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[bookmark: _Toc215099005]1. Introduction
This report outlines an analysis of the global business of the company Tesla Inc. and an appraisal with a critical analysis of its future in the expansion into Vietnam. This analysis is formed following the required assessment criteria by examining the advantages and limitations of the global operations of Tesla, using the OLI (Ownership, Location, Internalisation) model to decide on the most suitable entry mode to be adopted in Vietnam, evaluating the differences in cultures between the United States and Vietnam, and providing crucial clarifications to the Tesla Standard Operating Procedures. Tesla is one of the leading electric-vehicle producers located in the United States but has a strong international presence in over 30 countries (Tesla, 2025). The country of Vietnam has been discovered to be a salient emerging market to expand because the GDP of the country has grown at the rate of about 71 percent in 2024, speeding urbanisation, rising vehicle ownership, and strong governmental support to electric vehicles which includes no registration tax until 2027 (Levinson, 2025).
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[bookmark: _Toc215053164]Figure 1: Logo of the company
(Source: Tesla, 2025)


[bookmark: _Toc215099006]2. Benefits And Challenges Of International Operations 
[bookmark: _Toc215099007]2.1 Tesla as an MNC/TNC 
Tesla is generally known to be a multinational and transnational company due to its vast operations in different parts of the world and its internationally coordinated approach to doing business. The company enjoys an operation in over 30 countries in the main markets and through its operation includes the United States, China, Germany, Canada, Japan, Mexico, Australia and the United Kingdom (Katje, 2025). This extensive global presence fulfils the fundamental condition of qualifying as an MNC, that is presence in more than one country with a coordinated strategy across the borders. Tesla operates a network of connected activities worldwide, which include research and development time and manufacturing plants (Gigafactories), global sourcing, regional sales subsidiaries, and a global system of charging infrastructure (Tesla, 2025).
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[bookmark: _Toc215053165]Figure 2: Tesla
(Source: Katje, 2025)
Tesla has a highly efficient global value chain with a high degree of localisation strategies in China and Europe to ensure that it complies with the local regulations and customer demands. Its financial layout is also a sign of global diversification, the amount of revenues increased to 96.8 billion dollars in 2023, and the margin of increase in sales is 0.9 in 2024 (Shvartsman, 2025). The transnational nature of the corporation, that is, the high global integration and selective responsiveness at the local level is demonstrated in the strategy that the company uses to establish a tight control of technology, data, and brand positioning.
[bookmark: _Toc215099008]2.2 Nature of Tesla’s Global Operations and Value Chain
The Tesla international business is designed with a very well-integrated global value chain that encompasses research and development, sourcing, production, distribution, and after-sales services. This system is consistent with the Value Chain and Global Value Chain (GVC) notions by Porter, which means that Tesla is a company that develops value and extracts it in more than one country.
[bookmark: _Toc215099009]2.2.1 Research and Development (R&D)
The fundamentals of Tesla R&D are still based in the U.S. mainly in Palo Alto and Austin (Reuters, 2021). The areas targeted by these centres include battery chemistry, autonomous driving algorithms, vehicle software, AI neural networks, and technological innovation overall. Other research and development work is spread in North America, particularly Canada where Autopilot and sophisticated AI functionality are being developed. Maintaining high-level R&D in the home country, Tesla retains control of ownership benefits and intellectual property protection, in addition to incorporating the experiences obtained during the international operations.
[bookmark: _Toc215099010]2.2.2 Sourcing and Supply Chain
The sourcing strategy of Tesla is very globalised. Lithium and nickel, which are the key raw materials are obtained in Australia, Indonesia, and Canada. The collaboration with Chinese battery producer CATL and Korean LG Energy provides the means of access to the large-scale battery supplies (Ani, 2025). However, between 2022 and 2024 Tesla experienced supply-chain difficulties because of the lack of semiconductors, soaring prices of raw materials, and extended shipping times. To reduce the risks, the company is progressively investing in vertical integration and multi-country supplier networks, in line with GVC risk-diversification strategies.
[bookmark: _Toc215099011]2.2.3 Production and Manufacturing
Tesla is a firm with a manufacturing strategy that is based on the Gigafactory. It has major plants in Nevada, Shanghai, Berlin and Texas, and has recently announced a new plant in Mexico. The Shanghai Gigafactory takes the biggest part as it made 947000 vehicles alone in 2023 (Xinhua, 2024). Movement towards localisation means lowering importation tariffs, shrinking the delivery schedule, and lowering logistics expenses. Economies of scale as well are supported by the Gigafactory model through process standardisation and application of voluminous and specialised machinery like Giga Press, which is a big boost in productivity.
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[bookmark: _Toc215053166]Figure 3: Tesla's Shanghai Gigafactory
(Source: Xinhua, 2024)
[bookmark: _Toc215099012]2.2.4 Financing and Partnerships
Tesla retains profits, government subsidies, and partnerships with battery manufacturers including Panasonic, LG and CATL as business prerequisites to its high capital expenditure model. These partnerships help Tesla to increase production and benefit from new technologies and cost-efficiencies. Generally speaking, the Tesla value chain in the global market is quite developed, with a highly integrated form of the value chain that combines the global coordination of Tesla with localisation (Ross, 2025).
[bookmark: _Toc215099013]2.3 Entry Modes Used by Tesla
The case of Tesla's expansion behaviour to other countries implies that it implements various entry methods and relies on its technology protection or brand control and quality consistency as a strategic option. Using the entry-mode theories (Root, Hill), Tesla shows a strong preference for full ownership designs and little dependence on shared-control designs.
	Greenfield Foreign Direct Investment (FDI)
	Greenfield foreign direct investment is also one of the most important means of entry into the Tesla firm, especially in the form of building its Gigafactories. The Shanghai Gigafactory is an example of such a strategy, which was constructed as an entirely-owned enterprise following the elimination of the joint-venture stipulation of foreign automakers in the electric-vehicle segment in China (Xinhua, 2025). This helped Tesla to gain full control of the production, processes, supply chain, quality standards and product technology. This plant has been a success which highlights how Tesla is most likely to jump-start operations when strategic resources and complete control are of utmost importance.

