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[bookmark: _Toc49951943]Introduction 
Tesla is a US-based electric car producer which was established in 2003. The company operates from “Palo Alto, California, US”. The current CEO of the company is Elon Musk who is also among the founder of the company. In 2019, the company suffered a net loss of $862 million. But the company is showing sign of recovery as its net income in the second quarter of 2020 was $104 million. Elon Musk owns 20.8% of the company where 48016 employees work (Tesla, 2020). Tesla is among the pioneer of electric car and China is among the most important market for the company. The demand for the electric car is increasing because of the urgency to protect the environment and many other reasons. This aim of this essay is to analyse the value chain of Tesla electric car. For this Porter’s value chain analysis tool will be used.  
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This concept of the value chain is introduced by “Michel E. Porter” in 1985 in the “Harvard Business School”. This model includes all the activities required to produce a product to sell it to the final customers (Mozota, 2010). Each stage of this model adds value to the product and if any of the stages are left out or become weak then it will have a serious impact on the product. For this, a business like Tesla must have to make sure that each stage of its value chain works with effectiveness. Analysing Tesla electric car value will help to maximise the value and get superior results. Value chain optimisation can help an organisation to improve operational efficiency and achieve competitive advantage. This value chain of Porter divided value-added activities into two categories which are primary activities and supporting activities. 
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The activities which have a direct relationship with the production of Tesla electric cars are known as primary activities in the model. There are five activities which are considered as primary activities in the model. Those are: 
Inbound logistics. This primary activity refers to the inward flow of goods in the organisation. This includes the transportation of goods, storing and delivering the goods to the customers. Most of the warehouse of Tesla located in the US and it has one warehouse in Taiwan. Most of the warehouse of the company is taken as a lease. The main manufacturing facility of the company located in “Fremont, California, US” which is owned by the company. This facility of the company is used for production as well as warehousing. The size of the facility is 5.5 million square feet (Investors Overview | Tesla, Inc., 2020). There is another warehouse of the business in California and most of those are taken as a lease. The company uses its warehouse facility to store is an electric car and distributing those cars as well. The warehouse which the company has in Taipei city is used for storing cars as well as providing service and administration. It also has warehouses in Asia, Europe and North America.         
Operations, Tesla started its business operation in 2003 by some engineers who dreamt to develop an electric car. In 2008, the company launched Roadster and after that Model S.  The company mainly operate from Palo Alto but over the year it expands its business operation around the world becomes a multinational company and an iconic brand. The headquarters of its Europe operation is in Amsterdam, Netherlands (Bruijl, 2017).  The business owns a facility in Tilburg which the company uses for manufacturing the electric car. The main activity of this facility of the company is testing and controlling the quality of Model X and Model S which the company delivered to the EU. In Reno, Nevada Tesla has a facility which is called “Tesla Giga factory 1”. The company uses this facility to produces and store battery for its car and it’s also used as a storage for energy products. Model 3 drive unit is produced in this factory. Tesla also has a manufacturing facility known as Giga factory 2 which is located in Buffalo, NY and its size is 1.2 million square feet. Giga factory 3 of Tesla located in Shanghai, China.      
Outbound logistics, Giga factory 1 is the leading manufacturing facility of Tesla which is located in Reno, Nevada. This facility of the company is also used to distribute the final goods to the customers. The facility which the company has in Fremont California used for electric car assembly and test the product before sending it to the market. The Tilburg facility of Tesla is used to distribute the electric car of the company to its European customers and also used as a customer service centre. Most of the warehouse of the company is in the US and taken as leases (Pratap, 2019). These warehouses are used to store the cars and ship those cars to the customers. Giga factory 3 which is located in Shanghai started its production and providing Model 3 car to the Chinese customers. 
Marketing and sales, it is among the most important primary activity for all companies. The automobile industry is very competitive because of the existence of big firms. To ensure sustainability, the companies of this industry used different types of making channel which includes traditional marketing as well as digital marketing for promoting the product and develop brands. But the fact is Tesla invest a lot less than its competitors in marketing (Jenčová, Vašaničová and Litavcová, 2019). The main tool which the company uses to promote its product is its website and different digital marketing tools. The CEO of the company Elon Musk uses social media like Twitter to meet with fans. 
