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[bookmark: _Toc107438262]Executive summary

An investigative report of Tesla inc and their current marketing management strategy with a view to improving the strategy to combat the negative media narrative surrounding CSR and the use of unethically sourced cobalt.

The author utilises a range of analytical models to identify Tesla’s current position in the market place to understand how Tesla have maintained a monopoly in their chosen market segment since their inception and continues to analyse the threats to Tesla’s current position. 

A number of micro & macro factors are identified and analysed with use of theoretical models, to identify the key considerations before proposing an alternative marketing strategy. 

The author continues by conducting a review of Tesla’s current marketing activity to identify how the company has grown to its current dominance in the EV space and further investigates how Tesla evaluate whether their current marketing activity is successful. 

Tesla’s current marketing strategy has been successful; however, the author identifies that with the ever-increasing threats of new entrants in the EV space and the clear directional change of traditional fossil fuel automotive manufactures, there is a serious requirement for Tesla to revisit their strategy and make amendments if they wish to remain ahead of the competition.

Throughout the analysis, the author was able to identify that whilst Tesla are a successful company, especially given its age, there is no marketing budget allocated to promote the brand, with the company’s success owed to the fame of its high-profile CEO Elon Musk.

A list of proposed recommendations was identified and a SOSTAC model utilised to create the proposed strategy going forward to improve Tesla’s brand image, improve public opinion and to distance itself from unethical suppliers and practices.
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[bookmark: _Toc107438265]Define Topic / Challenge 

The topic being analysed within this report is how an improved Marketing Management Strategy could benefit Tesla Inc to combat the negative press narrative surrounding Tesla’s use of cobalt in their batteries. More specifically, the negative media narrative surrounds the source of the cobalt itself and the use of child labour in the mining of cobalt in the Dominican Republic of Congo which has resulted in a lawsuit being filed against Tesla in 2019 by 14 Congolese families due to child miners being buried alive or suffering from injuries after tunnel collapse. (BBC, 2019).

This presence of negative media narrative is the catalyst for the Author to analyse the marketing management strategies within Tesla and identify whether there are areas that can be improved.

[bookmark: _Toc107438266][image: Tesla Unveils Batteries for Homes, Businesses and Utilities | 2015-05 ...]Organisational introduction 

Tesla Motors (named after Nikola Tesla) was founded in 2003 by 2 engineers ( Martin Eberhard and Marc Tarpenning ) with a vision to create fully electric vehicles combining automotive engineering with technology to create cars that were “better, quicker and more fun to drive” than the fossil fuel equivalents (Tesla , 2022).

 In 2017 Tesla Motors shortened its name to Tesla, Inc and currently employs 99,000+ persons and produced 930,000+ vehicles in 2021 with over 100,000 of these in Europe alone, with Tesla accounting for 11% of all car sales in the UK. The Tesla Model 3 was the 10th best-selling car on the planet in 2021 and is tipped to be in the top 5 of 2022 (Auto News, 2022) which shows the scale of tesla and the impact they have had on the automotive industry as a whole and not just in the EV space.[bookmark: _Toc107167772][bookmark: _Toc107175822][bookmark: _Toc107438296]Figure 1 : Tesla Inc logo Source : (Tesla , 2022)


[bookmark: _Toc107438267]Environmental Scan 

As a result of the environmental scan completed previously, it was identified that Tesla is subject to negative media narrative as a result of a lawsuit from 14 Congolese families as a result of child labour being injured whilst mining cobalt for use in Panasonic batteries which are supplied to Tesla for use in their products. 

A SWOT analysis has been undertaken which can be seen in appendix 4 of this report, which identified that the supply and demand of cobalt is also a threat to the business as reported by (Emir, 2022).

As a result of the environmental scan, recommendations for improvement were identified as can be seen in appendix 5. The 3 recommendations all focus on addressing the negative media narrative surrounding cobalt and corporate social responsibility (CSR).

The recommendation chosen to address is no1, ‘Tesla should not associate themselves with suppliers who are known exploiters of child labour’, however, the changes in the marketing strategy will address all recommendations by the nature of their similarity.

