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Figure 1.1: Tata Motors Passenger EV Portfolio

(Source: Tata Motors, 2026)

Tata motors limited is a top Indian commercial vehicle manufacturer and a subsidiary of Tata Group. The company is a commercial mobility enterprise after the demerger that was completed by October 2025 and the following public listing in November 2025. It integrates engineering capacity, scale of manufacturing, digital solutions and a comprehensive service ecosystem to deliver cargo and passenger-mobility customers. Tata Motors sold 435,227 vehicles in FY26, generated 83,855 crore revenue and invested 1,767 crores in research and development reflecting significant scale of operations, innovation and penetration in both the domestic and global markets (Tata Motors, 2026).
[image: ][image: ]
Figure 1.2 : Financial Data
(Source: Tata Motors, 2026)
[bookmark: _Toc237437410]1.2 Mission
The mission of Tata Motors is to pursue mobility solutions with passion to improve quality of life with a focus on customer value, technological advancement, responsible mobility and continuous improvement in all business operations today (Tata Motors, 2026).
[bookmark: _Toc237437411]1.3 Vision 
The FY30 vision of Tata Motors is to be a respected, global recognised leader in the field of mobility solutions with sustainability at its heart, surpassing stakeholder expectations, generating high returns and building diverse innovation ecosystems (Tata Motors, 2026).
[bookmark: _Toc237437412]1.4 Business Model 
The business model shows how Tata Motors has integrated its strategy, which brings together the scale of manufacturing, engineering capacity, dealer networks and Tata Group networks to provide reliable and sustainable mobility. Its 11 manufacturing plants and 3 research and development centres enhance operational and innovation capacity (Tata Motors, 2026). Customer relationships, competitiveness and long-term value creation are also supported by revenue diversification with the help of vehicle sales, services and digital solutions (Tata Motors, 2026). [Referred to Appendix 1]
[bookmark: _Toc237437413]1.5 Industry Overview 
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Figure 1.3: Indian Passenger EV Market Growth (2021–2026)

(Source: SIAM/JMK Research, 2026)

Infrastructure investment, modernisation of logistics, digitalisation, cleaner energy and increased safety expectations are redefining the commercial vehicle industry in India. The market FY26 demand started out lumpy due to the disruption, but in the second half, the market has rebounded with stronger demand fundamentals and consumer confidence. One-way manufacturers can balance cost, innovation, resilience and sustainability is to find equilibrium in a fast-evolving landscape of national and global mobility sector (Tata Motors, 2026). 
[bookmark: _Toc237437414]1.6 Market Position 
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Figure 1.4 : Passenger EV Market Share in India (FY25)

(Source: Vahan Dashboard; Tata Motors, 2025)

Tata Motors is a prominent player in the commercial vehicle industry in India and identifies itself as the largest commercial vehicle manufacturer in the country. It sold 435,227 vehicles in FY26; the heavy commercial vehicle business had a market share of 55 percent, the highest in a decade. Its competitive advantage is enhanced by brand trust, engineering capacity, scale of manufacture, dealer coverage, customer relations and growing digital and low-emission mobility solutions in India (Tata Motors, 2026).
[bookmark: _Toc237437415]2. External and Internal Strategic Analysis
[bookmark: _Toc237437416]2.1 PESTEL Analysis
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Figure 2.1: PESTEL Analysis – Tata Passenger EV Business
(Source: Self-created, based on Tata Motors and Government of India sources.)

	Factor
	Major issue for Tata EV
	Strategic implication

	Political
	EV manufacturing, localisation and infrastructure policy
	Opportunity, but stronger international entry

	Economic
	Purchase price, battery cost and price-sensitive consumers
	Requires scale and cost efficiency

	Social
	Sustainability interest versus range and technology anxiety
	Trust and ownership experience become differentiators

	Technological
	Batteries, software, charging and rapid model innovation
	High continuing R&D requirement

	Environmental
	Decarbonisation versus battery lifecycle impacts
	Sustainability must cover the whole value chain

	Legal
	Battery waste, safety and localisation requirements
	Compliance creates cost but also entry barriers