	Wholly Owned Subsidiaries
	Tesla also has wholly owned subsidiaries in many markets globally and these subsidiaries manage both sales, marketing, services and charging infrastructure (Tesla, 2025). This model is mostly common in Europe, Japan and Australia whereby Tesla incorporates separate legal structures to operate the business in the area. This group of subsidiaries services Tesla's direct-sale system and provides and maintains tight brand- and service-quality consistency.

	Exporting
	Before the creation of large-scale domestic production, Tesla mostly shipped cars out of its production centres located in the United States (Reuters, 2022). Most of the markets such as Canada, Japan, and early European operations were supplied through export. This market entry method has helped Tesla to test the market potential and reduce the risk of initial investment.

	Licensing and Strategic Partnerships
	Tesla does not normally enter licensing deals concerning its most basic vehicle and battery technologies to protect intellectual property. However, it is involved in selective partnerships in relation to charging infrastructure, software integration, and cell production of batteries to companies like CATL, LG Energy Solution, and local energy providers.


[bookmark: _Toc215053175]Table 1: Entry Modes Used by Tesla
[bookmark: _Toc215099014]2.4 Benefits and Challenges of International Operations
The global activities of Tesla bring significant strategic, economic and operational value, nevertheless, the companies also pose significant threats that have effects on the long-term competitiveness of the company. The dynamics may be analysed using the prism of the FDI motive theory which identifies the imperatives of market and efficiency and strategic assets (Khdir and Cieślik, 2025).
[bookmark: _Toc215099015]2.4.1 Benefits
	Market Diversification
	Internationalisation minimises the dependence of Tesla on the United States, offering access to large consumer markets in other countries. China has become the biggest market for Tesla with 93,680 vehicle deliveries in 2023 (He, 2023). This participation in various regions helps in the stabilisation of demand as well as against the economic fluctuations of the respective countries.

