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[bookmark: _Toc228464310]Introduction 
Strategic management is the process of designing and implementing long-term strategies that create long-term competitive advantage by matching the internal resource to the external environmental forces (Johnson et al., 2020). This report presents an in-depth strategic analysis of Tesla, Inc. in the United States, analysing its organisational environment, its external and internal environment, alignment with CSR and strategic options. Tesla was established in 2003 and it has developed into a vertically integrated clean energy enterprise earning 97.69bn revenues in 2024 (Tesla, Inc., 2025). Although Tesla has nearly half of the US EV market, there is a growing competitive pressure, narrowing margins, and regulatory complexity (Cox Automotive, 2025), so a stringent strategic analysis is necessary.
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[bookmark: _Toc228464312]1. Organisational Context and Overview
Brief History of the Organisation
Tesla, Inc. was founded in 2003 by Martin Eberhard and Marc Tarpenning, with Elon Musk emerging as a transformative leader who repositioned the firm as a global clean energy innovator (Tesla, 2024). Tesla has since left car-making to become a vertically integrated clean energy company based in Austin, Texas.
Mission, Vision, and Business Model
The mission of Tesla is to hasten the shift to sustainable energy throughout the world (Tesla, 2025). Its business model combines the execution of electric vehicles, such as Model 3 and Model Y, with energy storage, like Powerwall and Megapack, with software and service-oriented offerings. Such vertical integration proves to be a distinctive strategic design that fosters value creation and differentiation (Teece, 2018). The direct-to-consumer retail model also boosts the control over pricing and customer experience.
Industry Overview
Tesla is a company in the worldwide electric car and clean energy industry. In 2024, the company has revenues of $97.69 billion in its dual positioning in both the automotive and energy sectors (Tesla, Inc., 2025). Domestic demand has been stimulated by policy assistance, especially a 7,500 EV tax credit via the Inflation Reduction Act (Tesla, 2024a).
Main Competitors
The main US competitors of Tesla are General Motors, Ford, Rivian, and Lucid Motors, as well as the global threat of BYD. Intensifying competition has contributed to a decline in Tesla's automotive gross margin from 27.9% in 2022 to approximately 17% in 2024 (Tesla, Inc., 2025), despite retaining approximately 49% of the US EV market share in 2024 (Cox Automotive, 2025).
Market Positioning
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Figure: Perceptual Map of Tesla
Source: (Cox Automotive, 2025).
The perceptual map plots competitors across price and brand modernity. Tesla is a high-price, modern brand that is built on technological innovation, software development, and EV-first design philosophy (Statista 2025b). Lucid fights in the same high-end space with reduced volume. BMW occupies the high-end, classic quadrant, which is based on traditional luxury roots, and Toyota occupies the low-end, classic segment (Cox Automotive, 2025). BYD competes based on lower-price, modern quadrant by positioning with aggressive prices and fast-tracked technology. Tesla has maintained its market dominance through differentiated positioning as it confronts competition at both the high end and the low end.
[bookmark: _Toc228464313]2. External and Internal Environment Analysis 
[bookmark: _Toc228464314]2.1 External Environment: PESTEL Analysis
The PESTEL model provides a framework to analyse macro environmental forces influencing organisational strategy (Lynch, 2021). Applied to Tesla, Inc. in the United States, it highlights key growth opportunities and strategic complexities across political, economic, social, technological, environmental, and legal factors.
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Figure 1:PESTLE Analysis
Source: (Qadri  and Tariq, 2025)
Political Factors
Political factors are laws and regulations of the government that shape the organisational strategy (Qadri and Tariq, 2025). The policy support of electric vehicles in the United States is favorable to Tesla, with up to 7,500 of tax credits offered by the Inflation Reduction Act on eligible purchases of electric vehicles (Tesla, 2024a). This has greatly enhanced demand of Tesla domestically produced cars.
Nevertheless, there is a significant threat of political insecurity. Alterations in administration and policy focus might also result in subsidies of EVs being lowered or environmental focus moved elsewhere. Also, US China trade tensions and trade tariffs on imported parts raise the cost of operations and interfere with supply chains. More importantly, Tesla is subject to policy risks as it relies on government subsidies. In order to maintain a long-term growth, the company needs to minimize its dependence on subsidies, and enhance the global diversification strategy.