Around the world, Tesla has several stores which help the company to build a strong network. The company uses these stores as a tool to market the product and service of the company as well as selling its product. These stores help Tesla to promote the product and service of the company and develop brands. The company uses its stores as a means of getting feedback from the customer faster which helps to understand the requirement of the customers. The company ensure that these store located in famous cities where it can achieve high visibility. Most of these stores sales car to the customers and at the same time provide after-sales service. 
The company is continuously trying to increase its network by establishing shops in new geographic area as the management of the company understands that establishing new shops increase the demand for its product. The company also established a huge network of the supercharger and destination charger so that the customers of the company did not face any type of problem because of charging. Tesla is targeting Asia, Europe and North America to expand the business operation of the company. The company is now mainly focusing on innovating product and quality after-sale service (Tesla.support, 2020). Tesla always wanted to become a customer-oriented company and it is developing its brand image as such. It invests a huge amount of money in innovating new product and providing after-sales service so that customer satisfaction can be ensured. For Tesla, China is the biggest market where the company open several outlets in cities like Guangzhou, Beijing, Nanjing, Shenzhen and Shanghai. In the US, Tesla has shops in big citifies and trying to attract customers.         
Product and services, this is the last primary activity as per “Porter’s value chain model”. The business introduced its first electric car in the market in 2008 and after that Model S. Model X was launched by the company in 2015 and 2016 it launched Model 3. The products of Tesla include “Model S. Model 3, Model X, Model Y, Roadster and Cyber Truck” (Tesla, 2020). All of these products are electric product of the company. Cyber Truck is the latest version of Sci-Fi vehicle of the company which is powerful, safe for the environment and very safe for the drivers. Most of the electric cars of the company are liked by the customers and after-sales service of Tesla is amazing. 
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The activity which is not directly related to the production of products but helps to increase the efficiency of the product is support activities. These types of activities mainly support primary activity. 
[bookmark: _GoBack]Technology, the competition in the automobile market is very intense and many companies are trying to launch alternative fuel vehicles. Companies like BMW launch an electric car in the market and become the main competitor of Tesla. BMW also has a plan to introduce more electric car in the market as well as a hybrid car (Simsekoglu, 2018). In the automobile industry technology has become the main factor of differentiation. Technologies like autonomous driving and electric mobility are the hottest technology in the electric car industry and the business which can grab and use these technologies will be able to achieve competitive advantage. Tesla is among some of the firms which are researching in both of these two techniques. In 2018, Tesla invested $1.34 billion in R&D which was $1.46 billion in 2018. The huge investment of the company in technology development helps to achieve competitive advantage. 
Infrastructure, Tesla has two main division based on the product category of the company. These are automobile segment and energy product segment.  Tesla administrative structure is different from other companies. Elon Musk is the main decision-maker in the business, CFO “Zachary J Kirkhorn” manages accounts, finance and other areas. The vice president of the company manages production, marketing, sales and engineering.        
HRM, Tesla has 48016 employee who works for the company full time. One of the main features of Tesla employees is that the employees are very skilful and this helps the company to improve productivity. The company mainly depends on its employee to run the business effectively and achieve competitive advantage (Shiddiq, 2020). The HRM of Tesla focuses on developing a talented workforce by recruiting the best talent and retains those talents. The management of Tesla knows that effective management of HR will help the company to grow faster. 
Procurement, the electric car which the company produces required many parts which Tesla collected from suppliers around the world. The company has a strong relationship with its suppliers which help to ensure the effectiveness of production. Key parts like cells and their procurement, Tesla choose some of the suppliers and develop an effective relationship with those suppliers (Smith, 2019). The business builds a relationship with many suppliers while some business build relationship with a single supplier and for that, the business has to face a different problem. Panasonic is among the most important supplier of Tesla which supplies battery cells. 








[bookmark: _Toc49951947]Conclusion 
In the electric car industry, Tesla is the market leader because of its value chain. The company has several warehouse facilities worldwide to ensure that the company has all it needs to produce its product. The operation of the company is very effective along with outbound logistics as it uses some of its facility for production as well as distribution. The marketing tactic of Tesla is different because the company used its shops as a promotional tool along with other digital marketing tools. The main products of the company include Model X and Y, Model S and Model 3 along with Roadster. Tesla invests $1.34 billion to develop electric mobility and autonomous driver technology. The HRM of the company is effective which helps to improve its productivity and ensure the company sustainability.      
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