	Efficiency Gains and Cost Reduction
	Production of vehicles close to the major markets reduces significantly logistic costs as well as the tariffs of importing products. An example is the Shanghai Gigafactory, which saved about 20 percent in terms of cost in comparison to exporting the vehicles in the United States (Reuters, 2025). These economies of scale enhance the competitiveness of Tesla in Asia and Europe.

	Scale and Network Effects
	The global operations allow Tesla to expand its network of Superchargers and compile more data in order to optimise its autonomous driving system, which makes Tesla technologically leading.


[bookmark: _Toc215053176]Table 2: Benefits of International Operations
[bookmark: _Toc215099016]2.4.2 Challenges
Despite strong advantages, Tesla faces notable risks:
· Political Risk: U.S.-China tensions are increasing and they are threatening the stability of the supply chain and access to the market.
· Foreign Exchange Volatility: The revenues collected in foreign currencies will be vulnerable to changes in the U.S. dollar (Alsulami and Raza, 2025).
· Competitive Pressure: Tesla has to face strong competitors like BYD in China and VinFast in Vietnam who take market share and localisation abilities.

[bookmark: _Toc215099017]3. OLI Analysis for Tesla Expanding into Vietnam 
The Eclectic Paradigm by Dunning provides a solid analysis of assessing the expansion that Tesla undertook in Vietnam by examining the three categories of advantages, namely, Ownership, Location and Internalisation.
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[bookmark: _Toc215053167]Figure 4: OLI Framework
(Source: By Author)
[bookmark: _Toc215099018]3.1 Ownership Advantages (O)
Tesla has a great asset of ownership that makes it stand out compared with conventional car manufacturers as well as upcoming EV makers (Renascence, 2024). These advantages can have a great impact on the nature of its entry mode that would be most appropriate to expand into Vietnam. A main strength of ownership includes the fact that Tesla has developed a state of art technology in the pertinent aspects of batteries, drive train, and software. A significant competitive advantage is attributed to the proprietary 4680 battery cell technology, efficient electric motors, and highly integrated battery management systems of the company (Miles, 2025). 
Its dominance in autonomous driving software, specifically its Full Self-Driving (FSD) software, presents good differentiation and builds Tesla an image of being innovative. Such technologies need a lot of protection as they possess commercial value and the investment in R&D has been substantial. The next important ownership strength of Tesla is its strong global brand. The company is well-established as a quality and innovative and sustainable EV manufacturer (Carlier, 2025). Tesla also has its own network of Superchargers, which can be valued as a unique infrastructure resource, consolidating the loyalty of customers and increasing the comfort of its clients (EVBoosters, 2024).
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[bookmark: _Toc215053168]Figure 5: Tesla Leads Public Fast and Ultra-Fast Charging in the US and Europe
(Source: EVBoosters, 2024)
Ownership advantages are also supported by the financial strength of Tesla. Tesla has had consistent profitability since 2020, as well as increased global sales and R&D investment, which provide it with the resources necessary to implement large-scale market entries, like building gigafactories. These ownership benefits are quite strong towards a wholly owned subsidiary or the greenfield investment model of Vietnam. These forms give Tesla all the power to control its production process, the quality of the products, the systems, and proprietary technologies (Liu, et al., 2025). They are also consistent with the fact that Tesla is committed to direct sales and not sharing intellectual property with partners, especially when there are local competitors such as VinFast in the market that are evolving rapidly. 
[bookmark: _Toc215099019]3.2 Location Advantages (L) of Vietnam
