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[bookmark: _Toc237431365]Section 1
[bookmark: _Toc237431366]Organisational Context and Overview
[bookmark: _Toc237431367]Organisation Background
Tesla, Inc. is an international company that manufactures electric vehicles and clean energy solutions, which was founded in 2003, with Elon Musk joining in 2004 and later becoming Chief Executive Officer (Tesla, 2025). This consultancy report focuses on the Tesla Model Y in the Chinese electric vehicle (EV) market, Model Y is the best-selling car from Tesla, and Shanghai is the biggest car production center outside the United States. China is chosen because it offers the biggest EV market and most challenging competition, making it the most important and strategic market to assess Tesla's potential long-term competitive edge.
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[bookmark: _Toc237431394]Figure 1: Model Y in Chinese Market (Tesla, 2025)
[bookmark: _Toc237431368]Strategic Purpose
Tesla's vision to accelerate the world's transition to sustainable energy influences their investment in EVs, battery development, and combined energy solutions. Its long-term vision to become a leader in sustainable transport and clean energy strives to support continuous technological development and not only price (Tesla, 2025). In China, this strategic direction is seen in the Model Y with its innovative battery technology, over-the-air software updates, and its built-in charging system, which helps Tesla stand out in a growing high-end EV market (He & Hao, 2023).
[bookmark: _Toc237431369]Business Model and Value Creation
Business Model Canvas is not about all the elements of the BMC, it's about how Tesla generates value through the Model Y, which are built with premium vehicle design, battery innovation, artificial intelligence, autonomous driving, and seamless software integration. Value is captured by direct sales of vehicles, subscription to Full Self-Driving software, connected digital services, and energy products. This vertically integrated business model reduces reliance on intermediaries, strengthens customer relationships and enables continuous product improvement through software updates, reinforcing Tesla's competitive positioning in China (Hu et al., 2024).
[bookmark: _Toc237431370]Industry Context and Market Position
China is the world's biggest electric vehicle market with robust charging facilities, incentives, and policies supporting the use of new energy vehicles. In such a fiercely competitive market, Tesla is facing direct competition from local companies such as BYD, NIO, XPeng, and Li Auto, which are also rapidly growing in the premium and intelligent electric vehicle sector. Tesla has maintained its dominance in the global electric vehicle market and its model lineup includes one of China's top-selling EVs, Model Y, despite the growing competition.
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[bookmark: _Toc237431395]Figure 2: Tesla's Competitors in China (Cui & Zhao, 2024)
With a world-class brand and its own Supercharging network, Gigafactory Shanghai, and advanced batteries, the Model Y is one of China's most popular EVs despite the increased competition.
[bookmark: _Toc237431371]External and Internal Environment Analysis
[bookmark: _Toc237431372]PESTEL Analysis
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[bookmark: _Toc237431396]Figure 3: PESTLE Analysis (Zhao & Luethje, 2025)
Political Factors
China's political environment has significantly influenced Tesla's strategic decisions in the electric vehicle (EV) industry. Industrial policies, government investment in charging infrastructure, and consumer incentives have provided the Chinese government with a long-term commitment to the New Energy Vehicle (NEV) industry, helping to drive demand for the Tesla Model Y and incentivizing local manufacturing. Its Gigafactory in Shanghai, in China, was founded in 2019 and is the first wholly foreign-owned automotive manufacturing facility, allowing Tesla to cut down manufacturing costs, delivery time, and improve its market presence in China. But China-USA strategic risks remain in geopolitical tension. For instance, higher duties imposed on imported vehicles manufactured in the United States have had an impact on the Model S and Model X imported from the United States, further emphasizing Tesla's need for locally produced vehicles, the Model Y (Zhao & Luethje, 2025).
Economic Factors
Despite the slowdown in the Chinese economy and persistent price competition, the country is still the biggest EV market in the world. The country's GDP expanded by 4.3% in 2026 (The World Bank, 2026), while inflation remained subdued, supporting consumer purchasing power and continued investment in advanced manufacturing.
[image: ]
[bookmark: _Toc237431397]Figure 4: China's GDP Growth Rate (The World Bank, 2026)
However, with the constant cutting of prices by local rivals like BYD, XPeng, and Li Auto, the fierce competition in the high-end EV market has led Tesla to launch multiple price changes and financing promotions for the Model Y. While higher disposable income and more EV sales still provide new opportunities for growth, shrinking profit margins mean that Tesla needs to rely more on operational efficiency and software-based revenues, as well as more economies of scale at Gigafactory Shanghai, to maintain its edge in the competition (Wong, 2025).
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[bookmark: _Toc237431404]Table 1: Economic Factors Affecting Tesla Model Y in China (Author)
Social Factors
Chinese consumers are increasingly looking for EVs that offer intelligent digital features, not just environmental benefits, and high-end quality. While being backed by Tesla's global premium brand and image, the Tesla Model Y's market position in China is changing, with the preference increasingly going towards locally customised technology that can be provided by its rivals like BYD, XPeng and Li Auto. Digital engagement is becoming a key competitive advantage, as Chinese customers are increasingly buying their cars via online channels, researching online, and are dependent on mobile apps for their entire customer journey. Consequently, Tesla must continuously adapt its products and digital customer experience to maintain the Model Y's premium positioning in China's rapidly evolving EV market (Yongming & Pongtornkulpanich, 2025).
