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Executive summary:
   The purpose of this report is to critically analyse and present findings on an electric automobile organisation named Tesla, the focal point of this report is to look at the strategy management this company has in place and how this organisation remains prosperous and resilient.
   Other factors such as sustainability will be touched upon and tools such as a SWOT and stakeholder analysis will be used, amongst others, to identify important aspects of the organisations daily tactics that aid in the execution of their strategic management objectives.

1.0   Introduction:
      1.1   Definitions of strategy:
   The term ‘strategy’ was known to the ancient Greeks as ‘Strategos’ and literally transcribed to ‘tricks of war’ this simply meant a need for armies to defeat their rivals by planning and implementing war manoeuvres (Horwath, 2006). Today, it is used as a business term to describe how an organisation plans to achieve objectives compete and survive as a company.
      1.2   History of Tesla:
   Tesla was innovated in 2003 by Martin Eberhard and Marc Tarpenning who were engineers themselves, specifically working on renewable energy. The pair decided upon the brand name in memory of Nikola Tesla who was a 19th century engineer that created the ‘Tesla coil’ for the AC electric motor, which is now used in the Tesla cars we see today (Interesting engineering, 2020).
In 2004, Elon musk joined forces with Eberhard and Tarpenning and invested over 6 million in Tesla stocks to become the chairman for the organisation, with their mission statement being “To accelerate the worlds transition to sustainable energy” (Tesla, 2021).

2.0   Main findings:
      2.1   Theorists views on strategy:   
According to Johnson and Scholes (2004), strategy is a long-term plan that gives an organisation an advantage when applied correctly with the use of their resources, this allows an organisation to fulfil expectations from stakeholders.
   Mintzberg (1985), suggests that an organisation has an ‘intended’ strategic plan, that will aid the company in reaching their objectives by using daily tactics that abide with their strategy. However, Mintzberg also argues that this deliberate strategy that is put into place may change due to an ever-evolving world, these changes are formed into an ‘emergent’ strategy. When this emergent strategy and the intended strategy are combined, a ‘realized’ strategy which is the product of both, is created. Allowing room for innovations to take place in regard of emergent strategies, will ensure a company is agile and adaptable. Below is an image to visualise how these realized strategies are born:
[image: ]