Table 2.1: PESTEL Analysis of Tata EV’s Strategic Environment 
(Source: Self-Developed)
[bookmark: _Toc237437417]Political and policy environment
The policy environment in India tends to be biased towards electrification, manufacturing within the country and infrastructure. The total policy outlay of the PM E-DRIVE programme amounts to ₹10,900 crore, which includes a large amount of reimbursement on the costs of public charging infrastructure (Ministry of Heavy Industries, 2024a). Nonetheless, its immediate demand benefits are focused primarily on other brands except for privately owned electric passenger cars. In the case of Tata, however, the value of public policies lies in developing ecosystems or other products produced domestically more than a consumer purchase subsidy that would last permanently. PM E-DRIVE has allocated ₹2,000 crore of funds to be distributed by the government as public EV charging infrastructure to boost the operating environment for private EVs. The scheme of SPMEPCI produces a more multifaceted impact. A reduced import-duty route is available to approved international EV manufacturers who must make a minimum of 4,150 crore (US $500 million) investment in Indian production, which must result in 25 percent domestic value addition in three years and 50 percent in five years as well (Ministry of Heavy Industries, 2024b). This helps the Indian industrial strategy but could undermine the historic Indian home-market protection by increasing India's appeal to global scaled competition. 
[bookmark: _Toc237437418]Economic environment
The acquisition-cost premium between internal-combustion vehicles and Indian consumers is strategically significant as Indian consumers continue to be price-sensitive. Among those that Yadav and Yadav (2024) list as the key setbacks to EV adoption are high initial cost, poor infrastructure, range anxiety, and trust concerns. On the same note, Patel et al. (2024), using 507 responses during their phases, determine charging availability and charging costs to be primary obstacles. This reinforces the strategic nature of Tata's efforts to lessen the difference in price between EV and ICE products. It further indicates that the traditional differentiation by premium technology would not be sufficient for the Indian mass market. Bhat and Verma (2025), analyzing data on 1,243 likely users of electric cars in Bengaluru, conclude that monetary advantage has a favorable effect on EV intentions and that the perceived cost and risk, and insufficient infrastructure are deterrents. 
[bookmark: _Toc237437419]Social environment
Consumer attitudes towards sustainable transport are becoming more positive and yet diverse. Jain and Singh (2024) discover that attitudes play a significant role in behavioural intentions toward EVs, whereas environmental concern and green nudges influence adopting EVs. Here, Sharma, Das and Maitra (2024) show that the geography significantly differs; consumers in Delhi and Kolkata have dissimilar values related to battery range, warranty, recharging time, technology and emission cuts. A standardized national marketing proposal can thus be strategically effective. Srivatsa (2025) also highlights the changing needs of Indian EV buyers, which suggests that the market is not only transitioning out of the early adopters but also out of the immediate needs of buyers who expect tangible utility and security. Singh and Paul (2025) coordinate EV adoption based on four interrelated conditions (awareness, affordability, accessibility and acceptability) and highlight the roadblocks to charging as the persisting boundaries. Jain et al. (2025) include poor infrastructure, battery-replacement cost, range anxiety and charging time, as well as resale value. 
[bookmark: _Toc237437420]Technological environment
Technology is a source of differentiation and the most threatening factor to current privileges. The chemistry used in batteries, range, charging rates, software of the vehicle, the services, and manufacturing technologies are constantly developing. Chinese companies like BYD introduce considerable EV specialisation, and new dedicated EV platforms of Mahindra raise technological competition in the country. According to IEA (2026), 33 models of electric car models in India increased to 45 in 2024-25, and consumer alternatives are increasing at an unprecedented rate. Other technological variables are infrastructure. Murugan and Marisamynathan (2024) discover that convenience, lower cost of charging, and decreased waiting and range anxiety are features that make home charging attractive; integrated rooftop-solar and home-charging incentives are also attractive. As it is illustrated by Barman and Dutta (2024), the development of charging means that it takes coordinated technical standards, location planning, regulation, and viable business models to charge. Sandhiya and Gajanand (2024) also observe that in Indian states in terms of socio-economic status, the level of comprehensiveness of EV policy shows a positive adoption performance. There were 52,718 public charging stations (16561 fast public car charging) in July 2026 in India (Press Information Bureau, 2026). This doesn't remove a historical barrier, but it does not remove regional inconsistency. Sandhiya and Gajanand (2026) thereby endorse the use of differentiated interventions amidst relatively developed and weaker EV ecosystems. 
[bookmark: _Toc237437421]Environmental and legal environment
EVs contribute to a reduction of tailpipe emissions, though sustainability cannot be reduced to the level of vehicle electrification. Battery manufacturing, power sources, mining and refining of minerals, battery demolition and recycling impact the greater environmental performance. Giri, Paul and Debnath (2024) demonstrate that the lithium-ion battery supply chain in India has some distinct operational, technical, economic, environmental and social issues that are interdependent. The same is reported in Dhairiyasamy and Gabiriel (2025), with reliance on imported raw materials, limited domestic production and charging deficiencies; in fact, their analysis estimates domestic production only about 20% of demand, and that more robust mining and recycling approaches may alleviate high reliance on raw materials. With the Battery Waste Management Amendment Rules 2025, it is now more important that responsible battery management and circularity are regulatory issues (Ministry of Environment, Forest and Climate Change, 2025). Tata can transform this legal requirement into strategic differentiation in making battery traceability, reuse and recycling an evident part of its customer proposition, instead of it merely being a compliance cost.
[bookmark: _Toc237437422]2.2 Porter's Five Forces
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Figure 2.2: Porter’s Five Forces – Tata Passenger EV Business
(Source: Self-created based on industry and company analysis, 2026)
[bookmark: _Toc237437423]Competitive rivalry – High
Competition is on the rise as Tata cannot monopolize the Indian passenger EV market. Mahindra has turned into a seriously dangerous contender domestically with its committed electric SUVs expanding the customer base; according to IEA statistics, its electric-car sales have been growing by about 5 times in 2025. BYD carries with it a global EV scope and expertise in technology, when JSW MG, Hyundai, and others enter the market, raising pressure at varying price ranges (International Energy Agency, 2026). The 55.4% market share in FY25 by Tata is a daunting figure; however, the fall compared to the figures of previous years shows that the leadership is not imbued and therefore contestable.
[bookmark: _Toc237437424]Threat of entrants – Moderate to high
Manufacturing of automobiles needs capital, distribution, regulation, service facilities, and brand acceptance; consequently, barriers are still high. However, SPME PCI goes out of its way to minimize the hurdles to international manufacturers who would like to build a factory in India. Entrants can also construct EV-specific architectures which are not limited by legacy ICEs.
[bookmark: _Toc237437425]Supplier power – Moderate to high 
The EV supply channels shift the strategic power to batteries, semiconductors, software, and critical-mineral ecosystems. According to Jagani, Marsillac and Hong (2024), there are considerable shifts in the role of suppliers and interaction of OEMs with suppliers during electrification. As demonstrated by Giri et al. (2024), lithium-ion battery supply chains are highly interdependent challenges that must be addressed in a sustainable manner. 
[bookmark: _Toc237437426]Buyer power – High and rising. 
The more models an offer has, the more comparisons the consumer will have. Customers can compare between price and range, warranty, charging speed, safety, and ownership costs in Tata, Mahindra, MG, Hyundai, and BYD. Yadav and Yadav (2024) and Bhat and Verma (2025) also show that consumers are proactively balancing advantages with the perceived risk and weaknesses of the infrastructure.
[bookmark: _Toc237437427]Threat of substitutes – High
Hybrid cars, CNG, petrol public transport and two-wheelers are all still viable options. The diverse incomes and mobility needs of India dictate that not all one propulsion technology can meet all of the segments at once. The multi-powertrain strategy of Tata has lowered the corporate risk, yet the EV venture has to create an economic and experience advantage.  
[bookmark: _Toc237437428]2.3 VRIO Analysis
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Figure 2.3: VRIO Analysis – Tata Passenger EV Business
(Source: Self-created based on Tata Motors company reports and strategic analysis, 2026)