Technological Factors
Technological innovation continues to be the main competitive edge for Tesla in China. Manufactured at Gigafactory Shanghai, the Tesla Model Y is powered by the latest battery technology, large-scale manufacturing efficiency, and also software updates, which means products can be continuously improved without the need for physical changes. But in China, data restrictions and the regulations that govern it have hindered the introduction of Full Self-Driving capabilities compared to the U.S. market. Meanwhile, Chinese competitors have been rapidly developing battery technology, artificial intelligence, and fast-charging systems, closing any gap in Tesla's technology.  In order to maintain a competitive edge, Tesla must further invest in its charging infrastructure, localize software skills, and continue to advance the development of AI (Liu, 2025).
Environmental Factors
The move toward carbon neutral by 2060 has enhances the demand for EVs and driven up the sustainability standards in the automotive sector. This creates opportunities for the Tesla Model Y as the production at Gigafactory Shanghai also contributes to reducing transport emissions and localizing manufacturing. But, as the regulatory focus on the battery recycling grows, Tesla must make the end-of-life battery management and resource recovery more robust. Adhering to the shifting requirements of China's circular economy is increasingly a crucial consideration for environmental sustainability and business viability (Zhang et al., 2025).
Legal Factors
China's legal landscape offers both challenges and opportunities for Tesla. To comply with vehicle data security laws, Tesla must keep driving data in China, which restricts it from transferring data to other countries for developing Full Self-Driving (FSD). Furthermore, the increased difficulty in approving autonomous driving software and the enhanced regulatory control on driver-assistance technologies have hindered the widespread adoption of FSD in China. This implies that Tesla needs to maintain strict adherence to Chinese data governance and competition laws (Zhang et al., 2025).
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[bookmark: _Toc237431405]Table 2: Critical Summary of PESTEL Analysis for Tesla Model Y in China (Author)
[bookmark: _Toc237431373]Industry Analysis: Porter's Five Forces
[image: Porter's Five Forces: The Ultimate Competitive Strategy Blueprint | TSI]
[bookmark: _Toc237431398]Figure 5: Porter's Five Forces (Selgas-Cors, 2026)
Industry Rivalry (Very High)
Electric vehicle (EV) market competition in China is very fierce and the main competitors of Tesla's Model Y are BYD, XPeng, Li Auto, and NIO, who have been aggressively gaining market share through low pricing, quick technological changes and many new models.
[image: ]
[bookmark: _Toc237431399]Figure 6: Tesla Competitors in China (Selgas-Cors, 2026)
BYD has introduced its intelligence driving system, God's Eye, in a few models in early 2025 with no price hikes, making a case to compete more with Tesla in its core market (Selgas-Cors, 2026). This has led to Tesla reducing the price of the Model Y on several occasions, impacting profit margins but not sales numbers.
Buyer Power (High)
Buyer power is high because Chinese consumers have access to a wide range of technologically advanced EVs across different price segments. Through digital channels, customers are able to compare the vehicle specifications, charging performance, and intelligent driving features before buying. As a result, Tesla is not just building brand loyalty worldwide, but is also promoting its vehicles based on technology, value and after-sales services (Zhu, 2025).
Supplier Power (Moderate)
Supplier power is still moderate, as Tesla has decreased its reliance on external suppliers by means of vertical integration and sourcing locally in China. The company is still vulnerable to fluctuations in the supply of battery materials, such as lithium and nickel, which directly impact on production costs and profitability (Zhu, 2025).
New Entrants and Substitutes (Low)
The risk of new entrants is not particularly high because of the high capital requirements, sophisticated manufacturing technology, and robust regulations. Likewise, several substitutes remain limited as electric vehicles are increasingly being used to replace traditional internal combustion vehicles and no other modes of transportation (Liang, 2026).
[bookmark: _Toc237431374]Internal Strategic Capability (VRIO)
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[bookmark: _Toc237431406]Table 3: VRIO Analysis of Tesla's Strategic Resources in China (Author)
The Gigafactory Shanghai is the most important strategic asset that Tesla has in China as it meets all four VRIO criteria. The plant allows the mass production of the Tesla Model Y locally, therefore lowering the manufacturing costs, delivery time, and import duties. The integration with Tesla's global supply chain makes it hard for competitors to replicate quickly, providing a sustained competitive advantage within the Chinese EV market (Xu, 2024).
The capability of the batteries represents a major strategic asset for Tesla, as well as their high energy efficiency and continuous product development. However, this advantage is becoming less distinctive as other companies, like BYD, have built up their technological standing with innovations such as the new Blade Battery, reducing Tesla's technological uniqueness. As a result, battery capacity is now only a short-term competitive edge (Yu, 2022).
Likewise, over-the-air update and AI software distinguish the Model Y through continuous upgrades to driving capabilities without the need for physical changes. However, regulatory restrictions have slowed down the progress of deploying the Full Self-Driving system in China, while some Chinese manufacturers such as XPeng and Li Auto have quickly advanced with intelligent driving tech (Megalingam et al., 2026).