      2.2   Tesla and their competitors:
   There are many hybrids and electric auto mobiles available on the market today and with increased awareness by society about the importance of using renewable energy, they are more popular than ever before. In 2019 alone, there were 2.1 million sales made worldwide for electric automobiles, a 40% increase from 2018 (IEA, 2020). 
      The mistake other automobile companies made regarding the success of Tesla, was those organisations such as Mercedes, Toyota and Volkswagen who wrote off any success by Tesla as the company emerged in the early 2000’s, as they assumed the organisation could never execute their plans. This mistake by other organisations affected their own strategic plans for the future as companies such as Mercedes and BMW have even had to lay off staff as a precaution to lack of sales, meanwhile, Tesla is ranking the third best car sales of the year for their ‘Model 3’ version where 400,000 were sold in Europe alone in 2020 (Forbes, 2020). It can be assumed that Tesla were the underdog of automobiles during these times and no matter what perception one organisation has of another, they should always be included within an organisations strategic plan.
      2.3   How Tesla adapts to diverse cultural needs:
   An increase in sales of electronic automobiles ensures Tesla and other companies are keeping a very close eye on their strategic plan and reactive strategies are emerging more often. Tesla provides stakeholders with a consistent execution of strategy management by adaptation to various cultures. For example, in China, tesla tweaks their ‘Model S’ car to include an executive rear seat and the automobile also includes a free home charging port, this tweak derived from an emergent plan due to sales in China not being as high as elsewhere and it resulted in a 50% increase in sales (Market realist, 2015).
   Making this one change to their automobiles to suit cultural needs has ensured Tesla accelerates sales by gaining respect from diverse consumers and cultures. Schneider and Barsoux (2003), example the close relationships between culture and strategy, such as the affects different cultures have on a strategic plan, how strategic management approaches should differ in individual cultures and how the contents of decision making for those strategic plans are affected. Peter Drucker (2006) once said that “culture eats strategy for breakfast” and he couldn’t have been more correct, therefore it is vital for the success of an organisation to tailor their strategy plan around cultural aspects.
   Tesla took into consideration changes such as market preferences, technology, opportunity and innovations to adapt their strategy plan with the reactive situations. It is evident that Tesla are thinking for the long term with their strategic management and according to Cloke and Goldsmith (2002), success regarding strategy planning is achieved through focusing on the long term and taking notice of the solutions rather than the problems, and Tesla are doing just that, by focusing more on the inevitability that consumers will and already are preferring to purchase green energy products and dedicating their produce to being the best available for diverse markets with a differentiation to suit cultural needs.
      2.4   Organisational leadership:
   It would be the responsibilities of the leaders to implement models such as the clock to strategize and analyse any potential threats or weaknesses within their organisation. Drucker (1989) writes that leadership is the most important trait within an organisation as it cannot simply be learned, promoted or created, it is something engrained within an individual naturally. So, for an organisation to execute strategy models confidently, they must have an impeccable team who have natural leadership traits. 
   According to Mintzberg (2009), there are at least fifty-two traits that make up a good leader, with a few being committed, confident, communicative, decisive, visionary, ambitious, supportive, dependable and consistent. It is from these leaders that emergent plans are created, by taking the tiniest thoughts and processing them into major growth for an organisation. Instead of being determined to stick to an intended strategy, leaders are open-minded and allow these naturally inherited traits to tweak their strategy for the benefit of their organisational growth.
      2.5   Tesla and sustainability:
   It can be said that when Tesla started their innovations in 2003 about sustainable automobiles, they were years ahead of their competitors. With the media introducing a new age of conditioning that enables society to become encouraged with sustainable living through the introduction to individuals' points of view such as Greta Thunberg (2019) and her climate crisis speech is obviously one of the main reasons why organisations such as Tesla have accelerated sales.
      2.6   Marketing strategy:
   With Tesla’s objectives being to transition society to an eco-friendlier way of travelling, they allocate their human resources such as their consumers to market their brand via evangelism, this way deducts costs from Tesla’s marketing plan as they rely heavily on word of mouth, and they do so intentionally. The profit made by the sales of these high-end vehicles via evangelism, is set aside to create a more affordable version in the future, Tesla deliberately do things this way as it is part of their strategic plans. According to Hooley (2008), for organisations to survive they must continuously revise their internal and external factors, such as other brands creating these cheaper models before them.
      2.7   How Tesla sustains unique values with the use of resources:
   Other unique values that Tesla offers to their consumers are the personal touches to their sales, Tesla only sells their automobiles directly from the company, there are no middlemen car dealerships involved to allow prices for their vehicles to be cheaper, this way of marketing cuts out any commission costs and gives a more personal touch to consumers resulting in greater customer satisfaction. Tesla also offers a pre-owned warranty to its consumers where they can return their vehicle after three years for a 50 % money back guarantee, these returned cars are then refurbished and inspected and sold on for cheaper as they are pre-owned, giving the not so wealthy an opportunity to purchase the automobile. Another tactic within Tesla's strategy management is the positioning of their showrooms, they are positioned in a high foot traffic area within cities so that passers-by who are interested in purchasing a new vehicle have more encouragement to purchase a Tesla, when a consumer purchases from a gallery, there is often large discounts such as $30,000 making this more appealing to customers. Another aspect of Tesla’s strategy plan is working alongside big brands such as Panasonic for their lithium batteries, as these brands are well established, consumers feel they have more peace of mind when purchasing (Holland, 2021).
      In 2004, Elon musk joined forces with Eberhard and Tarpenning and brought with him 6.3 million dollars' worth of financial resources, this enabled the company to produce their first automobile in 2008 (Dudovskiy, 2021).
   Another very important resource of Tesla’s is their physical resources such as machinery, their buildings such as factories and their showrooms where sales are made, their equipment such as the technology they input into their automobiles and their distribution networks. Tesla has their human resources such as the employees, the salesmen and the chairmen, all who collaborate to design and innovate these unique vehicles. Another very important human resource of Tesla’s is their consumers, not only for purchasing the vehicles but for also marketing via word of mouth. Tesla also has their intellectual resources, and for a company with this much creativity and innovation it can be assumed that this form of resource is one of their most valued (BMA, 2020).
      Tesla attempt to sustain their unique values by preparation for change and constantly reviewing their strategy plan to discover any areas where improvements can be made, it seems Tesla are unlike other brands that fear adaptation to change and instead they welcome it. As displayed in the SWOT analysis above, one of Tesla’s strengths are their ability to innovate uniquely, this will ensure they stand out amongst competitors.
   By using and marketing that their produce is eco-friendly, Tesla have caught the attention of consumers who are living ‘green’ lives and are ready to purchase an electric vehicle, with the sleek designs, modern technology and the added bonus of being eco-friendly, consumers may find themselves attracted to the brand knowing that their carbon footprint has been reduced. However, the mistake Tesla is making is that the produce is aimed more at high-end buyers, to live by their mission statement of ensuring the whole of society transitions to sustainable energy, it can be assumed that Tesla may benefit from producing more affordable, electric vehicles for the stereotypical family