Economic Factors
The macroeconomic conditions of interest rates, inflation, and input costs significantly influence demand and profitability in economic factors (Lynch, 2021). In 2024, US interest rates were high and this decreased the consumer buying capacity especially on high-end electric vehicles. Tesla reacted by cutting down prices to ensure volumes of sales. The automotive gross margin of Tesla dropped to about 17% in 2024 as compared to 27.9% in 2022 (Tesla, Inc., 2025). Moreover, the variability of major battery components of lithium and cobalt have posed a cost risk. Though few of the input costs have stabilised, the overall economic environment is in trouble. Tesla is confronted with a trade- off between growth and margin protection. Further price competition can undermine its premium status in the US market.
Social Factors
The social factors involve the consumer attitudes, demographics and the trends of behaviour that shape the market demand (Johnson et el, 2020). The rise in the use of electric vehicles in the US due to consumer environmental awareness and concern in climate change in favor of Tesla.
The perception of Tesla as a brand has been polarised, however, it has become even more so. Its image on the part of its leadership has contributed to consumer loyalty and negative comments. Although younger and more tech-friendly consumers still favor EV occupation, the brand perception change can affect the long-term loyal customer base. Tesla has to deal with reputational risks and keep its brand associated with sustainability, as opposed to individual dynamics between leadership.
Technological Factors
Technological includes innovation and innovation that determine competitive advantage (Teece, 2018). The technological leadership especially in the development of batteries, artificial intelligence and autonomous driving systems are highly motivating factors within the strategy of Tesla. Its Full Self-Driving (FSD) technology is one of the long-term revenue sources via software and mobility services (Tesla Inc., 2025).
Besides, the Tesla investment in battery development and AI framework boosts efficiency and cost-effectiveness. Nonetheless, the rivalry in EV and autonomous technologies is growing, and leading international companies invest a lot in innovation (International Energy Agency, 2024). More importantly, Tesla relies on its regular technological progress to remain competitive. The inability to sustain innovation leadership can undermine its stance in the US EV market.
Environmental Factors
Enforce environmental considerations are associated with the pressure on sustainability and ecological concerns on the business operations. Environmental sustainability is inextricably part of Tesla, whose vehicles have zero tailpipe emissions and can be part of decarbonisation (Tesla, 2024a).
Nevertheless, environmental issues remain, especially those related to the extraction of battery materials like lithium and cobalt, which are ecological and ethical concerns. Tesla has mitigated these concerns by offering alternative technologies on battery and making a pledge to net zero emissions (Sustainable Innovation, 2026). More importantly, although sustainability is a demand driver, Tesla needs to enhance transparency in its supply chains and environmental policies to preserve stakeholder trust and legitimacy within the US market (Tesla, 2026).
Legal Factors
Legal aspects refer to regulatory conditions and compliance that hit the performance of the organisations (Lynch, 2021). In the United States, Tesla is subjected to more legal scrutiny, especially regarding the safety of vehicles, autonomous driving, and data privacy.
This has increased regulatory concerns, due to investigations of its Autopilot system and extensive automobile recalls. Moreover, the issue of governance and the development of new rules on data protection like the California Consumer Privacy Act add new compliance pressures. More importantly, such legal pressures augment operational risk and can impact consumer trust. To remain competitive in the US market, Tesla will need to strengthen its governance and regulatory compliance.
[bookmark: _Toc228464315]2.2 Strategic Challenges and Critical Success Factors
Critical success factors
Critical success factors (CSFs) represent the fundamental strengths an organisation needs to have to attain sustainable competitive advantage (Johnson et al., 2020). In the case of Tesla, such a primary CSF is the technological leadership in battery technology and software development, which directly leads to product differentiation and customer value (Teece, 2018). The proprietary Supercharger network is equally critical, eliminating range anxiety and reinforcing brand loyalty. Also, alignment with US EV incentives under the Inflation Reduction Act keeps the demand, whereas economies of scale sustain competitive prices (Statista, 2025b).
Strategic Challenges
Strategic challenges are external, and they pose a threat to the performance of organisations (Johnson et al., 2020). Increasing pressure among the General Motors, Ford, and Rivian is killing Tesla market share as supply chain volatility is causing cost uncertainty especially lithium dependency (Ma, 2025). The reputational risk is also complicated by a legal examination of the safety and privacy of data exchanged by Autopilot. Sustaining competitiveness therefore requires continued innovation and strategic flexibility.