Tesla on the other hand has a strong brand value around the world that is still a sustainable competitive advantage. Despite growing domestic competition, the brand remains a symbol of technological leadership, innovation, and quality. In the meantime, Tesla's Supercharging network, and highly automated manufacturing process, enhance the convenience and efficiency of the customer experience. But the rarity of these resources has diminished over time due to the spread of charging stations and growth in investment in new batteries, by both BYD and NIO (Megalingam et al., 2026).
[bookmark: _Toc237431375]Strategic Synthesis (SWOT)
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[bookmark: _Toc237431407]Table 4: SWOT Analysis of Tesla Model Y in the Chinese Electric Vehicle Market (Author)
Strengths and Weaknesses
Compared to others, Tesla is best positioned to leverage a global brand name and its Gigafactory in Shanghai to manufacture the Model Y and lower the manufacturing expenses and delivery timeframes. This ability enables the establishment of higher prices even with the competition on the rise. But this advantage has declined with the entry of technologically-sound electric cars at competitive prices by BYD, XPeng, and Li Auto. Moreover, regulatory restrictions have delayed the introduction of Tesla's all-new Full Self-Driving technology diminish one of the company's main differentiators in China (Shen & Liu, 2025).
Opportunities and Strategic Capabilities
Tesla continues to benefit from the market conditions brought by the government support of new energy vehicles and the government's pledge of reaching the carbon neutrality goal in China. The opportunities, however, are only beneficial because Tesla already has the advanced manufacturing capability at Gigafactory Shanghai and a successful charging network. The company would have a difficult time meeting the demand in the country in an efficient manner without these strategic resources. So external opportunities complement what Tesla already has and doesn’t provide any competitive advantage on their own (Mehra, 2024).
Threats and Strategic Challenges
The greatest threat is not simply growing competition but rather the ability of domestic manufacturers to overtake. BYD has consolidated its market dominance with its low-cost manufacturing and battery innovations, with XPeng and Li Auto equally continuing to add intelligent driving features designed for Chinese consumers. All these factors are reducing Tesla's technological and brand edge, and making differentiation harder and harder to maintain (Hossain, 2024).
Key Strategic Issue
The analysis suggests that Tesla's biggest challenge in China is maintaining the Model Y sustainable while facing more and more innovative, locally responsive, and cost-effective domestic competitors.
[bookmark: _Toc237431376]Comprehensive Strategic Evaluation
[bookmark: _Toc237431377]CSR Strategy as a Strategic Capability: Caroll Pyramid
[image: Carroll's CSR pyramid framework (2016) explains organisations how and... |  Download Scientific Diagram]
[bookmark: _Toc237431400]Figure 7: Carroll's Pyramid (Duan et al., 2026)
Economic Responsibility
Carroll's economic responsibility is closely the same as Tesla's strategic goal of keeping its competitive advantage in the Chinese electric vehicle market. Gigafactory Shanghai not only cuts logistics costs but also enhances production flexibility and delivery speed, making the production of the Tesla Model Y more cost-effective. This localisation approach can help ensure profitability even in the face of fierce competition from rivals like BYD, XPeng, and Li Auto. Therefore, Tesla's economic duty goes beyond just the financial results, it's also about long-term investment in innovation and sustainable mobility (Duan et al., 2026).
Legal Responsibility
Tesla has enhanced legal compliance as a result of their adaptation to the changing rules and regulations in China. In compliance with China's Data Security Law and vehicle data localisation, Tesla has to build data storage centers there, and it still needs to keep getting approval from the Chinese authorities when it introduces the Full Self-Driving technology. These measures entail high operating expenses and technical delays, but are necessary for market access and the company's future strategic position (Huang et al., 2024).
Ethical Responsibility
Ethical considerations for Tesla include efforts to minimize environmental impact by recycling batteries, integrating renewable energy sources, and ensuring responsible sourcing of key minerals like lithium and nickel. The company has continued to be criticised internationally, however, for its labour practices and transparency of supply chain, especially with respect to raw material sourcing. While there have been no major labour disputes at Gigafactory Shanghai, expectations of responsible sourcing of labour are rising among stakeholders. Tesla is under increasing pressure to build a more transparent supply chain to ensure stakeholders have faith in its operations, especially when compared with its rivals, like BYD, that have been investing in battery recycling (Huang, 2024).
Philanthropic Responsibility
In China, Tesla's philanthropy efforts are mainly geared towards environmental sustainability via renewable energy technologies and the adoption of clean transportation, rather than huge charitable programs. These are efforts that complement the company's sustainability goals, but do not have the same impact on competitive advantage as its technology (Huang, 2024).
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[bookmark: _Toc237431408]Table 5: Carroll's CSR Pyramid Analysis of Tesla Model Y in China (Author)
[bookmark: _Toc237431378]Balanced Scorecard
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[bookmark: _Toc237431409]Table 6: Balanced Scorecard for Tesla Model Y in the Chinese Electric Vehicle Market (Author)
Financial Perspective