[bookmark: _Toc107438268]Corporate Social Responsibility (CSR)

CSR is defined by the Department for Business, Innovation & Skills as “ the responsibility of an organisation for the impacts of its decisions on society and the environment above and beyond its legal obligations, through transparent and ethical behaviour.”
The two approaches to CSR are shown in the figure below.



[bookmark: _Toc107438297]Figure 2: CSR Approaches. Source: (Crane, et al., 2014)

[bookmark: _Toc107438269]Tesla’s approach to CSR

As a result of the environmental scan, the author believes that Tesla has adopted the traditional approach to CSR when compared to the table above. Tesla is concerned about the risk to its brand image and public opinion. Tesla does not consider CSR as an impacting factor on their bottom line and takes a defensive responsiveness to CSR challenges. Tesla’s motto is that corporate social responsibility is a bolt-on and does not form part of their business strategy. 
[bookmark: _Toc107438270]Analysis 

[bookmark: _Toc107438271]The Marketing Concept 

(Fahy & Jobber, 2012) define the marketing concept to be “the achievement of corporate goals through meeting and exceeding customer needs better than the competition” and further explain that 3 conditions must be met before the marketing concept can be applied, which can be seen in the figure below.

[image: ]
[bookmark: _Toc107438298]Figure 3 : 3 conditions of the marketing concept. Source : (Fahy & Jobber, 2012)
[bookmark: _Toc107438272]Tesla Resource analysis 

Human resource 
The business is well resourced in terms of personnel with 99,000+ persons employed. However, there is a non-existent marketing budget and therefore, marketing staff will exist in the form of a skeleton structure, with staff focused on customer experience by collating data and demonstration days with staff in-store worldwide. There is good communication between departments which can be seen in the efficiency of how the business operates. It is unlikely that a relatively young business would become so successful if collaborative working across departments was not present.

Physical 
Tesla physical stores exist in many locations worldwide including the UK where prospective customers can visit and see the physical product itself whilst Tesla marketing staff are on hand to assist with any queries. Tesla operates from several Gigafactory’s worldwide with their HQ located at the Texas Gigafactory. As the HQ is located in one large building, the author believes that physical human cooperative working will be present to achieve the same goals.

Technological 
Tesla vehicles themselves use technology to provide feedback to Tesla on vehicle usage and customer satisfaction or faults. As a technology company, their marketing focus is online and purchases are via their e-commerce website which is available in most countries on all technology platforms. The marketing teams will have no difficulty in connecting to other departments digitally. 

Financial resource 
Tesla has significant revenue each year ($53.82 Billion in 2021 with Profits of $8.51 Billion  equating to a 16% profit margin) and reports expenditure of $992 million on selling, general and administrative costs (Tesla Inc, 2022). However, it is reported that Tesla’s marketing budget is $0 (Shastri, 2022). Whilst the marketing budget may be non-existent, Tesla’s marketing strategy is still well-considered and uses alternative means to attract customers discussed later in this report.

From the analysis above, we can see that Tesla invests considerable resources in following the marketing concept model as all 3 pillars are evident within the business.
[image: ]
[bookmark: _Toc107438273]Marketing Concept at Tesla

We can utilise the resource analysis above to analyse against Elkington’s Triple Bottom Line (1997) model.

Profit – Tesla is financially successful with profits of $8.51billion in 2021 which can be reinvested to create a marketing budget. (People and planet).

People – Tesla’s focus is on improving the environment, reducing the usage of fossil fuels and bringing renewable energy innovations to people’s day-to-day lives. Tesla doesn’t just focus on the EV element but also combines this with autonomous driving and a plethora of safety features.

Planet – Tesla produces products that convert the consumers of fossil fuels to a greener and more sustainable alternative which protects our planet and reduces air, sound and waste pollution. [bookmark: _Toc107438299]Figure 4: Elkington's Triple Bottom Line Source : (Taylor, 2020)


[bookmark: _Toc107438274]The Micro & Macro Environment

In this section, an analysis will be undertaken on the micro & macro environments using common analysis tools which will inform the proposed strategy going forward.

