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Introduction 
Tesla Motors Inc. is an America based automobile manufacturer which is considered to be one of the best company in the particular segment (Hettich and Müller-Stewens, 2017). In this essay, the evaluation of the role of the stakeholders in the organisational operation will be discussed. The elaborated definition of the marketing concept and how the organisational practices that concept will be discussed. The analysis of the branding advantages along with the evaluation of the value of the products, diversification will be discussed by using Ansoff matrix. The internal and external stakeholders of the company will be discussed along with the role in the business operation, and the evaluation of the communication system will be discussed.    
The role of stakeholders and the consumer in organisational operation
Fundamentally, the marketing concept is the norm of a competition that helps to provide more effective products than the competitors to its consumers. It concentrates on the requirement of the target market to provide the most valuable product and helps to form an effective goal that helps to expand its organisational operation in the market. Due to the massive development of the worldwide automotive industry, the leading brand of electric vehicles, Tesla Inc. has fetched some improvement in its existing methods of business operation in the market (MAOHENG, 2018). Tesla Inc. now developed the production and delivery system of its electric vehicles by utilising its marketing strategies to get more consumer concentration in its organisational operations. Sometimes the organisation provides few programs with its stakeholders, to develop the consumer experience within its products and services. The organisation develops its provided features in its models of vehicles through the beneficiary advancement of the technology to provide more effective products to its consumers.
Due to the fetching of operational advancement in organisational business of Tesla Inc., the organisation has been able to provide more effective, advance and attractive products to its consumers than its existing vehicle services. Its provided programs in the context of the evaluation of its marketing, services, and other operating system helps to enhance the knowledge of the consumer about their products and services of electric vehicles. Moreover, due to the competitive market within the automotive industry, Tesla Inc. promotes its products and services and creates an effective bonding between the consumers and the organisation to provide better models of vehicles and to enhance the brand visibility in front of the consumer (Atwal and Williams, 2017). Thus, the consumer gets available information about its organisational products and services. Also, the enhancement of organisational loyalty and the trustworthiness enables consumer engagement within its organisational operations. 
In the context of marketing, branding is a strategy to represent the information about products and services provided through the organisational operation. To efficiently operate in the market, an appropriate strategy of branding helps to enhance the plethora of the organisational image in the market that impacts positively in the organisational operations of Tesla Inc. Thus, the strategy of branding provides many advantages or benefits that create an effective or influential image in the mind of the consumers. In the era of digitalisation, the consumers need those kinds of products, which have the most advance technological features within a low-cost manner. Therefore, the appropriate branding of Tesla Inc. for its electric vehicle evaluates the most advance features as the organisation is able to provide within its models. Due to such branding activity, the organisation provides more safety system, and it also helps to enhance the knowledge of its consumers about the values of its models (Lin, Lobo and Leckie, 2017). Thus, the consumer can also be able to appropriately compare their products with the other organisational electric vehicle models before to purchase.
In the case of Tesla Inc. to improve marketing directions and strategies to satisfy its consumers with more attractive and advance products the Ansoff Matrix is sufficient to assure the crucial probabilities regarding the growth of organisational operation (Alyamani, 2020).
Market Penetration
Tesla Inc. is facing with some hindrances that created by its competitors in the market, and to penetrate in the new market the organisation has to utilise some prominent strategies of marketing to provide advance models of the electric vehicle to its consumers. Also, the organisation needs to reduce its cost pricing for its products and other automotive services to get more consumer concentration of the consumers (Alkasimet al., 2018). Therefore, Tesla Inc. started to utilise innovative strategies and technological advancement to grab more consumer concentration with its effective products.
Product Development
Consumers need various kinds of effective and efficient product services to stay well. Therefore, Tesla Inc. has started to produce more develop products and also has implemented advance technological features in its models of electric vehicles. Due to advancement, the organisation has been able to grab a vast range of market during its organisational operations. Moreover, the organisation started to provide most developed features with a low cost to expand its business all over the world.
Market Development
The administrators of Tesla Inc. not so much satisfied with its existing business. Therefore, the organisation forms some new operational goals and to achieve those goals the organisation started to implement various pricing policies, develop its existing products with the advantages of new technological innovation to effectively operate in the market (Alkasimet al., 2018). Due to the effective operation of Tesla Inc., the organisation has achieved more success to grab the consumer concentration.
Diversification
Nowadays the consumers need some diversification to purchase for a model of vehicle. Therefore, Tesco Inc. provides more variations in its provided products of electric vehicles to impress its consumers. Due to the diversification in its product service, the organisation has achieved the image of the leading brand for electric vehicle (Yin, 2016). 