Tesla's financial goal in China should not be just to grow sales numbers, as the electric vehicle sector is facing tough competition for price increases, which have resulted in lower profit margins. The Tesla Model Y has seen a series of price cuts to help the vehicle's sales, have weakened profitability. Therefore, measuring success through operating margin, manufacturing cost per vehicle and software-generated revenue provides a more balanced assessment of long-term performance. The proposed targets suggest that Tesla is aiming to increase profitability by manufacturing efficiency at Gigafactory Shanghai and make more money from digital services as opposed to price competition (Yan, 2024).
Customer Perspective
Maintaining customer loyalty has become increasingly important because Chinese consumers now evaluate electric vehicles based on intelligent technology, digital connectivity and after-sales service rather than brand reputation alone. Current customer measures are mostly about delivery of vehicles, with little ability to provide insight about customer experience. Tesla's premium positioning could be better demonstrated if it added the other metrics: customer satisfaction score, net promoter score, and repeat purchases. Functional localization and further enhancement of digital customer engagement will further ensure customer retention and brand loyalty for the Chinese market (Liang & Yubin, 2025).
Internal Business Processes
Tesla's operational capability remains one of its strongest competitive advantages. Gigafactory Shanghai has facilitated the production and quick delivery of the Model Y and helped lower its cost. But with more competition, Tesla must pay attention to product quality, battery efficiency, manufacturing flexibility, in addition to production volume. As such, existing operational indicators need to be supplemented with quality indicators like vehicle defect rates, and battery performance improvements. The additions would keep the company's operations "excellent" and keep it on track with Tesla's goal of maintaining its technological edge in the face of competition from BYD, XPeng, and NIO (J. Liang, 2022).
Learning and Growth
Tesla's future of brand competitiveness lies in continuous innovation as opposed to the current technological edge. The company is heavily focused on the use of artificial intelligence and software development, but the performance model currently in place does not give much weight to capabilities and organisational learning. Greater workforce training, increased local engineering skill, and putting in place measurable targets for innovation would facilitate future expansion. The over-the-air software updates would enhance the capabilities of the organization, and the increase in employee turnover would give Tesla the opportunity to quickly adjust to new regulatory requirements and customer expectations in China (Chin et al., 2024).
[bookmark: _Toc237431379]Strategic Choices and Implementation
[bookmark: _Toc237431380]Current Business-Level Strategy
Porter's Generic Strategy: Differentiation Strategy
Tesla currently follows a differentiation strategy in the Chinese electric vehicle (EV) market rather than competing primarily through cost leadership. The Tesla Model Y is a high value-added electric SUV that will add value for customers with its innovative battery technology, OTA software updates, artificial intelligence, safety features, and built-in Supercharger network. The features set apart from competitor's vehicle models like BYD Sealion 7, XPeng G6, Li Auto L6, and NIO ES6, which are becoming more affordable and locally tailored in intelligent features. But Tesla has continued to keep reducing prices in China since 2023 shows that differentiation is being applied. The reduced price has increased sales figures, but it also has negative impact on profitability and the exclusivity that has long been a selling point of the Tesla brand. For this reason, Tesla is gradually implementing some aspects of a hybrid model that blends high-tech differentiation with some degree of cost competitiveness through the efficiency of the Gigafactory Shanghai. However, the ability to sustain competitive advantage via price is not possible as domestic competitors continue their technology gap closing efforts. So, Tesla should work hard on software localisation, accelerate artificial intelligence progress, and intensify the connected digital service to further differentiate and not compete with other carmakers. This strategic move is more conducive to long-term profitability and protects Tesla's niche position in the premium market in China.
[bookmark: _Toc237431381]Strategic Alternatives: Ansoff Matrix
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[bookmark: _Toc237431401]Figure 8: Ansoff Matrix (Deng, 2024)
Market Penetration
Tesla can increase Model Y sales in China by strengthening customer retention rather than relying on further price reductions. Tesla should make improvements to digital services, expand financing options, and enhance after-sales support as it engages in more aggressive pricing strategies from competitors like BYD and XPeng. But market penetration is not enough to sustain a competitive advantage, as the Chinese EV market has become saturated (Deng, 2024).
Product Development
Product development is the best strategic choice. There is a growing demand among Chinese consumers for intelligent driving systems and localised digital functions. Thus, Tesla should focus more on Chinese-made software, quicker A.I. development, and improved battery technology for the Model Y. These upgrades would further strengthen differentiation and directly address innovations in the market from XPeng, Li Auto, and NIO (Muse, 2026).
Market Development
The market development strategy is of little strategic value because Tesla already has a strong presence in China. Gigafactory Shanghai is offering export to neighboring Asian markets, but it isn't a quick solution for its current competitive problems in China.
Diversification
Diversification is the wrong approach, since it would take resources away from Tesla's electric vehicle business to invest in unrelated products. With the rapid development of the Chinese EV industry, it seems that the company's main strategic goal should be the maintenance of technological leadership (Wang et al., 2025).