Vietnam has several appealing location threats that make the country a promising market for Tesla. These benefits are associated with the national features of the economy, industry-related incentives, infrastructural development, and the population factor. Economically, Vietnam has demonstrated a high and steady growth rate, whose GDP is projected to increase at 6.8 percent in 2025 (World Bank Organisation, 2025). Median age in the country is only 32, which means that there is a young and expanding consumer base that is more urbanised and technologically receptive. By 2030, Vietnam is expected to grow its middle class to USD 7.41 billion, and this means that the state will have a vast potential market of high-end electric cars (Mordor Intelligence, 2025). 
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[bookmark: _Toc215053169]Figure 6: Vietnam Electric Vehicle Market Analysis
(Source: Mordor Intelligence, 2025)
The EV companies like Tesla have strong industry-related benefits. The Vietnamese government also has substantial bonuses related to the adoption of electric vehicles, such as the fact that the registration tax is 0 percent when it comes to EVs and that the tax is lowered on imported EV parts (Vietnam Plus, 2025). To support long-term policies, it has also laid ambitious targets, where the national government wants one million EVs on the road by 2040. However, the adoption of EVs in Vietnam does not exceed 3% of the population, which is why the idea that the market is still at its initial gathering and thus has huge potential in the future is justified (Tien, 2025). Vietnam has dynamic ports and logistics, especially in locations like Cai Mep Thi Vai which are utilised in imports and the manufacture of vehicles on a large scale.
Even in the light of such opportunities, there are some risks. VinFast is a national champion with government support, which might introduce a competition problem (Vin Group, 2024). Tesla may also be challenged by regulatory uncertainty and the elasticity of price among consumers.
[image: ]
[bookmark: _Toc215053170]Figure 7: VinFast
(Source: Vin Group, 2024)
The emerging market nature of Vietnam makes the Greenfield assembly plant an alternative long-term solution (Hanh, 2025). Yet, as the EV adoption is still at its early stages, Tesla can also benefit from a gradual process, starting with imports, with the introduction of the charging infrastructure via partnerships and proceeding with local production.
[bookmark: _Toc215099020]3.3 Internalisation Advantages (I)
The benefit of internalisation in Tesla is attributed to the fact that the organisation must exercise absolute control over proprietary technology, quality of the products and customer experience. These benefits have far-reaching implications on the choice of entry mode that the company would prefer to use when entering a new market like Vietnam. The software programmes, battery chemistry, autonomous driving algorithms, and the specific charging standards are core technologies at Tesla that are highly sensitive and vital to the firm's competitive advantage in the long run (Ghonda, 2024). The intellectual property might also leak through licensing or sharing these technologies to local partners particularly in markets where there are strong local competitors like VinFast. 
Another huge internalisation advantage is quality control. Tesla is known to have a vertically structured model of production with major parts being produced internally. The use of new technologies like Giga Press to cast vehicle bodies requires dedicated infrastructure and standards of manufacturing (Lehmhus, 2024). Having a wholly owned facility or subsidiary gives Tesla a chance to have uniform production quality, which is a critical success factor to customer satisfaction and brand reputation. The company does not use networks of dealerships to avoid discrepancies in its sales procedures and the level of customer service. Direct control helps Tesla to control communication, software updates, after-sales services and charging infrastructure without outside interference.
The benefits of internalisation are highly in favour of a wholly owned subsidiary to a Greenfield investment as compared to a joint venture. This strategy will retain all the control that Tesla has on its technology, data, operations and customer experience. However, a joint venture can also be beneficial to charging infrastructure, and network growth may be expedited through cooperation with local utilities, for example, EVN (Vietnam Electricity) or even with VinFast (Kim, et al., 2025). 