	Tata resource/capability
	V
	R
	I
	O
	Implication

	Tata brand and customer trust
	Yes
	Yes
	Moderately
	Yes
	Strong advantage

	Established manufacturing capability
	Yes
	No
	No
	Yes
	Competitive parity

	Large dealer/service network
	Yes
	Moderately
	Moderately
	Yes
	Temporary advantage

	Tata Group EV-energy ecosystem
	Yes
	Yes
	Yes
	Yes
	Potential sustained advantage

	Indian EV customer knowledge
	Yes
	Yes
	Moderately
	Yes
	Temporary advantage

	EV engineering/product portfolio
	Yes
	Increasingly no
	No
	Yes
	Temporary advantage



Table 2.2: VRIO Analysis of Tata EV’s Resources and Capabilities 
(Source: Self-Developed)
It is not an individual model of the car that would prove to be a great resource but rather a Tata ecosystem. Development and production developed automotive distribution, the Tata brand, and ties with other group strengths can generate complementary value that could take years of effort by a specialist entrant to replicate. More than 200, 000 cumulative EV sales and positive Q4 FY25 EV EBITDA have already been transformed into the company (Tata Motors Limited, 2025). Nevertheless, it is hardly likely that technology itself will remain a rarity. Contenders have access to purchasing components, creating specific platforms, and launching new products. Although the article by Achal and Vijaya (2024) talks about sustainable supplier partnerships applied in the context of electric two-wheelers, the theme can be used to show the higher strategic importance of sustainable supplier partnerships in the overall EV ecosystem in India; the logic can be applied to passenger EVs. Jagani et al. (2024) also demonstrate that competitive EV supply chains are increasingly competitive in terms of the necessity to collaborate. 
[bookmark: _Toc237437429]2.4 SWOT Analysis
[image: A poster of a vehicle

AI-generated content may be incorrect.]

Figure 2.4: SWOT Analysis – Tata Passenger EV Business
(Source: Self-created based on Tata Motors reports and industry analysis, 2026)

	Strengths
	Weaknesses

	Leading FY25 EV share of 55.4%
	Leadership share already under competitive pressure

	Tata brand and established domestic presence
	Continued dependence on developing battery/charging ecosystem

	Wide EV range and customer experience
	High continuing R&D and product-renewal requirements

	Manufacturing, dealers and Tata ecosystem
	EV profitability still developing relative to mature ICE operations



	Opportunities
	Threats

	Indian electric-car sales grew 75% in 2025
	Mahindra, JSW MG, BYD, Hyundai and new entrants

	Expansion of charging infrastructure
	Rapid technological obsolescence

	Localisation and battery circularity
	Critical-material and battery supply volatility