[bookmark: _Toc228464316]2.3 Internal Environment: Resources, Capabilities, and Core Competencies
The resources, capabilities and core competencies combine to provide its competitive advantage, which characterize the internal environment of Tesla, Inc. internal  resources consist of tangible and intangible assets, and capabilities are the ways these assets are put into practice.
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Figure 2: Tesla revenue in 2024
Source: (Tesla, Inc., 2025a)
The core assets of Tesla are the world-leading manufacturing sites in the US, its original battery technology, and a robust financial performance, as Tesla has revenues of up to $97. 69 billion in 2024 (Tesla, Inc., 2025b). Intangible assets like the brand image and data-driven software functionalities augment its position in the market even more.
Tesla shows a level of hardware and software integration, especially with its Full Self-Driving offering and constant over-the-air upgrades, which are capabilities beyond its rivals. The dynamic capabilities of Tesla enable it to innovate fast and change the standards in the industry (Teece ,2018). Its direct-to-consumer model, also, increases the control of customer experience and prices.
All of these resources and abilities make up the core competencies of Tesla, specifically, innovation, vertical integration, and ecosystem development. Nonetheless, the performance should be maintained by constant strategic and capability alignment (Seifzadeh and Rowe, 2019). More importantly, technological leadership and high capital investment expose Tesla to the danger of slow innovation and lessening the rivals as well as to closing the gap, which makes continuous development of capabilities necessary.
[bookmark: _Toc228464317]2.4 VRIO Analysis of Strategic Capabilities
VRIO analyzes the suitability of resources and capabilities in establishing sustained competitive advantage by estimating the values, unusualness, unimitability, and organisational backup (Teece, 2018). In Tesla, Inc., the capabilities as discussed below underscore the strategic positioning in the US market.
1. Battery Technology: Tesla’s battery technology creates high value by improving efficiency, driving range, and cost advantage, strengthening its market position. It is rare, as few competitors possess comparable technological capability and scale. The capability is highly inimitable due to the requirement of advanced research, specialised expertise, and significant investment. Tesla is strongly organised to exploit this capability through continuous innovation and substantial R&D investment (Liu, 2021).
2. Supercharger Network: The Supercharger network delivers high value by enhancing customer convenience and reducing range anxiety. It remains rare because of Tesla’s proprietary and globally integrated infrastructure. Imitation is very difficult, as it requires large capital investment and long term infrastructure development (Statista, 2025b). Tesla effectively organises this capability through full integration with its ecosystem, reinforcing user experience and brand loyalty.
3. Manufacturing Scale: Tesla’s manufacturing scale provides high value by enabling cost efficiency and mass production (Statista, 2025a). However, its rarity is moderate since competitors can eventually achieve similar scale. Imitability is also moderate, as replication is possible with sufficient investment and time. Tesla is efficiently organised, with streamlined operations that support productivity and scalability.
[bookmark: _Toc228464318]2.5 Internal Strengths and Competitive Advantage
The internal strengths of Tesla, Inc. significantly contribute to its competitive advantage in the US EV market. The technological capacity of Tesla, especially through its battery innovation and software integration, facilitates product differentiation and performance, which allows the company to spearhead change in the industry (Teece, 2018). Its Full Self Driving technology and over the air updates result in ongoing customer value and support recurring revenue streams.
Moreover, their brand equity enables Tesla to induce customer loyalty and charge a higher price, thus solidifying their presence in the marketplace (Liu, 2021). Its large scale manufacturing capacities and vertically integrated model enhance cost efficiency and supply chain control, which is crucial in a competitive environment (Tesla, 2026).
But this advantage can be difficult to sustain since it takes constant innovation to stay on the top. The match between strategy and capabilities is necessary, especially when the rivals invest more in such technologies (Seifzadeh and Rowe, 2019).
[bookmark: _Toc228464319]3. CSR and Sustainability Objectives 
Corporate Social Responsibility (CSR) is defined as the responsibility of a company to act in a morally responsible manner and to undertake activities that promote economic, social and environmental well being (Carroll, 1991). Sustainability builds on this by encompassing the element of environment and social concerns in long-term strategic decision making.
The Current CSR Strategy of Tesla
Tesla, Inc. CSR strategy is mainly focused on environmental sustainability. Tesla aims at minimizing carbon emissions due to electric cars, renewable energy contributors, and energy storage systems (Tesla Inc., 2024a). This is representative of sustainable business model in which the creation of value to the environment is entrenched in the routine operations. The aim of the company to achieve net zero emissions and circular energy also enhances its CSR-based positioning (Sustainable Innovation, 2026).