[bookmark: _Toc107438275]The Micro Environment
[bookmark: _Toc107438276]SWOT 

A thorough SWOT analysis of Tesla has been performed as can be seen in appendix 4 of this report.

Tesla SWOT summary

Strengths
Tesla was first to mass-produce a fully electric vehicle (Tesla , 2022) and produce the most reliable electric vehicle also with the greatest range (Moses, 2020) which results in a range of strengths that the marketing department can utilise to great advantage by associating these key trigger words with Tesla itself by use of advertising campaigns. 

Tesla invests considerable sums in R&D which allows for future EV innovation (Gibson, 2019) and subsequently owning the IP and Patents accordingly, continuing the monopoly already held by the company which is a marketing strategy in its own right. 

Weaknesses 
The worldwide shortage of electronic chipsets (BBC, 2022) and other electronic components combined with limited manufacturing space (BBC, 2022) and child labour claims (Posner, 2020) are the greatest weaknesses for Tesla currently. Tesla's marketing team can address these claims to fend off negative public opinion subject to Tesla creating ethically and morally correct supply chains. 

Elon Musk is the sole face of the brand (Ferris, 2016) and drives the sales of Tesla through his appearances and controversies. This is a weakness as whilst Elon is an obsessively hard worker, he is also erratic and a serial entrepreneur and there is the risk of him leaving to pursue a new venture leaving Tesla faceless and brandless. 

Furthermore, due to Elon’s obsessive work ethic, Elon regularly causes controversy amongst high-level staff and therefore, Tesla is known for its high turnover of executive staff as reported by (Matousek, 2019). This forms a key marketing strategy point; the marketing department could start to create a faceless brand image removing the reliance on Elon himself. 

Opportunities 
The main opportunity here to address negative media narrative is for Tesla to manufacture batteries without the use of Cobalt which also removes any links with child labour. Currently, Tesla relies on Panasonic to supply all battery products although Smith 2021 reports that Tesla is currently looking to develop their batteries that last 5x longer and cost half of the current battery (Smith, 2021). 

By Tesla developing these opportunities, this will provide a great marketing advantage in terms of distancing Tesla from unethical suppliers and improving public opinion. If developed, there is also an opportunity for Tesla to sell their Cobalt-free batteries to other manufacturers capitalising on the opportunity and securing greater control over the EV market space.

Threats 
(Porter, 1979) states that competition is always a threat. Tesla has dominated the EV market over recent years although, as can be seen in the competitor analysis in appendix 6.
As discussed in the weaknesses above, Elon Musk can cause controversy and tension within Tesla as reported by (Collins, 2018)

Negative media narrative around child labour being used for cobalt mining could cause negative public opinion and with an increase in EV competition developing Cobalt-free batteries, this could have detrimental impacts on Tesla. 

[bookmark: _Toc107438277]Porter’s 5 forces

A thorough 5 forces analysis has been undertaken as can be seen in appendix 1 of this report which provides a great insight and lessons that can be learnt by analysing the market.

Rivian has been identified as a new entrant threat in the EV space with the company being backed by Amazon as a major stakeholder (Kalupski, 2021). Rivian has a brand image solely focused on sustainability and reducing carbon footprint to protect the environment for generations to come, marketing the benefits to children, a soft spot in the hearts of most consumers. 

Rivian operates a contemporary CSR approach whilst Tesla’s approach is a traditional approach with a brand image that portrays an image of performance, speed and convenience not capitalising on environmental benefits.  

Tesla can adopt the marketing strategy of Rivian as the rival company's marketing aligns with the demographic of environmentally conscious buyers which is the target market of Tesla. 

Tesla’s segment of choice is in the environmentally friendly fully electric and luxury vehicle space which attracts high cost and appeals to high socioeconomic classes. Since their inception, Tesla has dominated this space due to it being the only company offering a product in this segment (Hadi, 2021).

Tesla’s 5 forces analysis will change over the next several years as they have pledged to develop a Cobalt-free battery (Perkins, 2021)which will change their position in the market and will move ahead of the competitive rivalry in this quickly developing segment. The construction of several Tesla Gigafactory’s worldwide will also allow Tesla to produce significantly higher vehicle numbers helping to negate shortages of raw materials and chipsets due to their purchasing power with economies at scale. 
 