[bookmark: _Toc215099021]4. Cultural Differences Between the U.S. And Vietnam 
When creating an effective entry strategy it is imperative to understand the culture between the United States (the country where Tesla is founded) and Vietnam (the target market). The cultural dimensions as presented by Hofstede and the currently existing cross-cultural management theories, including the High-Low Context model by Hall and relationship orientations, offer a systematic way of determining how the cultural differences can specify how Tesla can achieve its operations in Vietnam.
[bookmark: _Toc215099022]4.1 Presentation of Cultural Data
The Vietnam-United States cultural comparison indicates that differences exist that Tesla should bear in its attempt to venture into the Vietnamese market. Vietnam is rated highly on Power Distance (70) which means that people are mostly comfortable with unequal distribution of power and accept their decision to be made hierarchically (The Culture Factor, 2025). However, the opposite is true in the U.S., which has significantly lower Power Distance, is egalitarian, and open with respect to communication. Vietnam is ranked low in Individualism (30) that is the representation of a collectivist culture based on the principles of community, devotion and intergroup harmony, whereas the U.S. is one of the most individualistic societies worldwide (Ziatdinov, et al., 2024). However, the Uncertainty Avoidance in Vietnam is also low (30) and this means the country is open to new ideas and flexible, with the U.S. standing at a moderate level. The countries are moderate in terms of Long-term Orientation. The score of Vietnam on the dimension of Indulgence (35) is much less as compared to that of the U.S, which means that Vietnamese consumers are more critical about their expenditure. 
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[bookmark: _Toc215053171]Figure 8: Cultural Comparison of the US and Vietnam
(Source: The Culture Factor, 2025)
[bookmark: _Toc215099023]4.2 Implications for Tesla’s Entry Strategy
	Power Distance (PDI)
	The fact that Vietnam scores highly on Power Distance implies that employees should demand hierarchy, respect senior leaders and an obligation to make sound decisions. Tesla on the other hand works in a comparatively lean organisational hierarchy, loose communication and short-term decision making. In case Tesla tries to directly transfer its U.S.-style low-hierarchy system to Vietnam, it will possibly confuse, provoke or alienate the native employees. In Vietnam, managers might require greater direction, directives and visible managerial powers (Hua, et al., 2025). Thus, Tesla will have to change by introducing more precise reporting relationships, protocols and executive behaviour that portray authority yet preserve the innovative culture of the company.

	Individualism vs. Collectivism
	The culture of Vietnam is collectivist whereby teamwork, group loyalty, and peaceful relationships are looked at. The employees will tend to insist on group decision-making and long-term organisational commitment. However, at Tesla, the very individualistic and performance-based culture has promoted personal performance, speed of innovation and direct communication (Tesla, 2022). Tesla might require introducing group incentive plans, team performance indices and team problem-solving strategies. Moreover, instead of only having individual KPIs, the management should seek to establish trust, relationships and strong teams because the ideas do not necessarily work well within the Vietnamese setting (Liao and Lu, 2025).

	Uncertainty Avoidance
	Vietnam scores low on Uncertainty Avoidance, which means that consumers along with employees are comparatively open to ambiguity, experimentation, and innovative concepts. This cultural characteristic benefits Tesla, because spreading electric cars requires receptiveness to technological change. Vietnamese consumers are also likely to research EVs if they are convinced about the brand and see its value in the long term (Liu, et al., 2025). However, since EVs are a significant financial investment, Tesla should also provide a wide range of customer education, straightforward, and reliable information and guarantees on charging infrastructure and maintenance costs.

	Long-Term Orientation (LTO)
	Vietnam and the United States have a medium-long-term orientation, which means that they share a common view of long-term planning and benefits built on the future. This is positive for Tesla, since the introduction of EVs is subject to forward-looking views of sustainability, fuel efficiency, and asset ownership gain. Incentives by the government favouring long-term planning also help Tesla to establish a position as an environmentally-conscious, forward-thinking brand in Vietnam.

	Indulgence vs. Restraint
	Vietnam has a low score in Indulgence, which implies that people are economical and do not favour impulse buying. Their focus lies in being practical, saving money, and ensuring security. This cultural aspect implies that Tesla needs to reconsider its pricing strategy, add domestic financing opportunities, and underline long-term economic efficiency in terms of minimised fuel costs, minimised service expenses, and long battery life of Tesla vehicles. Advertising messages need to promote usability, dependability, and family values instead of personal luxuriousness, or lifestyle perceived image that is commonly used in the U.S market (Barakati, et al., 2024).


