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[bookmark: _Toc102430199]Introduction 
Business environment refers to the overall scenario in which the operations of the business are operated. From the context of internal and external environment, the activities of the business can be affected. Business environment impacts on the decision making, key organisational functions and value addition to the market. The aim of the report is to analyse the business environment of Tesla to determine how different influential factors from business environment affects the organisational marketing activities. Tesla is associated with the production of electric vehicles and the operation of the business was started from 2003. The company grabs 14% market share from global electric vehicle industry. The vision of Tesla is to adopt sustainable clean energy and take part for the reduction of environmental pollution. For instance, both internal and external environment of Tesla will be analysed to this report. The roles played by marketing department of Tesla tends to be discussed in completing the report. 


[bookmark: _Toc102430200]Analysis of external environment of Tesla 
There are many kinds of influential environmental factors that have direct impact on the organisational performance of Tesla. For example, the political, economic, social, environmental and so on have the ultimate effective on the activities of Tesla (Long and Holle, 2017). As a marketing consultant of Tesla, the external environmental drivers of Tesla are mainly analysed in this context by conducting the secondary research on the organisation. Different external influential drivers and their impact on Tesla are explained as follows: 

Source: (Worthington et al., 2018)
Political: The government rules and procedure to carry out the business of electric vehicles in any country are regarded as political environment that can affect the business activities of Tesla. At the context of United Kingdom, the BREXIT issue will affect the business of Tesla in the high extent. As the free entry of the European business organisations into United Kingdom have been restricted by BREXIT, the organisation need to pay extra custom duty to carry out the business in different region of United Kingdom. The adjusted taxation policy in different counties and the rules to start and carry out the business must be maintained by the management of Tesla (Woods, 2018). The political stability is also a major factor behind the collection of raw materials and supplying products of Tesla. For example, Tesla imports Cobalt as raw materials from Congo. About 58% world cobalt production is incurred to Congo. But the political instability within Congo has increased the risk of collection of cobalt and the organisation associated with importing cobalt can be affected in the high extent. US government has offed about 7500 USD tax credit to the buyers who wants to buy electric car. This political decision can increase the opportunity of Tesla from the business environment. 
Economic: The GDP, GNP, NI, Interest rate and different kinds of economic factors are considered as overall economic environment of a country. As Tesla is involved to the business environment in various kind of countries, these types of economic variable needs to be considered by the company to operate the business functions. The global electric vehicle market is valued about 39.8 billion USD and it is growing fast day by day. For instance, there has opportunity for Tesla to increase the scope of the business at the international market. At 2021, the sales of Tesla have been increased by 3% and this phenomenon will be continued in the coming future as per its effective business plan and decision making (Worthington et al., 2018). The COVID 19 pandemic has led to economic slowdown and the treat to the global electric vehicle sector has been increased in the recent time. In this pandemic, the effective project management decision and value based marketing of Tesla were effective to promote the products and increase the sales volume. Global economic development is increasing day by day along with the income level of the individuals. In such kind of economic situation, there has opportunity for Tesla to increase the base of the business. 
Social: The social interest on electric vehicle is increasing day by day and it has been become as social trend in the recent age. The sincerity among the people of the society to use the clean energy has also been increased. For this reason, the demand for the electric car of Tesla has been increased in the systematic manner (Accardi-Petersen, 2011). The values, belief, norms, and behaviour of the people in the society has been converted to use the sustainable clean energy. In this context, the opportunity for Tesla to sell more products to the market has been enhanced. The tax remission support from the government to use the electric vehicle can motivate the people from the society. 
Technological: The improvement of global technology is regarded as positive sign for Tesla. Hence, the automotive and energy solutions of Tesla mainly depend on the advanced technology. The business model of the company is also designed as per the technological application to business. The business of Tesla is also depending of innovation and technological application to beat its competitors (Worthington et al., 2018). The technological strength of the company has created its comparative advantage position to add values than that of its competitors from the electric vehicle industry of the world. 
Legal: The legal issues including vitality utilisation, patent, trademark need to be followed by the management of Tesla it operates its business in different kinds of countries. The legal provision of different countries is different in types. For example, the equality law, health and safety act, equal pay act, disability discrimination act must be followed by Tesla to operate the business in various corners of the world (Blackstone and Christian, 2010). By following all kinds of legal promotion Tesla can increase its scope to the market. 
Environmental: The business model of Tesla is shaped with protecting environment as clean energy is focused by the company to its business model. The management of Tesla has focus on control the emission and the electric car is prepared to reduce pollution (Sefue and Mkapa, 2013). The carbon footprint of the company is also controlled effectively by the top management of the company so that the organisation can have positive impact on the environment. 