Overall, product development is the preferred strategic direction as it reinforces Tesla's differentiation strategy, leverages the existing capabilities identified in the VRIO analysis, and is a direct adaptation to the shifting expectations of its customers and technological levels of competition in China's EV market.
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[bookmark: _Toc237431410]Table 7: Ansoff Matrix for Tesla Model Y in the Chinese Electric Vehicle Market (Author)
[bookmark: _Toc237431382]Strategic Evaluation: SAF
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[bookmark: _Toc237431402]Figure 9: SAF Model (Barrie, 2023)
Suitability
The proposed product development strategy is suitable, especially for the strategic issues raised in the previous SWOT analysis. Tesla's biggest trouble in China is to differentiate itself against innovative local rivals like BYD, XPeng, Li Auto, and NIO. Tesla's AI enhancements for the Chinese market, software localisation, and battery upgrades improve the Model Y's competitive edge without the need for additional price cuts. Moreover, the most significant competitive threats were revealed through the Five Forces analysis as industry rivalry and buyer power. In response, product development leverages these forces by providing innovation that adds value for the customer, consistent with Tesla's long-term differentiation strategy (Barrie, 2023).
Acceptability
The proposed strategy is acceptable as it is deemed to generate value for Tesla's main stakeholders and will contribute to the sustainable business goals. The benefits for customers include better intelligent driving technology, better digital services, and more regular over-the-air software updates that are geared towards Chinese customers. Shareholders will probably prefer to invest in innovation because they can expect higher long-term profits from technological leadership than from ongoing price competition, which has limited industry margins. The firm's continuous investment in research, engineering, and advanced manufacturing at Gigafactory Shanghai also helps build its organisational capability and helps China's journey towards sustainable mobility (Jiang & Lu, 2022).
Feasibility
The plan can be implemented as it leverages on the strategic resources of Tesla identified in the VRIO analysis. Combined with Tesla's global brand, high-level software platform, and integrated charging network, Gigafactory Shanghai delivers efficient large-scale manufacturing capabilities as a solid platform for the introduction of upgraded Model Y technologies. Tesla has a massive financial budget and engineering capabilities to accelerate the development of AI and software localization as opposed to smaller companies. To be successful, however, continuous adherence to Chinese data security laws will be needed and a greater effort will need to be made to integrate with local technical partners to address the autonomy law constraints affecting China (Jones, 2024).
[bookmark: _Toc237431383]Implementation Roadmap
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[bookmark: _Toc237431411]Table 8: Implementation Roadmap for the Recommended Product Development Strategy (Author)
Strategic Objective and Key Activities
The suggested product development plan involves enhancing the Model Y's competitive appeal in China via software updates and AI features and battery optimizations. The changes directly come in response to rising technological threats from BYD, XPeng, Li Auto, and NIO, who have introduced intelligent driving systems and locally customised digital features that have narrowed Tesla's margins. Some key activities will consist of localizing navigation and infotainment systems, accelerating over-the-air software updates, and increasing battery efficiency with the center of production and innovation in China's Gigafactory Shanghai (Liang, 2026).
Resources and Leadership
For a successful implementation it is necessary to invest in local software engineers, AI specialists, battery research, and battery manufacturing technology. The senior management of Tesla China should help coordinate the leadership, while also working together with the engineering team and the Gigafactory Shanghai team to ensure the strategic alignment and efficient use of resources (Liang, 2026). Implementation is possible without significant organisational change, due to existing manufacturing capability and good financial resources.
Timeline, KPIs and, Risk Mitigation
Implementation will take place during a 12-month period, with sales growth and operating margin as one of four metrics measured quarterly, in addition to customer satisfaction and software deployment and battery performance. The biggest threats to implementation are the Chinese Data Regulations and the pace of technological development by local rivals, and battery material shortages (Liang, 2026). These risks can be addressed with enhanced regulatory interaction, more scattered sourcing and strategic partnerships with local technology suppliers. The roadmap will help Tesla translate its strategic advice into tangible results, as well as consolidate the Model Y's market leadership in the Chinese EV sector.
[bookmark: _Toc237431384]Conclusion
Tesla maintains a robust strategy in China's EV market with its technological prowess, high brand value, and efficient Gigafactory Shanghai operations. But the biggest trouble it has is maintaining differentiation in a fiercely competitive landscape in which local players such as BYD, XPeng, Li Auto, and NIO are quickly upgrading their product quality, intelligent driving technology, and software functions, while competing aggressively on price. In these circumstances, further drops in price are unlikely to make long-term profitability or sustain Tesla's premium market position in the long run. Thus, the product development strategy that focuses on localization of software, innovation of artificial intelligence, and battery improvement in China is the most optimal way of product development. This is a recommendation based on the valuable resources of Tesla, and also taking into account the expectations and competition from customers. Anticipated results of successful implementation include increased customer loyalty, increased efficiency in operations, and sustainable profitability.