[bookmark: _Toc215053177]Table 3: Hofstede’s cultural dimensions of Tesla
[bookmark: _Toc215099024]4.2.1 Hall’s High–Low Context Theory
Vietnam is a high-context culture, the communication in this context is grounded on employing non-verbal communication, relationship building, and other indirect communication methods. Conversely, the United States is a low-context society, which consists of a direct, explicit, task-oriented manner of communication. This variance influences the marketing, negotiation and customer care practices of Tesla. Tesla will have to use relationship-based marketing, advertising styles that are culturally sensitive, and emotion-driven communications in Vietnam that focus on trust, respect and emotional attachment (Dwivedi and McDonald, 2025). The local employees or business partners with adequate knowledge of the high-context communication norms will be very crucial in helping to bridge the gap in cultures.
[bookmark: _Toc215099025]4.3 Impacts on Tesla’s Success Potential in Vietnam
[bookmark: _Toc215099026]4.3.1 Marketing Challenges and Opportunities
The U.S. marketing strategy of Tesla is strongly based on the innovative audacious messages, uniqueness, technological dominance and ecological mission. Nevertheless, these strategies do not necessarily comply well with the Vietnamese cultural virtues. Within a collectivistic culture, market marketing focusing on group interests, family welfare, and societal peace works better (Cui, et al., 2022). Tesla will need to tailor the campaigns to reflect the nature of EVs in helping to achieve shared prosperity, cleaner cities, and lifetime savings by households. The importance of storytelling, emotional appeal and building trust will be emphasised over mere technical specifications. 
[bookmark: _Toc215099027]4.3.2 HR and Management Implications
The internal culture of Tesla promotes independence, rapidity and informal communication that may not align with the Vietnamese values of orderly leadership and distinct authority. Local workers can expect managers to be very direct, their relationship to be formal, and the decision-making to be visible (Khalid Alrashedi, 2024). In the absence of modifying the management styles, confusion or a lack of employee motivation may occur. As an expat leadership training programme and empowering Vietnamese managers to feel the local culture should be considered as a part of cross-cultural training that Tesla should invest in. The performance management systems should include team-oriented goals and should recognise harmony and collaboration instead of putting emphasis on individual performance (Khatoon, et al., 2025).
[bookmark: _Toc215099028]4.3.3 Consumer Adoption and Behaviour
Even though Vietnam has a low Uncertainty Avoidance meaning that they are ready to adopt new technology, EVs are a luxury, and the price elasticity is high (Lanzini, et al., 2024). Tesla must build some trust by means of education and showrooms, clear financing opportunities, and a long-term warranty. It is possible that consumers need more personal contact and consultation before finalising the purchase, and this fact suggests that the direct-sales model utilised by Tesla should be supplemented by the local support personnel and tailored advice.
[bookmark: _Toc215099029]4.3.4 Partnership and Stakeholder Management
The Vietnamese business culture focuses on relationships and trust. Local stakeholders (the government agencies, partners, suppliers) anticipate long-term participation and respectful negotiations. Tesla needs to take time to develop partnerships and not just the transactional ones. Close consultations with government agencies as to charging networks, safety requirements and incentives will play a vital role in the long-term success (Ayoade and Longe, 2024).