	New customer/geographic segments
	Hybrids, CNG and improved ICE alternatives



Table 2.3: SWOT Analysis of Tata EV’s Strategic Position 
(Source: Self-Developed)
The SWOT analysis shows that pure defensive market-share protection should not be undertaken by Tata. Its key strategic future lies in its ability to leverage its current size to achieve affordability of EV ownership, ease and credibility ahead of rivals hitting the same level of ecosystem richness. Rawat, Garg and Sinha (2025) advocate affordable funding-based approaches, expansion of charging nationwide, and collaboration among the stakeholders compared to individual intervention on the products.
[bookmark: _Toc237437430]3. Comprehensive and Holistic View of Tata EV
[bookmark: _Toc237437431]3.1 CSR and Sustainability Strategy
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Figure 3.1: Sustainability and Circular Economy in Tata Motors’ EV Business
(Source: Self-created based on Tata Motors sustainability and annual-report information.)
The EV strategy of Tata is intrinsically connected with the concept of CSR since electrification is the direct aid to sustainable-mobility goals. Its wider sustainability focus is decarbonisation, renewable energy, circularity and stakeholder value. Tata has set a goal of eliminating all greenhouse-gas emissions of its passenger-vehicle business by 2040 and 100% renewable electricity consumption by 2030. Its strategic value lies in the fact that the concept of sustainability is inherent in the product line-up, as opposed to being confined to charitable CSR. There are a number of advantages to this alignment. First, EV development has multiple purposes to increase commerce and decarbonisation. Secondly, the credibility of EV lifecycle can be enhanced with the help of increased integration of renewable energy. Among the most crucial projects to make EV adoption supportive of sustainable-development purposes, Tripathi, Kant and Shankar (2025) single out subsidised solar-powered charging and EV-production and purchase incentives. Thirdly, recycling batteries can be used as a chance to strike a balance between environmental awareness and supply chain resilience. The need to have sustainable battery supply chains is a strategic challenge highlighted by Giri et al. (2024), and the 2025 battery-waste regulations enforce the regulatory stress of circularity.
[image: ]
Figure 3.2 : Sustainability Governance Framework
(Source: Tata Motors, 2026)
However, CSR claims need to be looked at carefully. A zero-tailpipe electric car will not produce carbon emissions, although extraction of battery materials and production of electricity can offset instead of displacing environmental costs. There may also be an increase in the demand of resources due to increased production at a very high rate. Therefore, the credibility of Tata regarding sustainability is based on manufacturing, electricity, suppliers, and end-of-life battery emissions. Of key concern is supply-chain governance. Achal and Vijaya (2024) claim that efficiency and risk management, as well as long-term sustainability, can be enhanced by green supply-chain and vendor partnerships. By doing so Tata ought to release EV-related metrics that include renewable energy, battery recovery, recycled materials, supplier compliance, and lifecycle emissions. This will not introduce the idea of vehicle sales as a form of adequate evidence of sustainability. Trust is another way that CSR may create competitive advantage. The perceived risk in EV consumers is related to technology and resale, where the perceived risk can be decreased with credible sustainability and battery stewardship. Chehimi and Naro (2024) hold that sustainability measures should be regarded as integrated into the system of organisational performance instead of being viewed as independent. Tata needs to, thus, tie sustainability objectives to its Balanced Scorecard.
[bookmark: _Toc237437432]3.2 Proposed Balanced Scorecard
The BSC below is a translation of the suggested strategic direction into some measurable outcomes. The targets are not Tata commitments, but targets being suggested by the consultant.
	Perspective
	Objective
	KPI
	Proposed target
	Initiative

	Financial
	Deliver profitable EV growth
	EV EBITDA margin
	≥8% by FY28
	Scale, localisation and platform cost reduction

	
	Retain leadership
	EV market share
	≥40–45% through FY28
	Faster product renewal and segment coverage

	Customer
	Increase ownership confidence
	EV NPS/customer satisfaction
	+10 points from baseline
	Charging, service and battery-confidence programme

	
	Reduce adoption concerns
	Complaint/resolution time
	≥90% resolved within 48 hours
	EV-specialist service capability

	Internal Process
	Improve localisation
	Domestic value-added content
	Progressive annual increase
	Local battery/component partnerships

	
	Improve ecosystem access
	Charger/customer accessibility
	20% annual increase in partner locations
	Tata ecosystem and third-party partnerships

	Learning & Growth
	Build EV/software capability
	EV skill certification
	100% relevant technical staff
	Battery, software and high-voltage training

	
	Accelerate innovation
	Development cycle time
	Reduce by 20% by FY28
	Digital engineering and modular platforms

	Sustainability overlay
	Improve circularity
	Battery recovery/recycling
	≥95% eligible batteries traceable
	Closed-loop battery programme



