do customers value which enables the organisation to respond to environmental threats or opportunities? (R) What rare resources and capabilities are available to the organization? (I) Do the organisation capabilities which are difficult for their competitors to imitate? (O) Is the organisation suitable organised to support its value, rarity, and inimitability? (Johnson, et al., 2014).
Firstly, Tesla’s strategy is valuable to the organisation and the customers from the products the company has built over years. Tesla operates in the automotive and energy generation and storage which all includes design, development, manufacturing, sales, services, aftersales service, sales of used vehicles, retail merchandise, sales by the acquired subsidiaries to third-party customers, leasing of energy generation, energy storage products and sales of solar energy systems incentives (Tesla, 2020). The company’s EV automotive range from ‘Model 3’ four-door Sedan aimed at the mass market, to ‘Model Y’ a compact sport utility vehicle (SUV) seven-seater aimed at larger families, to ‘Model S’ and ‘Model X’ a four-door full-size sedan that could seat up to seven people and features the highest performance elements, as reported in the annual report. All these are the value attributed to tesla brand.
Tesla’s vertical distribution channels affords the company complete control over the whole process of manufacturing, production, and sales. The brand uniqueness and processes exhibit its rarity in taking control from infancy to the birth and distribution of the product without external dealers. For instance, Tesla kept the design and assembly ‘in-house’ with a production of large number of components on the Model S sedan in 2013, instead of sourcing the needed components from suppliers (Sull & Reavis, 2019). It can be argued that combining value and rarity is one of Tesla’s strong processes in its strategy. Tesla has done this by developing a large-scale technology portfolio that may assist in making their lower prised EVs to the market which enables the company a competitive advantage for future growth. It is pertinent to add that the most valuable strategic and rare factor is in its powertrain and battery pack technology (Han, 2021). The internal organisational support through the leadership and innovative culture in Tesla has added to the organisation’s sustainability and growth. Figure 5 illustrates the adapted VRIO framework on Tesla.
customers are encouraged to learn more about 
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(Fig 5) Tesla VRIO Framework (Source: Journal of Next-generation Convergence Information Services technology)
Value Chain Framework: The value chain, developed by Michael Porter, is the classification of activities within an organisation that creates products and services. It is used by leaders or managers for understanding important activities the company should undertake in creating value and delivering value to customers (Whittington, et al., 2020). Johnson, et al. (2014) agrees with this definition and explanation and adds that in understanding the the activities, it can also be used to model the value generation of an organisation, thinking in terms of set of activities. Figure 6 is a representation of the value chain overview for Tesla, showing the different activities in the framework. This includes Inbound logistics, Operations, Outbound Logistics, Marketing and Sales, and Service. Activities like Firm Infrastructure, Human Resource Management (HRM), Technology development and Procurement all support those in the framework.
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(Fig 6) Tesla’s value Chain analysis (Source: MarketLine)
Tesla’s Inbound Logistics: Report shows that Tesla manufacture and tests its vehicles at its manufacturing plant in the Bay area in California, the Gigafactory is located in Nevada near Reno where vehicle drive units and energy storage products are manufactured. Tesla has another Gigafactory based in New York for developing and producing Solar Roof and other solar components and products, with another Gigafactory in Shanghai China as a blueprint for the strategy of establishing localised procurement for sustainability (Tesla, 2020). Tesla learned from past challenges in its Model 3 production by designing the car to be easier to manufacture. Report states that it had 25% fewer components that its predecessors therefore made 80% components in-house at the Michigan California.
Raw materials are used in building electric vehicles, energy storage and solar panels. In addition to the standard raw materials, a wide variety of other materials is also used like copper, nickel, aluminium, cobalt, and steel. Although the EVs are powered by lithium-ion batteries, there is the potential of changing to iron-cathode due to challenges with acquiring nickel and scaling production on a mass level (MarketLine, 2021).