[bookmark: _Toc215099030]5. Three Major SOP Adjustments 
To expand successfully in Vietnam, Tesla must focus on the changes to its Standard Operating Procedures (SOP) to mirror the cultural aspects, geographical benefits, and internalisation focus area found in the previous analysis. Three of the SOP changes documented below concern the major areas of operation and include, but are not limited to, HR and management practice, sales and marketing system, and manufacturing and supply chain localisation.
[bookmark: _Toc215099031]5.1 SOP Adjustment 1: Localised HR & Management System
The Vietnam has a high-Power Distance, collectivism, and preference for formal power and states show that Tesla cannot directly accept its U.S.-based flat culture and implant it in this market. It will need a structured, hierarchical, and relationship-oriented HR system (Du, et al., 2024). The initial modification must thus be directed towards the creation of a localised HR/management SOP that can meet the expectations of the Vietnamese, without compromising on the innovative work style at Tesla.
Why is this adjustment required?
High Power Distance of Vietnam implies that employees desire to have visible chains of command, prominent leadership, and clear job descriptions. On the same note, collectivist orientations lay stress on teamwork, team loyalty, and group harmony, which also drives collaboration, motivation, and performance evaluation (Renner, et al., 2025). In the absence of adjusting to these expectations, Tesla can face the problem of miscommunication, poor employee engagement, and difficulty in retaining qualified talent. In addition, Tesla has an internalisation and protection of core technology policy that demands a workforce that is highly aligned and dependable and therefore, cultural adaptation is the key.
How this adjustment works:
The SOP needs to implement hierarchy in reporting, formalised titles, more decisive authority, and a clearer definition of tasks (Ahmad, et al., 2025). Tesla must also adopt team-related performance indicators which include team output, team projects and team problem-solving. This change directs the performance system outside of individual KPI and towards the group-based incentive that is in accordance with the local cultural standards.
Also, the SOP should involve cross-cultural leadership training of the U.S. expatriates and the top managers so that they gain knowledge on which communication norms, expectations in hierarchy, and establish relationships in Vietnam. The internal communication policies must be reinforced that allow embracing high-context communication styles whereby face-to-face meetings are encouraged, formal communication processes, and well-documented (Kabanda and Barrena-Martinez, 2025).
Impact on cost, risk and strategic positioning:
Though the implementation only needs investment in training and HR restructuring, in the long term, companies get better employee retention, increased productivity, and less conflict (Koman, et al., 2024). By matching its leadership and communication within the local expectations, Tesla would lower the risk of its operations along with its talent recruitment and retention capability. This change can also enable Tesla to establish a good employer brand in Vietnam, which will assist other long-term manufacturing and service goals.
[bookmark: _Toc215099032]5.2 SOP Adjustment 2: Market-Specific Sales, Pricing & Marketing SOP
The aspects of the Vietnamese culture, such as the low level of indulgence, high sensitivity to price, collectivism, and high-context communication do require dramatic changes in Tesla sales, prices, and marketing (Nugroho, et al., 2025). The second SOP change involves creating a market-oriented strategy of customer-facing operations to ensure Tesla effectively relates with the Vietnamese consumers.
Why is this adjustment required?
Vehicles by Tesla are rather costly, but Vietnamese buyers are rather cautious and prioritise savings on practical and long-term investing. This makes the U.S. individuality-driven or aspirational messaging less effective. At the same time, EV penetration will need intensive customer education and trust development, which is demanded in a high-context culture that makes use of relationships and verbal communication nuances. The inability to localise its sales and marketing SOPs to the local consumer behaviour would lead to misalignment and thus hinder market penetration.
How this adjustment works:
To begin with, Tesla ought to integrate localised pricing schemes like provision of an instalment plan, subscription-based software packages, and customised financing using local banks. This counteracts initial expenses. Second, marketing SOP at Tesla needs to focus on community and family-driven communications, with various benefits shared including decreased pollution, fuel, security, and value in the long term. The individuality aspect of promotions should be less accentuated and more group-oriented (Gutiérrez-Carmona, et al., 2021).
The SOP must also promote collaboration with the government agencies, universities and environmental organisations to promote EV education and public awareness (Zaino, et al., 2024). Tesla needs to modify the customer experience in showrooms, where the staff should be trained on high-context communications and employ more personalised and relational interactions instead of a direct or more technical approach.
Impact on cost, risk and strategic positioning:
These modifications can raise initial marketing and operating expenses but decrease the risk of market resistance in the long term and reinforce the brand of Tesla in a price-sensitive market. Personalisation of consumer experience enhances customer loyalty and makes Tesla one responsible and community-driven brand, which is a necessary edge when Tesla competes with VinFast and other new entrants in the EV market.
[bookmark: _Toc215099033]5.3 SOP Adjustment 3: Local Manufacturing & Supply Chain SOP
Tesla needs a long-term localisation strategy for their production and supply chain business in Vietnam to leverage the benefits of the localisation presented by the country, including its growing manufacturing base, labour pool, and EV package. The third SOP change is centred around the gradual localisation of production and alliances towards infrastructure formation, which allows Tesla to save on expenses, enhance local industrial activity, and enhance its positioning (Meegoda, et al., 2024).
Why is this adjustment required?
Due to favourable taxation, the country has the most powerful economic and industry-specific incentives to EV makers, tax reduction, the development of the logistics system is rapid, and the government helps to electrify Vietnam. Such benefits make local manufacturing a long-term workable strategy. Full first entry however, is riskier because of the developing EV environment in Vietnam and because of the presence of a competitor within the country, which is strong and has the brand, VinFast. A gradual strategy of localisation minimises risk as it prepares against future cost effectiveness (Aziz and Koo, 2025). 
How this adjustment works:
The SOP must map a three-stage approach of localisation:
1. Phase 1: Imports and Infrastructure Partnerships: Tesla will initially import cars to Vietnam with the partnership of either EVN (Vietnam Electricity) or other companies to increase the number of charging stations. This creates brand presence without a serious investment.
2. Phase 2: Semi-Knocked Down (SKD) or Assembly Operations: Once the demand is stabilised, Tesla establishes a local assembly plant, which lowers import tariffs and enables testing of the Vietnam industrial ecosystem (Oo, et al., 2025).
3. Phase 3: Full Localisation of Key Components: Tesla is diversified to greater levels of localisation of the articles that need to be assembled to battery packs, local suppliers of non-critical parts and finally, a less massive Gigafactory model should the volume of sales justify it.
Impact on cost, risk and strategic positioning:
The phased localisation minimises risks in terms of initial investments but Tesla can ensure cost savings in the long term. Taxes reduce the logistics and tariff costs, enhancing the price competitiveness (Boșcoianu, et al., 2025). Tesla's charging infrastructure partnerships help the company attract an edge in its ecosystem. This progressive move will place Tesla as one of the long-term industrial participants in Vietnam, contribute to the development of the goodwill and consumer confidence of the government.