3.0   Analysis
      3.1   Analysis of Bowman’s strategy clock:
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      3.2   Evaluation of Bowman’s clock:
   Above is an image of Bowman’s strategy clock, created by Bowman and Faulkner (1995), this marketing model allows organisations to view their competitors positions by placing them on or near one of the eight numbers within the clock. The number one position represents an organisation that has low prices alongside low product value, number two represents companies with low prices for their produce, number three represent hybrid companies that have low prices yet a good perception from companies, number four represents a company whose products differentiate from the others, number five represents a focused differentiation of products that usually aim for a high-end market, number six is where organisations have risky margins due to overpriced produce, number 7 is when a company uses monopoly pricing and number eight is when a company loses market shares. 
   When an organisation is placed within numbers six to eight it is assumed they are destined for failure as they have high pricing with a low customer perception. Tesla is placed within number five of the clock as they differentiate by the use of sustainability, and the design and performance of their vehicles, they are focused differentiated because their automobiles are aimed at a more high-end, luxury market. BMW, which are on of Tesla’s competitors would be situated around number three on the clock, a hybrid organisation, as they offer quality vehicles at affordable pricing which opens them out to a broader consumer base.
   When an organisation recognises where on the clock their competitors are at, emergent plans for that organisation’s strategy can be put into place to ensure that no competition is a threat. It also allows an organisation to see where they are currently at, which direction of the clock they would like to go in and where on the clock they need to be.
         3.3   SWOT Analysis:
Financial Resources
Highly innovative 
Consumer Loyalty
Unique Values  
Partnerships with brands such as Panasonic
High costs
 inability to expand to some countries due to high purchase costs of vehicles
scepticism from society about electric vehicles
Demand for the use of renewable energy is increasing
 Sustainability is becoming part of everyday life
career opportunities for technology
Competition from other sustainable energy vehicles such as solar
emerging brands
STRENGTHS:
WEAKNESSES:
OPPORTUNITIES:
THREATS:

      3.4   Evaluation of the SWOT analysis:
   Above is an image of a SWOT analysis for Tesla, there is equal information in all aspects of the analysis that include the organisations strengths, weaknesses, opportunities and threats, by analysing these aspects of an organisation, a competitive advantage can be gained, and a company can distinguish itself from its competitors. However, a SWOT analysis has weaknesses of its own as it is subjective, it should ideally be used in collaboration with other forms of analysis (Mindtools, 2017). Tesla are in no doubt unique to other automobile manufacturers currently, they are marketing with sustainability in mind. Tesla manages to keep marketing costs low as they rely heavily on evangelism, and they team up with well-established brands to ensure the word-of-mouth marketing is confidently positive. However, with the high purchase costs of the vehicles, this provides limitations as to what regions the automobiles can be sold in, Tesla are innovating to amend this with their pre-owned warranty enabling them to resell the used cars at more affordable prices, but it can be assumed that this just isn't enough to enable Tesla to move forward with global expansion. With the knowledge for renewal and sustainable energy expanding amongst society, there will no doubt be new brands emerging that offer similar produce as Tesla, this will create more competitors that Tesla need to be prepared for.
      3.5   Stakeholder analysis:
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      3.6   Evaluation of the stakeholder analysis:  
Every organisation has stakeholders, these are individuals or other organisations that have an interest in a company. According to Mullins (2016), stakeholders are individuals who are affected positively or negatively by an organisation's goals, activities, operations and behaviours. These stakeholders include the government, CEO, consumers and employees of any organisation. Mendelow (1981), states that where the stakeholders are placed on the power and matrix grid, determines how much power and/or interest that stakeholder has in an organisation and each individual section of the grid resembles how the stake holders placed within should be treated and dealt with.    
   As you can see from the above analysis, the government have an increased power and interest in the Tesla organisation, to keep the government satisfied by engaging and consulting with them on aspects such as sustainability and plans for economic developments, will result in Tesla staying on track with their mission. On the lower end of the scale are the competitors, the grid shows that Tesla just needs to monitor these and take into consideration any innovations from competitors so as the organisation can maintain a healthy name for being the best electric vehicle manufacturer on the market.

4.0   Conclusion:
   To conclude this report, it is evident that Tesla are one of the leading manufacturers of electric vehicles and leading in the automobile industry as a whole. Tesla take great pride in the use of renewable energy used within their vehicles and this is proven to be a great asset regarding customer preferences and sales. It can be assumed that if Tesla took into consideration the markets for other brands such as BMW, and how affordable some models of those brands are, then Tesla could create automobiles to suit a range of different incomes and rapidly expand the growth of their organisation. Other than not catering for anything other than high-end sales at this point of time, Tesla seem to have all other aspects of their business at complete control and are evidently doing well considering they launched their brand in the early 2000’s. The organisation is proof that it is best to feel the fear of failure and continue with plans anyway, just tweaking those plans, when necessary, can lead to incredible growth.
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