Business Objectives
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Figure 3: Global vehicle deliveries of Tesla
Source: (Statista ,2025a)
Tesla’s business objectives are highly growth and innovation oriented, focusing on increasing production and global vehicle deliveries. The volume of deliveries increased dramatically to 1,808.59 thousand units and 1,636.13 thousand units in 2023 and 2024, respectively, which reflect both the high growth rate and the current market pressure (Tesla, Inc., 2025).
One of the core goals is to lead in technology by continuing to invest in battery technology, artificial intelligence, and autonomous driving (Teece, 2018). Also, Tesla was trying to enhance cost-efficiency through economies of scale and vertical integration, which justify competitive prices (Furrer, 2016).
Market expansion and brand leadership are also other crucial aspects in the company. Yet, recent reduction in deliveries indicates the rising competition with the necessity to combine the growth with profitability to be profitable in the long run.
Evaluation of Alignment
The CSR strategy at Tesla is mostly aligned with its business goals. The market demand and revenue growth is directly reinforced by sustainability initiatives, with EV adoption on the rise (International Energy Agency, 2024). Nevertheless, issues connected with supply chain ethics and resources sourcing can be taken to indicate a partial misalignment, meaning the necessity of a better integration of CSR to maintain long-term legitimacy (Liu and Zhou, 2025).
[bookmark: _Toc228464320]4. Comprehensive and Holistic View
The Balanced Scorecard, introduced by Kaplan and Norton (1992) offers a multifaceted model on which to measure organisational performance, combining financial and non financial measurements. In the case of Tesla, Inc., this framework is especially applicable because it aligns the operational performance with the strategic goal of being a shift towards sustainable energy and preserving a competitive advantage on the US market.
Financial Perspective
Objective: To maintain revenue growth and enhance profitability by maintaining low costs and vertical integration.
KPIs: Operating margins, total revenue and cost per vehicle. In 2024 Tesla sales reached 97.69 billion, but the gross margin in the automotive sector has dropped to around 17 percent after heavy price cuts (Tesla, Inc., 2025).
Target: Keep production levels constant and reclaim profit margin that is being squeezed by competitive pressures because of low prices.
Initiatives: Cross-energy and automotive integration, as well as expansion, into gigafactories, enhance financial health. According to Lynch (2021), to achieve consistent profitability, cost control and pricing policy are essential.
Customer Perspective
Objective: To provide excellent customer value on the basis of innovation, brand strength, and product quality.
KPIs: Customer satisfaction scores, volumes of delivery, and market share. Although Tesla holds an overall lead in the US EV market, share is experiencing a slow decline due to the stiffening competition ( Statista, 2025b).
Target: Increase brand loyalty and increase customer base by demographic groups.
Initiatives: Supercharger network and over-the-air software updates are constantly being improved by the proprietary network and software to provide a better user experience. However, Liu (2021) cautions that reputational pressures and shifting consumer expectations pose long-term risks to brand loyalty.
Internal Business processes perispective
Objective: To be the most efficient in operations in terms of manufacturing, supply chain, and product development.
KPIs: Unit cost efficiency, delivery schedules and production volumes. The Gigafactory process of Tesla has helped the company to increase revenue by producing efficiencies (MacroTrends, 2025).
Targets: Automatize the production costs, per unit, and improve the delivery schedules.
Initiatives: Operational performance is supported by superior battery production, streamlined supply chain, and automation of production. However, the dependencies on raw materials, especially lithium, is a structural weakness (Ma, 2025).
Learning and Growth Perspective
Objective:  Long term competitive advantage generated by continuous innovation, R&D investment and employees workforce development.
KPIs: spending on research and development, output, and workforce productivity. Investment in AI, Full Self-Driving technology, and battery research signals commitment to technological leadership (Tesla, Inc., 2025).
Targets: Focus on future revenues through future technology and autopilot technology.
Initiatives: The use of AI to create software and ongoing over-the-air development will set Tesla on a path of success in the long term. Jukka (2023) reiterates that the strategy-management control system is critical to maintaining organisational performance and innovation leadership.
Overall, the Balanced Scorecard is needed by Tesla to integrates financial performance with innovation and customer value. Although its strategic alignment is good, issues of profitability, competition, and operational risks should be addressed to maintain long term competitive advantage.