Table 3.1: Balanced Scorecard for Tata EV’s Strategic Objectives and Performance Targets 
(Source: Self-Developed)
The fiscal lens appreciates the fact that unsustainable leadership is one that lacks profitability. The Q4 FY25 EBITDA margin of Tata is at 6.5%, which shows that profitability is possible, though the cost pressure will go up due to increased expansion of Mahindra, MG and other companies (Tata Motors Limited, 2025). The goal in this case should then be less about subsidising the increase in size but particularly at profitable levels. The customer view directly seeks the academic evidence. Singh and Paul (2025) demonstrate that acceptability, affordability, accessibility and awareness are significant combined to influence the adoption of EVs. According to Patel et al. (2024), the significant challenges include infrastructure and cost. KPIs of customers should thus not only be on sales but also on charging experience, battery confidence and complaint resolution.
The internal processes should focus on localisation, quality, and ecosystem coordination. Dhairiyasamy and Gabiriel (2025) prove the persisting gap in the domestic supply chain of India, and Barman and Dutta (2024) focus on the organization of infrastructure development. These processes should then be aided by learning and growth by battery engineering, software capabilities, and specialised skills of the employees. Chehimi and Naro (2024) consider that the Balanced Scorecard might not be as reflective of sustainability as the environmental issues considered as a standard performance indicator. Thus, instead of viewing them as primarily reputational issues, Tata needs to centralize feelings of emissions reduction and circularity as part and parcel of making strategy. The Balanced Scorecard is supposed to link employee abilities, better internal processes, enhanced customer experience, and profitable growth, and integrate sustainability throughout all spheres in an attempt to enable long-term competitive advantage.
[bookmark: _Toc237437433]4. Strategic Choices and Implementation
[bookmark: _Toc237437434]4.1 Strategic Alternatives
There are three strategic options for Tata:
The cost leadership strategy might take advantage of the national size, area of localisation, and production to lower the purchase prices of EVs. This aligns with the evidence that one of the primary factors of acquisition resistance is the acquisition cost (Yadav and Yadav, 2024; Patel et al., 2024). Nevertheless, pure cost leadership would be susceptible to companies that have global size and it may erode margins.

Figure 4.1.1 : Strategic Options for Tata EV’s Competitive Growth
(Source: Self-Created)
Differentiation could emphasise technology, range, design, safety, connectivity, and customer experience. This gains more significance when Mahindra rolls out specific EV products, and BYD will compete with the aid of world-developed EV technology. However, the issue of premium differentiation alone has the risk of locking out India's mass market, which is sensitive to prices. Sharma et al. (2024) show that technological and environmental attributes vary in importance among markets to customers.
The most formidable option is hence aimed at hybrid differentiation: accessible EVs dissimilariated by proprietorship ecosystem, security, technology and local appropriateness. Tata would be disciplined in its costs but not just compete based on the lowest price. It would leverage the knowledge and distribution of Indian customers along with charging partnerships and Tata Group resources to develop a high-level of total ownership value.
[bookmark: _Toc237437435]Ansoff assessment
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Figure 4.1.2 : Ansoff Matrix – Growth Options for Tata EV
(Source: Self-created based on Tata Motors reports and industry analysis, 2026)


	Option
	Tata EV application
	Assessment

	Market penetration
	Increase Tiago/Punch/Nexon/Curvv EV adoption
	High potential

	Product development
	New EV models, battery/range options, software
	Highest priority

	Market development
	Expand adoption beyond leading metropolitan markets
	High potential

	Diversification
	New mobility/energy services
	Selective, higher risk



Table 4.1: Ansoff Matrix Analysis of Tata EV’s Growth Options 
(Source: Self-Developed)
Development of the product along with penetration of markets is desirable compared to diversification that is unrelated. The share of EVs is still in single digits at approximately 4% of Indian car sales, even though it is growing swiftly to 2025, and thus, the existing domestic market has significant potential (International Energy Agency, 2026). The new models must thus deal with differentiated customers but not redirect their investment in other irrelevant activities.
[bookmark: _Toc237437436]4.2 SAFe Evaluation
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Figure 4.2 : SAFe Evaluation – Strategy Comparison
(Source: Self-created based on Tata Motors reports and industry analysis, 2026)


	Strategic option
	Suitability /5
	Acceptability /5
	Feasibility /5
	Total /15

	Pure cost leadership
	4
	3
	4
	11

	Premium differentiation
	3
	3
	4
	10

	Accessible ecosystem differentiation
	5
	5
	5
	15

	Unrelated diversification
	2
	2
	3
	7



Table 4.2: SAFe Evaluation of Tata EV’s Strategic Options 
[bookmark: _Toc237437437](Source: Self-Developed)
Suitability
The SWOT of Tata is directly responded to by Accessible ecosystem differentiation. It is sensitive to cost without giving up differentiation, addresses charging, trust, resale, and service obstacles. Bhat and Verma (2025) show that the presence of enthusiasm towards technology and economic/environmental advantages promotes the uptake of EVs, and the perceived risk and lack of infrastructural preparedness result in the opposite. The suggested plan takes care of both sides of this consumer choice.
[bookmark: _Toc237437438]Acceptability
The plan disseminates value amongst key stakeholders. The customers will be less uncertain about the ownership; investors will have a more direct path to profitable EV growth; suppliers will have an improved local collaboration; governmental goals of home-based production and sustainability will be enabled. It does not overly rely on price discounting as well. Rawat et al. (2025) believe that funding assistance, charging infrastructure, and collaboration with stakeholders present priorities in the efforts to break Indian EV barriers.
[bookmark: _Toc237437439]Feasibility
Tata has significant assets that are relevant: brand awareness, experience in manufacturing, a large network of dealers, EV working knowledge, and connection in the broader Tata system. It has FY25 EV leadership and a positive Q4 EV EBITDA, which indicates that the business can scale the performance. Nonetheless, the viability lies in reinforcing battery sourcing, capabilities, and localisation of software and not taking historic automotive capabilities as a given, translating into future EVs advantage.
[bookmark: _Toc237437440]4.3 Recommended Strategy
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Figure 4.2 : SAFe Recommended Strategy – Accessible EV Ecosystem Differentiation
(Source: Self-created based on Tata Motors reports and industry analysis, 2026)