[bookmark: _Toc237431385]Section 2
[bookmark: _Toc237431386]Reflective Report (Gibbs Reflective Cycle)
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[bookmark: _Toc237431403]Figure 10: Gibbs Cycle (Liang, 2026)
[bookmark: _Toc237431387]Description
For this consultancy project, I needed to assess the strategic position of Tesla in the Chinese electric vehicle (EV) market in particular, with particular emphasis. The objective was to analyze the external environment, internal capabilities, and strategic alternatives to suggest a suitable business level strategy for the company. For the report, I used strategic management techniques such as PESTEL, Porter's Five Forces, VRIO, SWOT, Carroll's CSR Pyramid, the Balanced Scorecard, Ansoff Matrix, and SAFe. I used the data provided by the annual reports of Tesla as well as the latest industry data and academic texts to validate my analysis. I spent the time looking at how to integrate the evidence to provide practical recommendations for consultancy, rather than outlining the frameworks separately.
[bookmark: _Toc237431388]Feelings
I thought at the beginning of the project that Tesla enjoyed a competitive edge in China because of its reputation around the world. But with the latest evidence, I realized that the competitors like BYD, XPeng, Li Auto, and NIO have been very busy in lowering the prices, making quick changes, and offering products tailored to Chinese consumers, creating a lot of competitive pressure. This made me re-think my own views and made me think in terms of facts, not opinion. In writing the report, I gained more confidence in assessing the strategic issues and using theory to apply it into real situations within the business.
[bookmark: _Toc237431389]Evaluation
The one most important thing to take away from this project is that there are synergies between various strategic frameworks. Instead of considering Tesla from a single model perspective, I was able to use each one to enhance the evaluation as a whole. For instance, PESTEL and Five Forces analysis outlined the factors which are affecting Tesla externally and the VRIO analysis and SWOT analysis identified the strengths and weakness of the company.
A second positive experience was enhancing my skills in being able to use company reports as well as academic literature. This was helpful for me to understand how Tesla's pricing, Gigafactory Shanghai, and technological capabilities impacted its competitive position in China.
However, I also experienced some difficulties. Large volumes of information about Tesla were available, making it challenging to identify evidence directly related to the Model Y and the Chinese market. At first, I was too detailed in my descriptions of the frameworks, rather than analysing their implications, but over time I have improved this by following up on the evidence with my recommendations.
[bookmark: _Toc237431390]Analysis
This project has helped me gain knowledge of strategic consultancy to a great extent as I had to bring in theory with the business decisions. I learned that strategic frameworks should not be used in isolation but rather cohesively to generate more effective reports. For instance, the SWOT analysis revealed that one of the strengths of Tesla was its technological capability, whereas the Five Forces analysis showed that its technological strength was diminishing due to the increasing power of buyers and the high level of competition. This was really important for me because I was able to better appreciate the importance of innovation as a means for Tesla to differentiate from its competitors, not price cut.
With the SAFe framework, another level of critical thinking was added as each recommendation had to be backed up with evidence from the previous analyses. Instead of choosing the product development as it looked like a good idea, I explained its appropriateness by using SWOT analysis, its acceptability using stakeholder expectations, and its feasibility using the VRIO analysis. This helped me be more confident in my evidence-based decision making.
The work also enhanced my research abilities because I had to evaluate and analyze data gathered from academic journals, reports and business sources. I realized that there are four areas that affect strategic decisions: regulation, technology, customer expectations, and competitive actions. Lastly, I became more confident to present a one clear strategic recommendation with logical evidence instead of talking about multiple options without any evidence.
[bookmark: _Toc237431391]Conclusion
This consultancy report has helped me to enhance my strategic problem-solving and evidence-based recommendations skills. I now understand how strategic management frameworks can be linked and applied to analyse complex business issues. The project also contributed to my growing confidence in delivering consultancy reports in which I've been able to integrate academic theory with practical business decision-making and critical evaluation.
[bookmark: _Toc237431392]Action Plan
In order to enhance my future consultancy role, I will further develop the capacity to apply strategic frameworks as a whole rather than individualistic. I will also be developing my research skills in using higher quality academic journals, company reports, industry databases etc. Further, I will enhance my ability to interpret performance data from the financial and market landscape to better inform effective strategic recommendations. Last but not least, consultancy writing will continue to be practised, but with a particular emphasis on critical evaluation, evidence-based decision making, and practical recommendations to solve real life challenges in the organisation. These enhancements will enable me to create more professional strategic consultancy reports in the future.
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Economic Factor