[bookmark: _Toc228464321]5. Strategic Choices and Implementation 
The business level strategy is concerned with how a company competes in the given market, like cost leadership or differentiation, whereas the corporate level strategy is concerned with the wider decisions like diversification and entering the new market (Furrer, 2016). In the case of Tesla, Inc., both levels play an important role in maintaining the competitive advantage in the US EV market.
Business Level Strategy and Recommendation
Tesla is a company that mostly pursues a differentiation strategy, which provides electric vehicles with high technological value helped by software integration and innovation. Its FSD features, capability to receive updates via the air and excellent brand positioning make it stand out in comparison to the competitors. Nevertheless, recent price cuts suggest that it has partially changed towards cost leadership, where it is seeking to gain market share within a competitive environment.
As it indicates, the adoption of EVs is chiefly driven by the cost-effectiveness and the innovation associated with batteries (Statista, 2024). Even though differentiation has been the main asset of Tesla, excess price competition can demolish the margins. As such, hybrid approach, which incorporates both differentiation and selective cost leadership, is advised. This would enable Tesla to retain innovation driven value and enhance affordability and competitiveness within the US market.
Corporate Level Strategy and Recommendation
Tesla has sought to diversify and make vertical moves at the corporate level, beyond vehicles to focus on energy storage and renewable solutions. This conforms to the sustainable business model evolution in which companies establish value in systems that are interlinked (Bohnsack, Pinkse and Kolk, 2014). Moreover, the international business of Tesla aids in economies of scale and localization.
Nonetheless, diversification leads to the complexity of operations and funds. Seifzadeh and Rowe (2019) present a strong case that performance of an organisation depends on alignment of corporate strategy and organisational capabilities. It is thus advised that Tesla goes with intense focus on diversification whereby high synergies like energy storage and software services would be emphasized above going extraneous to sectors they are not related with.
Change Management and Strategic Implementation
Change management is organised strategies to get organisations out of a present state and a future state of choice without creating inefficiencies (Harrison et al., 2021). Technological change and competitive dynamics in the US EV market are driving rapid change and hence the need to have structured change management among companies such as Tesla, Inc. Thus Change management framework by Lewin is used.
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Figure 4: Change Management Model
Source: (Harrison et al., 2021)
Unfreeze Stage: Unfreeze is the stage when one identifying the necessity of change is important and preparing the organisation. Tesla has reacted to market pressures in the US, including increased competition and decreased consumer demand by modifying pricing, and repositioning its products. Such activities are an indication of the necessity to be competitive in an environment that is price sensitive and is fast changing.
Change Stage: The change stage is concerned with the enforcement of new strategies. Tesla has added price cuts, increased scale at Gigafactory Texas, and increased technological development, especially AI software and battery development. The purpose of these initiatives is to sustain the market leadership and adapt to the economic and competition challenges in the US EV sector.
Refreeze Stage: The refreeze phase is stabilisation and internalisation of changes within the organisational processes. Tesla has internalised its own pricing policies and operational readjustments by incorporating structural systems and the production processes.
On the whole, Tesla is strategically flexible both at the business level and at the corporate level. The competitive advantage of its differentiation strategy and diversification needs to be refined as competition and cost pressures escalate. Long term implementation requires a combined approach of hybrid strategies and targeted diversification that will be facilitated by effective change management.
[bookmark: _Toc228464322]6. Strategic Evaluation and Recommendations 
[bookmark: _Toc228464323]6.1 SWOT Analysis
SWOT analysis evaluates internal strengths and weaknesses alongside external opportunities and threats to assess an organisation’s strategic position (Qadri and Tariq, 2025). For Tesla, Inc., it highlights key strategic factors in the US market.
[image: ]
Figure 5: SWOT Analysis
Source: (Qadri  and Tariq, 2025)
Strengths: Technological leadership, and brand dominance are the strengths of Tesla in the US. In 2024 (Cox Automotive, 2025) it had approximately 49% of the US EV market share. Its vertical integration and software solutions increase efficiency and differentiation promoting long-term competitive advantage (Bohnsack, Pinkse and Kolk, 2014).

Weaknesses: The main weakness of Tesla is its decreasing profitability although sales remain high. The price cut marginally reduced in 2024 to approximately 17% because of the aggressive price cuts (Tesla Inc, 2025a). Also increased dependency on constant innovation means that operational risk exists in case competitors close the technology gap in US market.