The suggested approach is Accessible EV Ecosystem Differentiation, which is backed by formulating the product and penetrating the market. This needs to be done by decreasing costs via localisation, sharing of EVs, scale, and financing of battery packs instead of deep discounting, which should be adopted by Tata. In the context of Jain et al. (2025), the limited adoption is a result of high purchase prices, battery-related issues, and resale uncertainties. Warranties, access to charging, battery information, and servicing should serve as other means of enhancing ownership confidence since the gaps in regional infrastructure are major (Press Information Bureau, 2026; Sandhiya and Gajanand, 2026). Innovation has to be continuous as Mahindra and BYD are taking their competition to another level with newer EV technologies and products. Tata will therefore be advised to invest in product development, software, efficiency, and safety. Lastly, differentiation, regulatory compliance, and sustainability, consistent with the sustainable mobility priorities delineated by Tripathi et al. (2025), should be encouraged by battery recovery, traceability, and recycling.
[bookmark: _Toc237437441]4.4 Implementation Challenges and Mitigation
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Figure 4.4.1 : Implementation Roadmap (3 Year Plan)
(Source: Self-created based on Tata Motors reports and industry analysis, 2026)





	Challenge
	Strategic impact
	Mitigation

	Mahindra/BYD/MG competitive pressure
	Market-share erosion
	Faster launches and ecosystem differentiation

	Battery/raw-material exposure
	Cost and supply risk
	Localisation, multiple suppliers, recycling

	High investment requirements
	Margin pressure
	Modular platforms and phased capital allocation

	Uneven charging infrastructure
	Restricts adoption
	Home, public and destination-charging partnerships

	Technology obsolescence
	Weakens differentiation
	Continuous R&D and software capability

	Customer trust/resale concerns
	Delays purchase
	Battery-health certification and stronger warranty/resale programmes

	Skills gaps
	Slows execution
	EV engineering and dealer-service training



Table 4.3: Key Strategic Challenges, Impacts and Mitigation Strategies for Tata EV 
(Source: Self-Developed)
The implementation must be in phases. Over the initial 12 months, Tata ought to focus on battery suppliers, charging collaborations, customer experience criteria, and segmented data. The modular product renewal, localisation and circular battery functioning ought to increase during the years two and three. The relationships with suppliers are especially crucial, as Jagani et al. (2024) demonstrate that electrification does not exactly switch the roles of automotive suppliers but only changes the individual parts. BSC should be evaluated quarterly on performance. Inability to enhance the profitability, satisfaction, or localisation of ownership ought to prompt corrective action. 
[bookmark: _Toc237437442]5. Reflective Account Using Gibbs' Reflective Cycle
[bookmark: _Toc237437443]5.1 Description
The evaluation process commenced with reducing an extremely huge organisation to a strategically manageable entity: passenger EV operation in Tata Motors, in India. This move mattered as it would have been commercially wise to analyse Tata Motors in the global arena and would have incorporated commercial vehicles, traditional passenger cars, and international businesses which have dramatically varied competitive environments. The study then synthesized Tata corporate data, government policies, and several global EV data, as well as recent peer- reviewed literature. PESTEL was used initially to get acquainted with the macro-environment and then Five Forces to assess industry pressure. VRIO was then used to determine whether or not Tata had internal resources that could respond to those pressures, with the findings being synthesised by SWOT. The Balanced Scorecard and CSR helped to align strategic positioning towards sustainability and performance. 
[bookmark: _Toc237437444]5.2 Feelings
The original supposition, which was the most dominant, was that the large Tata EV market share intrinsically implied a sustainable competitive advantage. This opinion was questioned by the research. A 55.4% FY25 EV share is incredibly potent, but the growth of Mahindra, MG, BYD, and other companies reveals that market dominance and long-lasting power are distinct notions. This was one of the learning points that was crucial (Yadav and Yadav, 2024). There used to be an original inclination towards addressing EV development as an issue dominated by technology. The numerous studies that emphasize consumers showed that technology is just a single element. There are concurrent influences of affordability, trust, access to charge, resale issues, and awareness that affect their adoption (Singh and Paul, 2025). This complicated the strategic problem but created a more realistic analysis as well.