GDP Growth

Current Impact on Tesla Model Y in C|

China's steady economic growth continues to support
long-term demand for premium electric vehicles despite
slower growth than previous years.

Target growing middle- and upper-income consumers
while maintaining premium positioning.

Disposable Income

Rising household income increases consumers' ability to
purchase higher-value electric vehicles such as the Tesla
Model Y.

Expand financing options to attract more middle-
income buyers.

Price Competition

Aggressive price reductions by BYD, XPeng, Li Auto and
NIO have intensified competition and pressured Tesla to
reduce Model Y prices.

Differentiate through technology and software rather
than competing primarily on price.

Inflation and Consumer
Spending

Slower consumer spending and economic uncertainty
have made buyers more price-sensitive in the Chinese
EV market.

Improve customer value through enhanced features
and after-sales services.

Manufacturing Costs

Local production at Gigafactory Shanghai lowers logistics
costs and improves operational efficiency compared with
imported vehicles.

Continue increasing localisation of production to
protect profit margins.

Battery Raw Material
Prices

Fluctuations in lithium and other battery material prices
directly affect production costs and vehicle profitability.

Strengthen supplier partnerships and diversify battery
sourcing to reduce cost volatilit

Interest Rates and Vehicle
Financing

Financing conditions influence consumers' purchasing
decisions, particularly for premium EVs.

Offer competitive financing and leasing programmes to
improve affordability and stimulate sales.
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PESTEL Factor Key Opportunity Key Threat Strategic Impact on Tesla Model Y in China

Political Strong government support for New US-China trade tensions and High Impact. Tesla should continue strengthening
Energy Vehicles (NEVs), investment changing industrial policies increase | local production through Gigafactory Shanghai to
in charging infrastructure and local geopolitical and regulatory reduce exposure to geopolitical risks while
manufacturing policies support long- uncertainty. maintaining close alignment with Chinese industrial
term EV growth. policies.

Economic China's continued GDP growth and Intense price competition from BYD, | Very High Impact. Sustaining competitive
expanding EV demand provide long- | XPeng and Li Auto reduces advantage requires cost efficiency, economies of
term market opportunities. profitability and increases pricing scale and greater reliance on software and service

pressure. revenues rather than vehicle price reductions.

Social Growing consumer demand for Increasing preference for locally High Impact. Tesla must continuously improve

premium, technology-driven electric
vehicles support continued demand
for the Model Y.

customised digital features
strengthens domestic competitors.

digital services and localise customer experience
to maintain its premium brand position.

Technological

Leadership in battery technology,
software integration and
manufacturing innovation strengthens
product differentiation.

Rapid technological advances by
Chinese competitors and regulatory
delays in Full Self-Driving reduce
Tesla's technological advantage.

Very High Impact. Continuous investment in Al,
battery innovation and locally compliant
autonomous driving technologies is essential to
preserve competitive differentiation.

Environmental

China's carbon neutrality objectives
and sustainability agenda encourage
further EV adoption.

Stricter battery recycling and
environmental compliance
requirements increase operational
responsibilities.

Moderate Impact. Strengthening battery recycling
and sustainable supply chain practices will
reinforce Tesla's environmental credibility and
support long-term competitiveness.

Legal

Clearer regulatory frameworks can
support future deployment of
autonomous technologies.

Data localisation laws, autonomous
driving regulations and increasing
regulatory scrutiny delay
technological expansion.