Opportunities: The market of US EV is growing, which is promoted by the trends in sustainability and regulatory support. The 2023 sales of EVs around the world were 17 million, and the US is expected to achieve significant growth (International Energy Agency, 2024). Tesla can use this to increase revenue streams through other energy products and software based services.
Threats: The US automakers including Ford and General Motors are increasing competition with Tesla, diminishing its market share in the long run (Statista, 2025b). In addition, there are supply chain risks, especially lithium shortages, and price battles that jeopardize profitability and long term strategic placement (Ma, 2025).
[bookmark: _Toc228464324]6.2 BGC Matrix Application
In the BCG Matrix, portfolio evaluation of the firm is determined by market growth and market share and divides business units into Stars, Cash Cows, Question Marks, and Dogs (Mohajan, 2017). In the case of Tesla, Inc., this model brings out the essential location of the core segments.
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Figure 6: BGC Mtrix
Source: (Mohajan, 2017)
Stars (High Growth, High Share): Tesla has a core EV offering, especially Model 3 and Model Y, which is a Star in the US market. Tesla is a market leader due to high demand and market share, with expanding trends in the EV adoption (International Energy Agency, 2024). Nonetheless, competition is growing, which necessitates unceasing innovation to maintain this status (Lei, 2025).
Cash Cows (Low Growth, High Share): Tesla has premium cars including Model 3 and Model X, which serves as Cash Cows. The products are stable, generate less growth, and have high brand loyalty. They facilitate financial stability amid reducing margins in the larger EV segment (Tesla, Inc., 2025).
Questions (High Growth, Low Share): Tesla’s energy storage and autonomous driving technologies represent Question Marks. These segments are in high growth market but do not have strong market share. They also require considerable investment to scale the innovations and transform them into future Stars (Tesla Inc, 2025b).
Dogs (Low Growth, Low Share): Some of the legacy/ less demanded products can be classified under the Dog category and will add minimal growth or profitability. Most importantly, Tesla needs to refocus or deamidate non-performing areas to enhance strategic focus and resource distribution.
[bookmark: _Toc228464325]6.3 Strategic Recommendations and Their Justification
As Tesla, Inc. needs to continue to improve its competitive edge in the US market, the following set of theoretically and empirically-driven initiatives would be relevant.
1. Adoption of a Hybrid Competitive Strategy
Tesla needs to reinforce a hybrid approach between differentiation coupled with cost leadership. Even though it is very innovative, dropping margins indicate rising price competition. Furrer (2016) claims that companies that switch cost and differentiation maintain competitiveness in dynamic markets. Tesla can be more efficient with Gigafactory operation and cost reduction of the batteries.
2. Expansion of Digital Ecosystem and Service Based Revenue Streams
The Tesla company should increase the scope of its software ecosystem such as Full Self Driving and subscription plans. Teece (2018) contends that digital innovation generates dynamic capabilities and new sources of income. Like the Apple ecosystem model, Tesla can use the data driven services to gain customer retention and recurring revenue revenue after selling the vehicles.
3. Strengthening Supply Chain Resilience and Sustainable Resource Strategy
To capture the raw material risks, lithium crises in particular, Tesla should enhance the resilience of the supply chain (Ma, 2025). Dependency can be minimized through diversifying sourcing and investing in alternative battery technologies. This is in line with sustainable business models, where the use of resources efficiently contributes to the creation of long term value (Bohnsack et al.,  2014).










Conclusion
The present report gives a strategic analysis of Tesla, Inc., its internal and external environment, competitive position and strategy in the US market. Tesla has a great competitive advantage due to technological leadership, brand equity, and vertical integration. Nevertheless, there are increasing competition, declining margins, regulatory pressure and supply chain risks. Tools such as PESTEL, VRIO, SWOT, and the Balanced Scorecard highlight the need for strategic adaptability. The key to long-term success is the ability to balance growth and profitability and enhance resilience, implement hybrid approaches, diversification, and effective supply chain management in a dynamic electric vehicle market.
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[bookmark: _Toc228464327]Applying Gibbs' Reflective Cycle 
Reflective practice is a vital part of postgraduate learning as individuals can critically consider their experiences and enhance the performance in the future through reflection. According to Graham Gibbs (1988), structured reflection allows learners to develop deeper understanding and enhance decision making.