[bookmark: _Toc107438278]The Macro environment
[bookmark: _Toc107438279]PESTEL Analysis

A full PESTEL analysis has been undertaken as can be seen in appendix 3.

Political and Legal 
(Fleisher, 2016) reports that Tesla raised the price of their vehicles by 5% in the UK immediately after the Brexit vote which makes marketing Tesla vehicles more challenging. Furthermore, the lack of any agreed trade deals since Brexit adds to the difficulty in Tesla capitalising on the UK market.

Economic
(The World Bank, 2020) report that Covid-19 “Covid-19 to plunge global economy into worst recession since world war 2” which will result in significantly fewer people purchasing vehicles. Furthermore, (BBC, 2021) reports that Covid-19 has caused a global chip shortage disrupting vehicle manufacturing with Tesla themselves identifying the increase in operating expenses, rising raw material, commodity, logistics and expedite costs as a risk (Tesla Inc, 2022).

Social and Environmental
(Department for Transport, 2019) report that the Government are investing in the push for E-Bikes to be used for commuting in an attempt to tackle congestion. This investment impacts Tesla as whilst electric cars address air pollution, this does not tackle congestion and the lack of space (parking etc) which is becoming the new focus.

Technological
As addressed by Porters 5 forces section above, threat of new entrants like Rivian is high and, in an attempt, to combat this, (pressman, 2021) reports that Tesla spent $1.491 billion on R&D to remain ahead of the competition and to innovate allowing for ownership over critical IP’s and Patents. The marketing team can capitalise on this innovation.
[bookmark: _Toc107438280]The Target Market 

A comprehensive STP analysis has been undertaken and can be seen in appendix 7

[bookmark: _Toc107438281]Segmentation, Targeting and Positioning 

Tesla segment the market by predominantly focusing on the psychographic and lifestyle headings, targeting those that are environmentally conscious and looking for sustainable transport. They further segment the market by benefits sought focusing on those that are seeking the benefits of luxury and environmentally friendly purchases.

[image: ]Moving on to selecting a segment to target, Tesla does not necessarily target a certain demographic as their vehicles appeal to all demographic categories but instead, they target the benefits sought segment where they can appeal to individuals seeking a luxury and environmentally friendly purchase or those individuals looking to minimise their carbon impact on the environment.

When we look at where Tesla position their product in the segment, Tesla offers their product as a zero-emission vehicle with the longest range supported by a plethora of safety features including near-autonomous driving.

[image: ]In summary of the STP analysis, we can see in figure 5: conceptional map alongside, that Tesla is positioned in the luxury and environmentally friendly quadrant allowing Tesla to capitalise and charge higher values due to their demographic being upper-class individuals with a greater disposable income. However, this strategy does limit the potential customer numbers as can be seen in the table in figure 6, where the upper class is the smallest portion of the population.[bookmark: _Toc107438300]Figure 5 : Conceptional car brand map
[bookmark: _Toc107438301]Figure 6 : USA Population percentage per socioeconomic class. Data Sourced from : (Meggitt, 2019)




[bookmark: _Toc107438282]Marketing mix

7P’s analysis 
[image: ]
[bookmark: _Toc107438302]Figure 7 : 7P's analysis of Tesla currently 
Tesla has capitalised on the fame of the exuberant Elon Musk himself and use a clever marketing strategy by utilising viral social media posts and placing secret features in their vehicle’s software, this prompts influencers to ‘find’ the feature and share the information via social media, causing Tesla to be viral on social media. 

Whilst Tesla does own physical stores, these are for demonstration purposes and all transactions are completed via their e-commerce website. As Tesla’s marketing and purchasing process is online, Tesla can maximise their exposure and track consumer behaviour via the use of  SEO and analytics providing real-time analysis of their trending status. Online purchasing only has proved successful which has been further accelerated since Covid-19

Tesla “sells a fraction of the cars of other automakers, but has the largest combined following on social media channels like YouTube, Reddit and Twitter” as reported by (McFarland, 2021) which provides Tesla with data on brand awareness and is a forum for instant feedback to any Tesla’s announcements or direction changes allowing Tesla to respond immediately.
 