Tesla’s Operations: Crucial to Tesla’s main operations are the manufacturing factories and assembling facilities at Fremont California, Lathrop California, Tilburg Netherlands, and Shanghai China as already mentioned in the inbound logistics section. Part of its operational practice is that automakers spend about six months testing the production line of a new car model by building the vehicles with lower grade equipment and prototype tools to enable scrapping once the desired result have been achieved (Sull & Reavis, 2019). The revenue of Tesla’s automotive controls the business model in 2020 and was recorded as $27.2 billion which is an increase of 31%. Arguably, because some of Tesla’s other business was operating at a loss, total profit dropped to $6.6 billion. It is also noted that one of tesla’s urgent and important issue with operations is how to expand its production to meet new production potentials which stems from lack of funding (MarketLine, 2021).
Tesla’s Outbound Logistics: Report has shown that as much as more traditional or established companies are getting into the automotive business, Tesla remains the household name in the industry. Tesla leads in the EV manufacturers with a 16% market share from annual sales, growing from $400 million to $31.5 billion in 2020. As a result, Tesla has identified the competition that could arise despite leading in the industry because more companies are viewing the high-grown sector due to growing customer demand for electric vehicles (MarketLine, 2021). In addition to this growing concern, the pressure is also mounting from China and the U.S. because both governments are offering incentives and subsidies to motivate and encourage more companies to manufacture EVs.
Marketing and Sales: It can be argued that for companies to be successful and for profitability to happen, they must have a marketing strategy. Tesla has taken a contradictory approach to marketing by ignoring marketing and relying on product development and efficiency through social media presence as well as programmes like Space X and space programme. Analysts argue that there could be a risk for Tesla if it does not consider the bigger players entering the market especially with government incentives. Perhaps Elon Musk’s strategy will continue to prevail and produce as he is known for his revolutionary ideas which has worked for Tesla so far in the industry.
Service: Tesla makes Models, sells them, and offer services and after-services to its customers. Tesla’s cars are sold in company-owned outlets with employees in such outlets earning salaries instead of commission as other independent dealers’ employee are contracted to do. However, Tesla has had to deal with conflict regarding this issue because of the ban on direct sales of Tesla’s Models in some states in the U.S. (Sull & Reavis, 2019). This could be one of the reasons that Tesla’s technicians to fix issues with customer car can be located too far from the customer, as a result, causing some damage to the brand image. In addition, Green Car Reports have stated some damaging reviews on the Model 3 which some Tesla fans are overlooking because of their brand loyalty to the company. 

SWOT ANALYSIS: SWOT is an analytical tool used to in identifying the important external and internal factors of organisations to assist in achieving success. As explained by Whittington, et al. (2020), SWOT “ provides a general summary of the Strengths and Weaknesses explored in an analysis of resources and capabilities, and the Opportunities and threats explored in an analysis of the environment. The basis of using SWOT is to provide a basis for strategic options and implementation. Some other authors have highlighted the benefit of a SWOT analysis for developing corporate strategy. Figure 7 will therefore present the SWOT framework for Tesla in form of a table as found below:


 (Fig 7) SWOT Analysis for Tesla (Source: adapted by the author of this report)
	STRENGTHS:
· Pioneer manufacturer of electric cars.
· Strong and powerful built vehicles and engineering abilities.
· Innovative business strategy to enhance business performance.
· Elon Musk as leader and CEO of Tesla.
· Growth in revenue despite not funded by government.
· Sales domination amongst other EV manufacturers.
· Cross-selling and diversification of businesses.
· Brand equity is high with customer loyalty.
· Niche market in luxury car industry.
· Vertical integration strategy due to previous challenges.
· Possesses cutting-edge battery technology and electric powertrain.
· Owning and operating over 1300 charging stations and nearly 11000 Superchargers.

	WEAKNESSES:
· Increase in liabilities due to in-house manufacturing and production.
· Difficulty in getting regulatory approval for the ride-sharing platform.
· Imbalance in demand and supply to meeting rate of production.
· High cost of production.

	OPPORTUNITIES:
· Vehicle price and services included in connected packages for customers.
· Electric vehicles experiencing growth especially due to climate change.
· Developing global energy storage market.
· Global change awareness developing and growing amongst potential customers.
	THREATS:
· Consumers buying less vehicles including EVs due to autonomous ride-sharing platform.
· Strong competition could affect business growth.
· Periodic pattern of buying may affect business.




CONCLUSION
This report was aimed at exploring and analysing Tesla’s strategic plans and central issues in the competitive industry it belongs, with the aid of some analytical tools in form of models and framework. It was important to first understand the dynamics of Tesla by its purpose, vision, and mission with an overview of the company. Pertinent to the report was the strategic objectives and to understand the success factor of Tesla as an innovative company. 
Furthermore, the external environment analysis provided and offered an insight into the environmental factors influencing the business with the aid of PESTEL analysis. Following this is the industry analysis with the aid of Porter’s Five forces Framework and Internal forces with VRIO framework and the Value Chain analysis. These were then combined into a SWOT analysis to understand the strength and weaknesses, opportunities, and threats of Tesla. 

RECOMMENDATIONS
As a result of the findings in this report, the following recommendations is advised:
· Despite Tesla producing expensive electric vehicles for a niche market and their profits growing, it could have a strategy for producing for the masses by developing a prototype for the masses.
· Competitive advantage can be maintained by having marketing strategy like other manufacturers and profitable companies have done.
· Review the strategy regarding pricing, design, size and driving performance of the vehicle Models for industry competitiveness.
· Sometimes diversification could become a clog in the progress of existing products. Therefore, Elon Musk may think of concentrating on his innovative ideas on EVs so that potential customers confidence in the products could remain unshaken.
· Tesla to consider perfecting the production processes before full automation could begin.
· Tesla could consider collaboration with independent dealers for EV sales and services.
· Tesla to consider becoming more active in Corporate Social responsibilities activities.
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