High Impact. Tesla must ensure full compliance
with Chinese data governance while accelerating
local software development to support future
innovation.
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Strengths

Strong global brand reputation and
premium market positioning
Gigafactory Shanghai enables

efficient local production and lower
costs

Advanced battery technology, Al
software and over-the-air updates
Extensive Supercharger network
and integrated ecosystem

Opportunities

Continued government support for
New Energy Vehicles (NEVs)
Rising demand for intelligent and
premium electric SUVs

Expansion of Al-enabled mobility
and connected vehicle services
Growth in sustainable transport
and carbon neutrality policies

Weaknesses

Higher vehicle prices than many
domestic competitors

Delayed rollout of Full Self-Driving
(FSD) due to Chinese regulations
Limited localisation of software and
infotainment compared with
Chinese brands

Heavy dependence on the Model
Y for sales volume in China

Threats

Aggressive competition from BYD,
XPeng, Li Auto and NIO
Continuous price wars reducing
industry profitability

Rapid technological innovation by
domestic manufacturers
Tightening data security and
autonomous driving regulations
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CSR Dimension

Tesla's Current Practice in China

Strategic Implication

Economic Local production at Gigafactory Supports profitability, operational

Responsibility Shanghai, investment in battery efficiency and long-term market
technology and manufacturing efficiency | competitiveness

Legal Compliance with Chinese vehicle safety | Maintains market access but

Responsibility standards, data localisation increases compliance costs and
requirements and environmental operational complexity
regulations

Ethical Responsible battery sourcing, carbon Strengthens stakeholder trust but

Responsibility reduction initiatives and supplier faces scrutiny regarding labour

sustainability requirements

practices and supply chain
transparency

Philanthropic
Responsibility

Environmental education, renewable
energy investment and community
sustainability initiatives

Enhances corporate reputation but
has limited influence on competitive
advantage compared with core
business capabilities
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Strategic Objective

Key Performance

SMART Target (2027)

Strategic Initiative

Indicator (KPI)

Financial Improve sustainable Operating margin; Model | Increase operating margin in Expand local sourcing, optimise
profitability while Y sales growth; Cost per | China by 3%; increase Model Y | Gigafactory Shanghai
maintaining market vehicle sales by 10%; reduce operations and increase
competitiveness manufacturing cost per vehicle | software-based revenues

by 5%

Customer Strengthen customer Customer Satisfaction Achieve 95% CSAT; increase Enhance after-sales services,
loyalty and premium Score (CSAT); Net NPS to 75; improve repeat localise software features and
brand positioning Promoter Score (NPS); purchase rate by 8% improve digital customer

Repeat purchase rate engagement

Internal Improve operational Production lead time; Reduce production lead time by | Increase automation, expand

Business efficiency and product Vehicle defect rate; 10%; reduce defect rate below | Al-supported quality control

Processes innovation Battery production 1%; improve battery efficiency | and optimise battery

efficiency by 5% manufacturing

Learning Strengthen innovation Employee training hours; | Deliver 40 training hours per Invest in employee

and Growth | capability and Al software upgrades; employee annually; introduce development, Al research and

workforce development

Employee retention rate

quarterly OTA software
updates; maintain employee
retention above 90%

local engineering talent
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Ansoff Strategy Application to Tesla Model Y in China Evaluation

Market Penetration Increase Model Y sales through improved Highly Suitable
customer experience, software localisation,
financing options and after-sales services.

Product Development Introduce China-specific software features, | Most Suitable
Al functions and upgraded battery
technology for the Model Y.

Market Development Expand the Model Y into new international | Moderately Suitable
markets using China as an export hub.

Diversification Develop unrelated products or enter new Least Suitable
industries beyond the current EV strategy.
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o Does it solve
Suitability the problem?

What is the reaction

Acceptability of the stakeholders ?

Can we deliver

Feasibility the solution?
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Implementation Action Timeline Success KPI

Element

Strategic Objective Strengthen the competitive position of Tesla Q12027 10% increase in Model Y sales; 3%
Model Y through China-specific product increase in operating margin
innovation and software localisation

Key Activities Develop China-specific Al features, localise Q1-Q4 2027 Four major OTA updates completed;
infotainment and navigation systems, improve improved customer satisfaction (95%
battery efficiency, expand over-the-air (OTA) CSAT)
software updates

Resources Investment in Al research, local engineering Throughout 2027 5% improvement in battery efficiency;
teams, software developers, battery R&D and 90% employee retention
Gigafactory Shanghai production capacity

Leadership Vice President China, Gigafactory Shanghai Throughout 2027 Project milestones achieved on
management, Al Engineering Division, schedule
Product Development Team

Implementation Regulatory delays, stronger competitor Continuous No major production delays

Risks innovation, supply chain disruptions

Mitigation Measures | Strengthen regulatory engagement, diversify | Continuous Compliance maintained; supplier

battery suppliers, increase partnerships with
Chinese technology firms, continuous market
monitoring

disruption below 2%
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Tesla Inc.
Global Electric Vehicle Leader

4‘.& Tesla Model Y

Best-Slling Electric SUV
Driving Tesla's Growth

Chinese Electric
Vehicle Market

World's Largest EV Market
Key to Tesla's Global Strategy
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