[image: ]
Figure 3: Gibbs' Reflective Cycle
(Source: Dutta et al., 2023)
[bookmark: _Toc237437445]5.3 Evaluation
Triangulation was the best element of the research process. Corporate information presented accurate data on the revenue, market share, and EV profitability of Tata, and government documents described the institutional surroundings. It was then possible through studies and interpretation of those figures with the aid of academic studies. As an example, the increase in the number of public charging stations would have been initially considered as evidence that charging was no longer a significant concern. Nevertheless, Patel et al. (2024), Barman and Dutta (2024), and Sandhiya and Gajanand (2026) revealed that the quality of infrastructure, balancing its distribution among the region and consumers, and, therefore, their convenience, can still be considered strategically relevant. One of the limitations was the rate of change in the market. Among competitive conditions of the EV market, it is possible to change more quickly in comparison with traditional annual-report conditions. A firm can maintain a robust position in the market every year and is changing the forces concept of competition even as favorable new introductions are underway. 
[bookmark: _Toc237437446]5.4 Analysis
Through the exercise, there was a great enhancement in the better comprehension concerning the interaction of strategic-management structures. PESTEL only came in handy when the factors were transformed into implications. State policy (such as government policy) could not be automatically reduced to an opportunity: localisation policy promotes Tata and at the same time international competition. This showed that there are opportunities and threats presented by the environmental factors simultaneously. Another valuable insight that VRIO came up with is this. The EV models offered by Tata will also be worth some money, but they will hardly be rare or hard to copy. The stronger defensible benefit comes about through brand, manufacturing, distribution, Indian customer knowledge, and Tata Group ecosystem relationships. This changed the analysis of individual strengths towards comprehending resource setups. The Balanced Scorecard exercise also revealed that market share would only give an incomplete picture in terms of performance. The EV success entails trading gains, customer assurance, the efficiency of in-organizational functioning, capabilities, and sustainability of employees. Chehimi and Naro (2024) particularly helped to illustrate the importance of strategic alignment between environmental and social goals as opposed to including them separately on the reporting list. Lastly, decision-making was enhanced at SAFe since it did not allow making the recommendation based on attractiveness alone. 
[bookmark: _Toc237437447]5.5 Conclusion and Action Plan
The research process demonstrated that strategic analysis must have a link to a prioritised decision as opposed to a list of frameworks. The existing leadership of Tata gives a great platform, but to remain a beneficiary, the action in response to competition, consumer barriers, technological change, and sustainability of the supply chain must be done well. The research process would be initiated earlier, and there would be an evidence matrix to relate every analytical framework to both quantitative and qualitative data in future strategic assignments. Benchmarking on the competitor would also be increased to compare prices, ranges, charging speed, terms and conditions of the warranty, distribution, and financial performance on a regular basis. There would be more consideration of isolating company claims and independent evidence. At the professional level, in terms of environmental scanning, the exercise has enhanced the skills to transition to resource analysis and ultimately, strategic decision-making. The primary lesson that can be transferred is that competitive advantage is not static: the success Tata had in the past cannot be a reason to support its future strategy. 
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[bookmark: _Toc237437450]Appendix 1: Business Model Canvas of Tata Motors Limited
	Key Partnerships
	Key Activities
	Value Propositions
	Customer Relationships
	Customer Segments

	· Component and technology suppliers
· Dealers and service partners
· Tata Group ecosystem
· Government and mobility partners
	· Vehicle design and engineering
· Manufacturing and assembly
· R&D and innovation
· Digital mobility services
	· Reliable commercial mobility
· Lower total cost of ownership
· Safety and operational efficiency
· Connected and digital solutions
· Sustainable, future-ready mobility
	· After-sales support
· Fleet management solutions
· Digital customer engagement
· Long-term service relationships
	· Fleet operators
· Logistics companies
· Small entrepreneurs
· Public transport agencies
· Institutional buyers
· International customers

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	Key Resources
	
	Channels
	
	

	
	· 11 manufacturing facilities
· 3 R&D centres
· Skilled workforce
· Tata brand and intellectual property
	
	· Dealer network
· Service centres
· Digital platforms
· Direct institutional channels
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	Cost Structure
	Revenue Streams
	

	· Manufacturing and materials
· R&D expenditure
· Technology investment
· Distribution and servicing
· Workforce and operating costs
	· Vehicle sales
· Spare parts and services
· Connected and digital solutions
· Mobility services
· International sales
	

	
	
	

	
	
	

	
	
	

	
	
	


(Source: Self-Created)
[bookmark: _Toc237437451]Appendix 2: Key Tata Motors and EV Supporting
	Area
	Key Information Used in the Report

	Tata Motors scale
	435,227 vehicles sold in FY26

	Revenue
	₹83,855 crore in FY26

	R&D investment
	₹1,767 crore

	HCV market position
	55% market share

	Tata EV position
	55.4% FY25 EV market share

	Indian EV market
	Electric-car sales grew 75% in 2025

	Charging infrastructure
	52,718 public charging stations in India by July 2026

	Government support
	PM E-DRIVE programme has ₹10,900 crore policy outlay

	Sustainability
	Passenger-vehicle business targets net-zero greenhouse-gas emissions by 2040

	Renewable energy
	Target of 100% renewable electricity consumption by 2030


(Source: Tata Motors, 2026)

[bookmark: _Toc237437452]Appendix 3: AI use acknowledgement
	Item
	AI Use Acknowledgement

	AI Tool
	ChatGPT

	Date Used
	10 August 2026

	Purpose
	I used ChatGPT to support the structuring and presentation of my Strategic Management assignment, including organising information into appropriate sections and strategic-management frameworks.