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Figure 7: Gibbs' Reflective Cycle
Source: (Sobreira, 2022)
1. Description
Report entailed a thorough and systematic study of strategic management practices at Tesla basing on the assignment brief. This involved coming up with an organisational overview, the external environment through PESTLE analysis, determining critical success factors and strategic challenges, and the internal resources and capabilities through VRIO framework. I also discussed the CSR strategy of Tesla, used the Balanced Scorecard to holistically judge the performance and evaluate strategic decisions at business and corporate levels and strategically evaluated Tesla using SWOT and BGC model.
To accomplish these assignments, I have studied a large variety of scholarly and industry evidence, such as annual reports of Tesla, insights and statistics provided by Statista, and theories of strategic management. I first concentrated on the process of collecting adequate data and then organizing the report on the basis of the necessary parts. Nevertheless, to match the theory with the facts on the ground several revisions were to be made to make it clear and coherent.
2. Emotions
As I started the assignment, I was confident in the knowledge of the concepts of strategic management including PESTEL, SWOT and VRIO. But as I went on I began to struggle how to use these frameworks in critical, as opposed to descriptive, form. The need to incorporate various structures into one logical report complicated the work.
There was also some problem in me in dealing with the volume of information especially in choosing the appropriate data to deal with the US market scenario. On several occasions, I was unsure whether my analysis was thorough enough to be considered postgraduate level work. Nevertheless, with further development of my perspective and the perfection of the report structure I became sure that I could critically evaluate the strategy of Tesla and make well-grounded arguments.
3. Evaluation
A method of using structured analytical frameworks was one of the primary strengths of my strategy, as it allowed a systematic analysis of the strategy of Tesla. PESTEL was used to determine the external influences, and VRIO was utilized to assess internal capabilities. There was the Balanced Scorecard which enabled a comprehensive evaluation of performance which correlated with both financial and non financial measures.
The application of real world data, like Tesla income, and market share in the US, another source of strength, contributed to the credibility of the analysis. This made the report not be just theoretical in nature but rather based on practical evidence.
Nonetheless, my approach had its flaws as well. Firstly, my work was inclined to be descriptive especially on initial drafts of the external and internal analysis parts. Another thing that I struggled with was to be consistent in citing but avoiding restatement of important sources. There was also a constraint on time because after writing a detailed research on word count requirements was a big constraint that needed planning.
4. Analysis
This has served as a process that has reinforced the value of critical thinking and integration in strategic management. According to Harrison et al. (2021), in an analysis, it is not only essential to apply the frameworks but also assess the implications of the frameworks in actual situations. I realised that it is not enough merely to name factors of PESTEL or list resources of VRIO without any explanation of their impact on strategic choices and advantage.
Also, the process underscored alignment within various parts of the report. Indicatively, the PESTEL analysis insights would have to be used in identifying strategic challenges and formulating recommendations. Likewise, internal competitive advantages that were made by VRIO were to be connected with strategic decisions and competitive advantage. Such incorporation enhanced the holistic cohesion and richness of the report.
The experience also helped to underpin the significance of reading a variety of scholarly materials. A broader scope of references helped me to enhance the theoretical basis of my analysis and not to overuse a small number of authors. This helped in an academic rigorous and more balanced report.
5. Conclusion
Generally, the task of writing this strategic management report has helped me a great deal in terms of enhancing my skills in research and analysis. I gained a better insight into the way theoretical frameworks could be applied to real world organisations and the impact that both internal and external factors had on strategic choices. Another skill that I developed was the ability to break down complex arguments and make them clear. Nonetheless, I understand that I should work on my critical assessment skills more, learn to manage time better, and make the interaction among the various sections more coherent in further employment.


6. Action Plan
	Area of Development
	Current Reflection
	Action Steps
	Expected Outcome

	Critical thinking ability
	Tendency to describe frameworks rather than critically evaluate them
	Focus on analysing implications and linking theory with real-world context; review high-quality academic papers
	More analytical and high-quality arguments

	Integration of concepts
	Difficulty linking external, internal, and strategic sections coherently
	Create structured outlines showing clear connections between frameworks before writing
	Improved logical flow and coherence

	Time management skills
	Faced pressure due to balancing research depth and deadlines
	Develop a timeline with clear milestones for each stage of the assignment
	Better organisation and reduced stress

	Use of academic sources
	Repetition of key references across sections
	Broaden research using diverse peer-reviewed and industry sources
	Stronger academic credibility

	Academic writing proficiency
	Initial lack of clarity and conciseness in writing
	Practice structured academic writing and seek feedback regularly
	Improved clarity, professionalism, and readability
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