[image: ] To address the recommendation to improve CSR within Tesla, the author feels that going forward, the 7P’s analysis should reflect the table below.[bookmark: _Toc107438303]Figure 8 : Proposed 7P's for Tesla

As we can see from the Marketing concept analysis above, Tesla has a marketing budget of $0 and operate direct-to-consumer sales removing the middleman and has developed a good customer relationship management system to monitor their referral scheme of $1000 of credit for each referral.
[bookmark: _Toc107438283]Marketing media

As we can see from the table in the 7P’s section of this report, any promotional activity conducted from Tesla’s inception through to current day has been via social media predominantly utilising well-known CEO Tesla Musk as a catalyst to controversy which puts Tesla in the limelight indirectly.

Whilst this is an unorthodox method of promotional activity, Tesla has gone from a start-up to one of the most valuable car manufacturers on the planet and turning over $50+ billion per year in less than 20 years which in real terms, is a truly incredible feat of business development when the marketing budget is $0. 

Furthermore, Tesla commonly code hidden features into their vehicles software which attracts attention from a younger demographic predominantly ‘influencers’ who then create content of the hidden feature which reaches a large audience digitally which is in-direct free marketing which subsequently improves the brand image amongst the younger demographic.

In terms of measuring success, (Assis, 2016) reports that Tesla achieved “biggest one-week launch of any product ever” “without any paid advertising” which confirms that Tesla’s marketing strategy for selling vehicles is successful. 

However, (Smith, 2021) reports that competitive vehicle manufacturers will also be expanding their marketing activity online expecting to secure a large amount of Tesla’s potential customers and without paid mass marketing, Tesla’s potential customer base will diminish.

As a result of the information above, the author concludes that any indirect marketing or promotion through social media, influencers and mainstream media has been incredibly effective and capitalising on this free marketing has paid dividends to the company. Going forward, Tesla may wish to explore diversifying its marketing approach to have more than one source of customers.



[bookmark: _Toc107438284]Conclusions

In conclusion to the analysis undertaken above, it is clear that Tesla have built a positive brand image, sales and growth, although competitors are starting to enter the space dominated by Tesla since its inception. The monopoly held by Tesla is coming to an end, and what has worked to-date will not suffice going forward if Tesla wishes to stay ahead of the competition and continue to dominate the market.

Public opinion is changing as more and more reports linking Tesla to unethical practices are unearthed and released. Tesla need to act quickly to retain their luxury brand image and ensure this is not quickly replaced with a public opinion of a company that is unethical, not morally conscious and driven by profits and greed. This appears to be a knife-edge period in Tesla’s journey where a conscious CSR approach is needed more than ever. 

Tesla’s marketing mix and segment of choice is a limited space which combined with ever-increasing living costs and reduced expendable income places a glass ceiling on Tesla’s sales numbers unless they target other market segments. 

In terms of marketing strategy, Tesla have been incredibly successful with a marketing budget of $0 by capitalising on Elon Musk, his controversies and the viral social media activity that follows. However, there has been no attempt by Tesla to market its mission statement and advertise how they operate as an ethically correct and sustainable company and are instead relying on its momentum.


[bookmark: _Toc107438285]Recommendations

These recommendations aim to address negative media narrative and public opinion and further distance themselves from the unethical supply of Cobalt and the linked exploitation of child Labour.  