	Prompt 1
	“Analyse the assessment brief and provide an appropriate structure for the Strategic Management report.”

	Prompt 2
	“Organise the Tata Motors strategic analysis using PESTEL, Porter’s Five Forces, VRIO and SWOT frameworks.”

	Prompt 3
	“Present the strategic options using the Ansoff Matrix, SAFe framework and Balanced Scorecard.”

	Prompt 4
	“Improve the clarity, structure and academic presentation of the provided content.”

	Declaration
	I confirm that I have not presented any AI-generated text as my own work. I confirm that I have retained copies of my drafts, notes and other resources used before and after using AI tools, which I may be asked to provide as evidence.


(Source: Self-Created)
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Figure 1.2 ian Passenger EV Market Growth (2021
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Figure 1.3: Passenger EV Market Share in India (FY25)
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Figure 2.1: PESTEL Analysis — Tata Passenger EV Business
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Figure 2.3: VRIO Analysis - Tata Passenger EV Business ® TATA MOTORS
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Figure 2.4: SWOT Analysis — Tata Passenger EV Business
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Cost Efficiency
Recycling and material recovery reduce raw
material dependency and operating costs.

2. Sustainable Design
Designing EVs for
efficiency, durabilty,

reciihg protiises TATA MOTORS repairability and
. Building a Sustainable recyclabilty. Regulatory Compliance
EV Ecosystem Aligns with EPR norms, battery waste management

rules and global sustainability standards.
5. Second Life

Repurposing used Business Resilience
batteries for stationary

Q l ‘ 3. Green Manufacturing
Resource-efficient.
storage and other manufacturin,renewable Secures supply chain, reduces risks and strengthens
sppiicatins. energyuse and minimal long-term business sustainability.
waste generation.
4. Use Phase @ 1—/ Brand Value & Trust

Promoting energy-efficient Strengthens stakeholder trust and enhances
EVs with lower emissions, Tata Motors’ reputation as a responsible brand.
connected features and
responsible usage.

6. Recycling & Recovery
Recovering critical
‘materials (Li, Ni, Co,
Cu) through advanced r

Be@w®

TATA MOTORS’ KEY SUSTAINABILITY INITIATIVES

Battery Recycling Renewable Energy Sustainable Materials Green Charging c ity &
Partnering with certified Increasing use of Using recyclable and Expanding green charging Promoting environmental
recyclers to recover renewable energy in sustainable materials infrastructure with renewable awareness and engaging
critical minerals and manufacturing plants o reduce environmental energy integration across communities for a

reduce landill waste. and operations. footprint. the country. sustainable future.

/ Creating value for people, society and the planet through responsible innovation,
(9)) ourcoaL: : A . ’
sustainable mobility and a circular economy mindset.

Source: Tata Motors Integrated Annual Report 20.
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Figure 4.1: Ansoff Matrix — Growth Options for Tata EV

PRODUCTS
Existing Products New Products
MARKET PENETRATION PRODUCT DEVELOPMENT
Existing « Increase EV sales in India o é_ « New EV models
Markets « Expand charging network =  Advanced battery tech
|‘3 « Stronger marketing -  Connected features
g :
E MARKET DEVELOPMENT DIVERSIFICATION
New @ « Enter global markets x « Energy solutions
Markets « Target new customer « Tattery recycling business
segments in India « Mobility services

2 MARKET PENETRATION MARKET DEVELOPMENT PRODUCT DEVELOPMENT DIVERSIFICATION
ll Grow by selling more of existing Grow by selling existing products "~ Grow by developing new products Grow by developing new products
u products to existing markets. to new markets. = forexisting markets. for new markets.

1) Strategic Goal: Sustainable Growth, Leadership & Long-term Value Creation
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Figure 4.2: SAFe Evaluation - Strategy Comparison

Strategy

Accessible EV Ecosystem
Differentiation

Cost Leadership

Premium Differentiation

Unrelated Diversification

Source: Self-created, 2026
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Figure 4.3: Recommended Strategy — Accessible EV Ecosystem Differentiation

7
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* Safe & Smart EVs © Renewable Energy
* Software & Connectivity o Battery Recycling
© Continuous Innovation e Lower Emissions
L e
/ STRATEGIC INTENT: Make EVs accessible and desirable for everyone through integrated OUTCOME: Leadership in India and
O strengths in cost, experience, technology, and sustainability. Global EV Markets
One Ecosystem. Many Strengths. Endless Possibilities. |  Driving India. Powering the Future.
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Figure 4.4: Implementation Roadmap (3-Year Pla

0 - 12 MONTHS YEAR2 -3 ONGOING

(Foundation) (Expansion) (Review & Optimise)

@ Secure Battery Suppliers Launch New EV Models BSC Quarterly Review
Charging Partnerships Expand Charging Network @ Continuous R&D
Improve Customer Experience @ Increase Localisation Software & Connectivity
Upgrades
Data & Customer Insights Digital Transformation Monitor Customer
Satisfaction
@ Build Green Manufacturing Build Circular Battery System

Source: Self-created, 2026
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