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Figure 1: Ansoff Matrix
(Source: Alyamani, 2020)
Tesla, Inc. always maintains an effective relationship with its consumers through its organisational operation. The organisation always provides individual time to engage with its consumer's queries about its services and products and also arranges some programs to mitigate the queries from the mind of the consumers. Therefore, the organisation has been able to construct an effective relationship with its consumers. Moreover, the organisation always been ready to hear and pursue the consumer’s feedbacks and provide the favourable service to its consumers through pursuing its consumer’s feedbacks (Kortmann and Piller, 2016). Thus, the trustworthiness has increased between the company and its consumers. Therefore, Tesla Inc. gets more consumer concentration in its organisational operation.
Stakeholders refer to certain entities or a collective that has developed an interest in an organisation's outcome or outcomes of a working body. The stakeholders are considered to have an interest in the business operation or who can get affected by the particular business activities of the organisation. As per Derakhshan, Turner and Mancini, (2019), people or the small group dependent upon the company in terms of fulfilling their own goals and the organisation depends for the business operation upon whom. The stakeholders might be actively involved in the business operation and may be involved in the performance or the growth of the company. The stakeholders have the ability to transform the project, its deliverables and team members positively or negatively. Therefore the stakeholders can be addressed as the key factor involved in a particular project or in overall business operations as the stakeholders did not have the official responsibilities, but the ultimate estimation of the progress, success or failure of any project depends upon the stakeholders. The stakeholders of any particular organisation can be classified into two groups, such as internal and external Stakeholders.
The overall involved stakeholders can be classified into two groups which are the internal and the external stakeholders. Internal stakeholders are persons who seem to have a direct relationship of interest in a business, such as jobs, equity or investment. For Tesla, the internal stakeholders are the employees, the business owners, the board of directors and the managers of the teams. The general employees are that group of approximately forty-eight thousand people who are involved in the functioning process of the company for remuneration. The owners refer to the group of shareholders of the company. For example, the largest shareholder of Tesla is Elon Musk (Gilson and Abbott, 2017). The board of directors are the group of experts who supervise and control the functions of the company. Managers in Tesla refer to the persons who lead and manage the entire segments of business operations like the sales, the general segments or the production department. 
On the other hand, the external stakeholders are individuals who do not deal closely with a corporation but are, in some way, influenced by the actions and results of that organisation (Sharma, 2016). The secondary stakeholders for Tesla are the outside parties who form one part of the business environment and get indirectly affected by the operation of the company. As the business operation of Tesla is dependent on the actions of the government. The legal actions and the compliance of the company is a concern of the government, and the business management and operation of the company is dependent on the government policies. Besides that, the investors are another type of stakeholders on which the operation of the business of Tesla is exceedingly dependent as investors are concerned about the profitability and the business growth.
The stakeholders have an immense role in the completion of the successful business operation of the organisation. Therefore the effective communication system is required in between the organisation and the stakeholders as the lack in communication can potentially lead to the inefficiency and lack in performance (Butt, Naaranoja and Savolainen 2016). In terms of Tesla, the stakeholder communication methods include the team meetings, phone conversation, presentations, newsletters, annual report of progress, press release, Emails and intranets, consultative meetings, formal or informal meetings and social media etc. In terms of internal stakeholders, the effective communication systems are the annual meetings, phone conversations, emails etc. On the other hand, social media, newsletters, press release etc. will be effective while communicating with the external stakeholders.
The internal and external stakeholders influence the performance and productivity of the business. Stakeholders in Tesla also have immense importance on the decision making process of Tesla (Sharma, 2016). The dynamic, stimulating and rewarding nature of organisational work environment of Tesla rely upon the activity and the performance of the stakeholders as the better working condition results in advancement in the performance. The performance of the general workers under the supervision of the managers enhances the performance of the company. The effective decision making process of the efficient board of directors resulted in the growth of the performance of Tesla. Besides that, the government policies or the rules and regulation imposed by the government on the business operation directly affect the business growth, operation and sustainability.
Conclusion
Fundamentally, the stakeholders, including the involvement of consumers, are very significant that greatly affects the organisational operation. In the case of Tesla Inc., the organisation has grabbed a vast range of market by providing effective services and attractive models of the electric vehicle. However, there is still some lacking that could create a vast hindrance in its future operation. Therefore, to mitigate the risks, the organisation maintains an efficient relationship with its both internal and external stakeholders. Thus, through maintaining the bonding, the organisation has been able to operate its business all over the world.
Recommendation 
It is a debatable matter that the sustainability of the performance of an organisation depends on various internal and external factors such as the strategic business plan, maintaining a proper communication with the internal as well as the external stakeholders, the commitment of the leaders towards the business function, the evaluation of the performance and execution of different effective strategic business plan etc. Tesla may focus on the overall business operation, different level of production for the betterment of the overall growth. Tesla may also focus on the betterment of the proper and effective communication which will automatically lead to the fare and better business operation and the proper marketing management and branding of the products which will enhance the growth of the sales of the organisation.  
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