Recommendations listed within the SOSTAC action plan below
[image: ][bookmark: _Toc107438304]Figure 9 : SOSTAC Model of recommendations
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As can been seen in figure 1, Department for transport statistics show that the number 1 selling electric vehicle in the UK since 2014 is the Tesla Model 3 closely followed by the Nissan Leaf and Renault Zoe. Overall, when reviewing the top ten number of registrations, we can identify that Tesla’s main competitors since 2014, in descending order are :
1. [image: ]Nissan
2. Renault
3. Kia
4. Jaguar
5. BMW
6. Volkswagen
7. Audi
8. Hyundai
9. MG
[bookmark: _Toc107438310]Figure 15: Table showing total vehicle registrations since 2014 in descending order. -  Data sourced from (Department for Transport, 2022)
However, the EV space is changing daily and when reviewing the 2021 statistics, the competitor positioning has changed resulting in the current top 10 competitors in descending order are :
1. [image: ]Kia
2. Volkswagon
3. Nissan
4. Audi
5. Hyundai *
6. Mini
7. Renault
8. Vauxhall
9. Hyundai *


[bookmark: _Toc107438311]Figure 16: Table showing total vehicle registrations in 2021 in  descending order. - Data sourced from (Department for Transport, 2022)


*Note : When both Hyundai models are added, total sales for 2021 are 12,598, placing Hyundai in first position as the biggest competitor to Tesla currently in Electric vehicle sales market.

[bookmark: _Toc107438295][image: ]Appendix 7 – Segmentation, Targeting & Positioning (STP) Analysis[bookmark: _Toc107438312]Figure 17 : STP Analysis on Tesla
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Rivalry Among Existing Competitors

eRivalry within the wider automotive industry is very high, from price bracket
differences to market strategies.

«Chip shortages, Oil price volatility, battery life issues and concerns around

Thread of new entrants Lzl ) ) ) »

- *Geopolitical and law changes in certain countries are driving the overall

 The threat of new entrants is high, as attractiveness of Electric vehicles down in comparison to traditional fossil-fueled
the barrier of entry is low. cars.

® EV startups such as Rivian and Nio #The Concerns around CSR and cobalt mining, although through a 3 party company

: . are becoming problematic.
* Foss.ll.fuel-powered'vehlc!es . * An alternative lithium iron phosphate (LFP) is already being produced and pledged
¢ Traditional companies switching to to be used by rivals such as VW by 2023.

electric « The downside to LFP batteries is concerned about driving ranges. Although Tesla
has also pledged to move away from cobalt-based batteries, they have not yet
released a time frame in which they believe this could be executed (Perkins, 2021).

Bargaining Power of Buyers Threat of substitute product

*The Bargaining power of suppliers is low. Tesla markets its products in the high-end market, '@ Tesla’s threat of Substation is high, big automotive
competing with other luxury brands companies such as Mercedes Volvo and BMW have

*The main aspect of their sustainable competitive advantage within the luxury automotive established and generational customer bases.
industry is that they are currently offering a product and service that no one else can (Hadi, |4 gy start-ups saturating the market, Tesla may find itself in
2022). i

a compromised position due to lacking customer loyalty.
#Tesla is currently leading regarding safety and battery life. P P J valty.

#Rivian has produced a 7-seater SUV, filling a large market demand gap within the US auto * a::emagvevi 2 cl;)rlr;panles Zave also ;.tartted exhplorlng
industry (Perkins, 2021). alternatives to cobalt use and are working to achieve a
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Political/Legal

Political stability - Election of a new US President — President Biden could reduce import tax costs
and alter the protectionist approach applied by President Trump. Effectively levelling the field for
foreign manufacturers (BBC, 2019).

Political tension - The US and Russia have introduced sanctions against each-other. This will impact
the ability of Tesla to enter the Russian market (Borger, 2022).

Trade deals — The impact of BREXIT and unresolved trade deals between the US, EU and UK could
impact Tesla. EU and UK governments could apply import taxes, tariffs and quotas on goods
(Radcliffe, 2022).

Employment law — Global governments could raise the national minimum wage. This would impact
Tesla. Workers in the US would require higher pay rates, and foreign minimum wage increases
would likely result in price rises for goods/materials.

Economic
Wars — The war between Russia and Ukraine has impacted the price of oil, gas,
other consumables and stock prices globally. This will impact Tesla’s supply chain
and likely result in increased costs of goods, materials and logistics (Sillars, 2022).

Global recession — Economies are currently recovering from the impact of a global
pandemic. Increased costs of living, will affect the amount of disposable income
available to consumers (Chu, 2018).