[bookmark: _Toc215099034]6. Conclusion
The status of Tesla as a global multinational corporation is supported by the high level of integration of the value chain, innovative technologies, and strong global presence. Its diversification into other markets has made it have enormous economies of scale, increased innovations, and made its operations to be efficient. Vietnam is a promising new market for Tesla, owing to its stable economic development, high youth population, growing middle income and the government having high intention towards electric mobility. All these make the environment favourable to the long-term adoption of electric vehicles and justify the decision by Tesla to enter the market. According to the OLI framework, Tesla has strong ownership benefits namely its proprietary technology, brand strength, and vertically integrated model of production. The benefits are in favour of a wholly owned entry mode. The locational benefits of Vietnam are simultaneous to a scenario where localisation strategy progresses through imports and infrastructure alliances as a step to assembly and integration of further chained supply chain components. This is a cost-risk-competitiveness long-term strategy.
The cultural differences between the United States and Vietnam represent pertinent issues especially on the basis of leadership expectations, communication styles, and consumer behaviour. In a bid to succeed, Tesla should change its human-resource practices, marketing policies and customer-engagement processes in order to fit into the Vietnamese cultural values and business traditions. Vietnam has the potential to become a strategic manufacturing and sales location of Tesla in the ASEAN region with proper modifications to the standard operating procedures and culture-sensitive market strategy, which will help the company expand globally in the long term.
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