[bookmark: _Toc102430201]Internal environmental factors influencing Tesla 
There are some internal factored associated with the organisation that can affect the business operations of Tesla. The internal influential drivers of Tesla are explained as follows: 
Mission and vision: The mission of Tesla is to accelerate the advent of sustainable transport by bringing the value added electric vehicles to the market. Moreover, the vision of Tesla is to create the company as most compelling car company in the 21st century as per the transition to electric vehicles (Worthington et al., 2018). The mission and vision of Tesla are shaped with environment sincerity from the top management of the organisation. By analysing the mission and vision statement of the organisation, it has been found that it has chance to grab the market in producing environment friendly vehicle. 
Corporate culture: The corporate culture is defined as the values hold by the employees within the workplace of the organisation. The corporate culture of Tesla creates the competence necessary to the employees to innovate the products. The innovation is recognised effectively in the management of Tesla (Cohen, 2016). Moreover, move fast, constant innovation, think like owners are the elements of corporate culture within Tesla to associate the employees with the goals and objectives of the company. 
Business model: The management of Tesla is determined to change the current business model and undertaking the heavy automotive industry by selling the products to the byers. The charismatic leader of Tesla Elon Musk promotes the products directly to the market to increase the values of different electric vehicles (Biginas et al., 2022). The business model of the company has focus on the automaker, hardware supplier and tech company which can generate more values from the market. 
Human resources:  Tesla has about 70000 employees working in different countries of the world. The diverse workforce tends to be focused by the central management of the organisation to recruit and manage the employees. The huge number of workforce of the company has increased the organisational capacity of production. Moreover, the company has capacity for large scale of production and customer services (Worthington et al., 2018). The labours of Tesla are migrated from different countries and diversity as per culture is managed to the workplace of Tesla. Thus, the organisational opportunity has been increased. 


[bookmark: _Toc102430202]Roles of marketing played within the organisation 
Marketing is an effective functional unit of Tesla that is associated with upholding the brand towards the customers in market. Moreover, marketing play wide range of roles within Tesla so that the company can fulfil its stated goals and add values from competitive business environment. Different roles of marketing within Tesla are explained below: 
Defining and managing brand: Through wide range of marketing channels, Tesla defined the brand to the customers about the nature of products and the values that can be arisen through the organisational products. The management of brand is also directed as per marketing activities of the organisation (Perreault et al., 2011). The marketing teams of Tesla interacts with the customers and the uniqueness of the products are basically offered to the customers so that the brand awareness among the customers can be enhanced. 
Product promotions: Marketing is associated with the promotional activities of the products. Hence, Tesla disseminates various information about the organisation, brand quality, product line with the customers (Perreault et al., 2011). Interacting with domestic and international customers are also conducted through the marketing activities of Tesla and the wide range of product promotion of the company can be taken place by the roles of marketing. 
Monitoring social media: As a role of marketing, Tesla monitors the social media to create the strong base in society. For instance, Tesla applies Facebook, Twitter, Instagram, YouTube and various types of social networks. Through these types of social networks, the contents about the product information can be disseminated to the customers (Cohen, 2016). Thus, the customers associated with societal media can get to know about the products and they can take the buying decisions. 
Maintaining international communications: Tesla maintains the international communication as a part of organisational marketing. For example, Tesla has business to about 4500 destinations of the world. To maintain the communication with these kinds of destination, the organisation is associated with international communicating (Baron, 2010). The international communication is subject to increase the brand awareness among the customers and the brand value of the company can also increase my maintaining international marketing communication. 


[bookmark: _Toc102430203]Recommendations for future 
By analysing the internal and external environment of Tesla, the recommendations are given to the organisation so that the company can add more values in future and overcome its challenges and weakness. The following things are recommended below: 
· Tesla should adopt the value based marketing of the electric vehicles to the market as the values of the clean energy products have been increased recently to the market along with the government support. 
· The capacity of production should be focused by the company to fulfil the increased demand in the market. 
· Tesla should focus on dealership and service associates as many of the customers have complain about service centre of the vehicles. By focusing on the service associates the query of the customers can be responded effectively by the company. 
· Quality control strategy should be practiced and it should be prioritising in all section of the organisation to ensure the superior quality of different types of products. 


[bookmark: _Toc102430204]Conclusions 
In summary, the marketing activities of Tesla has played wide extent of roles as the main activities of marketing is directed by CEO of the organisation Elon Musk. Though, some risks have been arisen from the external environment towards the organisation, the charismatic leadership within the company can be effective to overcome the risk and ensure the sustainable business development. The factors within the internal environment of Tesla has been determined as the strength for the company to expand its business in more countries. Above all, the roles of marketing in the organisation are highly associated with increasing the values of the company in optimum manner. 
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