Banking collapse - A repeat of the 2008 banking crisis, could be catastrophic to
global businesses. Even with their enormous wealth, Tesla would not be immune
(Economist, 2013).

Gross Domestic Product (GDP) fluctuations — Changes to a countries GDP could
influence Tesla’s decision to invest or further invest capital (Kramer, 2022).

Social/Environmental

Pandemics — Contagious widespread global pandemics can have a disastrous consequence for
businesses. They impact supply-chains, manufacturing capabilities and ultimately the firm’s bottom
line (World Bank, 2021).

Consumer sustainability awareness — Customers are increasingly aware of organisational
sustainability. Corporate Social Responsibility (CSR) is a crucial factor for customers, before making
a purchasing decision (ma al, 2013).

Customer buying habits — These changes can be both positive and negative for Tesla. Example:
Preferences for homegrown/homemade products, over foreign goods could develop (Bruning,
1997).

Developing trends — Trends can be impactful on businesses. Some products/services can be short-
term fads/crazes, whilst others are long-term transitions. Such as the eco-friendly revolution we are
currently experiencing (Alsop, 2020).

Work and lifestyle choices — These choices can leave an impression on organisations. Tesla could be
affected, should a large portion of the customer base decide to cycle to work (Obordo, 2017).

Technological

Competitive innovator — A competitor could develop superior technology. This
would be severely damaging to Tesla’s market share (Porter, 1979).

Research & Develop expenditure — Tesla must spend an enormous amount of
capital, to retain a competitive advantage within the market (Carlier, 2022).

Cyber-attacks — Organisations with large amounts of customer data are prize
targets for hackers. Should Tesla suffer a data-breach, customer confidence would
be affected and the firm would also be subject to legal consequences (Smith,
2021).

Infrastructure degradation — Firm’s with large-scale manufacturing, are susceptible
to grander scale breakages. These degraded tools and machinery must be replaced,
to remain competitive.
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Strengths

Most valuable car manufacturer (Statista, 2021).
First manufacturer of a fully electric car (2008) (Tesla, 2022).

Best in-class manufacturer for electric cars (Tesla vehicles have the greatest milage range)
(EDF energy, 2020).

Innovative firm (Gibson, 2021).

Strong industry positioning compared with competitors (Less reliance on fuel/oil) (Carlier,
2022).

Significantly increased production. Doubling vehicles delivered in 2021 vs 2020 (936,172
more) (BBC, 2022).

Opportunities

Continued growth as the leader in the electric car market (Thomas, 2021).

Develop and manufacture their own batteries (in-house), without the reliance on
Panasonic (cut out the middle man) (Smith, 2021).

Release a broader range of vehicles;
*Small vehicles - City friendly
*Pickup trucks - US market
sLorries/trucks - Haulage
*Buses/Trams — Public Transport
*Aircraft — Long/Short-haul

Space X program (SpaceX, 2022).

Weaknesses

High demand for products, with limited production capabilities (Could affect brand value
long-term) (BBC, 2022).

Supply chain issues that affect manufacturing (Chips and other components) (BBC, 2022).
Elon Musk is the firm’s sole representative (Ferris, 2016).
Leadership conflict at executive and board level (Matousek, 2019).

Linked to child-labour exploitation (Posner, 2020).

Threats

Competition within the electric car market is increasing (Big established car manufacturers with
extensive production capabilities are entering) (Porter, 1979).

Product safety (Lithium-ion batteries are extremely combustible) (Kleinman, 2016).
Public safety concerns regarding self-driving cars (BBC, 2021).
Elon Musk is known for his exuberance and sometimes flippant behaviour (Collins, 2018).

Supply and demand of cobalt (Emir, 2022).
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1 Tesla should not associate
themselves with suppliers
who are known exploiters

of child labour.

2 Tesla should develop a
battery that is not reliant
on cobalt as an essential

component.

3 Tesla should reduce their
carbon footprint (Supply-
chain and logistics).

Seen as ethical by stakeholders.

Removes negative press associated with the
topic.

Positive for brand image.

Provides evidence of a built-in CSR approach
(Responsibility for workers in the supply chain).
Differentiates Tesla from the competition.

Provides evidence of a built-in CSR approach
(Responsibility for environmental damage).
Increases company profits.

Creates product differentiation.

Opens Tesla to new markets (Battery supplies for
mobile devices).

Provides evidence of a built-in CSR approach
(Responsibility for environmental damage).
Differentiates Tesla from the competition.
Less reliance on fossil fuels.

Increases company profits.

Cuts costs.

Seen as unethical by stakeholders.
Negative to brand image.

Shows little consideration for CSR
activities.

Tarred with the same brush as
competitors.

Shows little consideration for CSR
activities.

Potential impact on the firms bo
Lack of ambition.
Lost opportunity.

Seen as unethical by stakeholders.
Shows little consideration for CSR
activities.

Reliance on fossil fuels.
Continued high costs.




image15.png
New Vehicle registration data

Total

2021| 2021| 2021| 2021| 2020| 2020| 2020 2020 registrations
Make ~|Model ~|Fuel 5 Q7| @] @7 @+ @+ @7 @7 @G-|since2014 ..
TESLA TESLA MODEL 3 Battery electric 12,707 7,379 7,536 7,164 6,968 5,988 4,029 5,365
NISSAN NISSAN LEAF Battery electric 2,904 1,609 2,263 2,293 2,614 2,187 773 2,659
RENAULT RENAULT ZOE Battery electric 1,506 1,782 1,836 626 1,886 3,072 1,136 266
KIA KIA NIRO Battery electric 3,274 3,228 2,500 3,268 2,287 2,988 737 523
JAGUAR JAGUAR I-PACE Battery electric 1,519 1,729 1,216 740 4,093 2,032 1,030 1,146
BMW BMW I3 Battery electric 1,045 819 965 768 1,504 1,617 407 920
VOLKSWAGEN VOLKSWAGEN ID3  Battery electric 2,597 3,978 3,631 778 4,179 657 0 0
AUDI AUDI E-TRON Battery electric 2,010 2,212 2,177 1,505 2,295 2,309 569 726
HYUNDAI HYUNDAI KONA Battery electric 2,132 1,519 2,452 1,094 1,207 2,471 284 286
MG MG Zs Battery electric 1,448 1,390 1,350 1,191 1,562 1,800 431 1,795
MINI MINI COOPER Battery electric 3,203 1,005 1,351 1,020 1,427 1,273 241 409
HYUNDAI HYUNDAI IONIQ Battery electric 1,733 2,187 546 935 698 1,195 408 434

BMW BMW 13 Range-extended 0 [c] 0 0 0 [c] 0 0
VAUXHALL VAUXHALL CORSA  Battery electric 1,425 1,390 1,561 1,231 937 1,032 529 359
VOLKSWAGEN VOLKSWAGEN GOLF Battery electric 0 0 5 45 379 846 263 1,205
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New Vehicle registration data

Total

2021| 2021| 2021| 2021 |registrations
Make Model Fuel K Q7| Q7] Q7| Q-|in2021 n
TESLA TESLA MODEL 3 Battery electric 12,707 7,379 7,536 7,164 34,786
KIA KIA NIRO Battery electric 3,274 3,228 2,500 3,268 12,270
VOLKSWAGEN VOLKSWAGEN ID3 Battery electric 2,597 3,978 3,631 778 10,984
NISSAN NISSAN LEAF Battery electric 2,904 1,609 2,263 2,293 9,069
AUDI AUDI E-TRON Battery electric 2,010 2,212 2,177 1,505 7,904
HYUNDAI HYUNDAI KONA Battery electric 2,132 1,519 2,452 1,094 7,197
MINI MINI COOPER Battery electric 3,203 1,005 1,351 1,020 6,579
RENAULT RENAULT ZOE Battery electric 1,506 1,782 1,836 626 5,750
VAUXHALL VAUXHALL CORSA  Battery electric 1,425 1,390 1,561 1,231 5,607
HYUNDAI HYUNDAI IONIQ Battery electric 1,733 2,187 546 935 5,401
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