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[bookmark: _Toc227416628]SECTION 1: STRATEGIC ANALYSIS 
[bookmark: _Toc227416629]1. Introduction and Organisational Context
Strategic management focus on how organisations develop and sustain competitive advantage within dynamic and highly competitive environments (Porte et al., 2014). Firms in an industry where technologies are disruptive and regulators are active, like the automotive and clean energy markets on the global stage, need to match internal capabilities with external environments to stay afloat (Porter, 1985; Johnson et al., 2014). In this context, Tesla, Inc. is a strong example since it enjoys a hybrid status of both an electric vehicle (EV) manufacturer and a combined energy technology corporation (BloombergNEF , 2025).
Tesla has two main business units: automotive and energy generation and storage, which is a strategy-diversified, but interconnected structure (Tesla, 2024, p.2 ). This two-piece model, as presented in Table 1, will allow Tesla to capitalize on synergies in the transportation and energy ecosystems, aiding its overall strategic purpose. The company mission, which is to speed up the process of switching the world to sustainable energy, is translated into practice by its electric vehicles, battery storage, and solar energy solutions (Tesla, 2023, p.4 ). This fact shows that sustainability is not an outer value but part of the core value offering of Tesla.
The other key element of the Tesla strategy is that it has an integrated and direct to consumer model, as opposed to the legacy automotive companies that rely on franchises. As stated in Tesla’s Annual Report (Form 10-K), the company distributes its products through its own online and retail distribution system that allows it to control the price, experience and feedback loop (Tesla, 2020, p.4). This combination of structures, as illustrated in Table 1, enhances the efficiency of operations, and strengthens brand identity and customer responsiveness.
In terms of products and innovation, Tesla has evolved from the well-known products (Model S, 3, X and Y) to new products such as the Cybertruck and autonomous driving (Tesla, 2024, p.2 ). According to Tesla’s Annual Report (Form 10-K) for the year ended December 31, 2024, these developments are a sign that Tesla is becoming more of a technology mobility platform, where the competitive advantage is more about the integration of software, artificial intelligence and continuous over-the-air upgrades than manufacturing alone (Tesla, 2024, p.2).
Most importantly, Tesla's competitive strategy is not only focused on innovation but also on the integration of technology, scale and differentiation. According to Tesla's Annual Report (Form 10-K) for the fiscal year ended December 31, 2023, the company integrates cutting-edge software, economies of scale and innovation to maintain its competitive edge (Tesla, 2023, p.4). This model allows Tesla to disrupt the traditional automotive sector, while staying competitive in a rapidly evolving market.
[bookmark: _Toc227416001]Table 1: Tesla Organisational Overview
	Element
	Evidence
	Source

	Business Segments
	Automotive; Energy Generation & Storage
	Tesla (2024)

	Mission
	Sustainable energy transition
	Tesla (2023)

	Business Model
	Vertical integration; direct sales
	Tesla (2020)

	Key Products
	Model S, 3, X, Y; Cybertruck
	Tesla (2024)


[bookmark: _Toc227416630]Tesla Annual reports 2023 & 2024
2. External and Internal Environment Analysis 
[bookmark: _Toc227416631]2.1 PESTEL Analysis
Macro-environmental forces considerably influence how Tesla strategically positions itself, allowing it to maintain a competitive edge but limiting its capacity to do so. A systematic PESTEL analysis (see Table 2) explains how much the external forces are relevant to the strategic choices made by Tesla.
In terms of politics and legal opportunities, Tesla can take advantage of the political and legal regulations that facilitate the use of electric vehicles, such as subsidies and carbon credit schemes. As shown in Table 2, Tesla has revenues in the form of automotive regulatory credits (Tesla annual reports, 2024, p.2), which have short-term financial benefits. Nevertheless, this leads to strategic dependence because the alterations in environmental policy may greatly influence the sources of revenue. According to Peng et al. (2008), business entities that are deeply embedded in institutionally sponsored markets become more vulnerable to adverse regulatory changes and Tesla is vulnerable to the vagaries of policies.
Tesla is in a capital-intensive industry where considerable investment is needed for the development of large-scale manufacturing facilities (Gigafactories) (Grant, 2019). As shown in Table 2, Tesla's international manufacturing expansion (Tesla, 2020, p.8) allows for economies of scale and cost leadership to be achieved, which is essential for competitive advantage in capital-intensive businesses (Porter, 1985). Nevertheless, this growth also makes it is more risky in terms of finance because of the high fixed costs, as well as sensitivity to macroeconomic changes, such as inflation and uncertainty in demand (IEA, 2023). This is an example of strategic trade-off between expansion and financial soundness.
Tesla's key competitive advantage is its technological expertise. As shown in Table 2, the company has heavily invested in artificial intelligence (AI) technology, battery technology, and Full Self-Driving (FSD) technology, making it the industry leader. Tesla's Annual Report (Form 10-K) for the fiscal year ended December 31, 2022, states these technological advancements are key to the company's strategy (Tesla, 2022, p.5). As Teece (2018) argues, these capabilities can help firms to continually reconfigure and reconnect resources to suit changing circumstances.
Around the environment, Tesla has high congruence to worldwide sustainability trends. Its legitimacy as a sustainability-focused organisation is supported by its mission as shown in Table 2 (Tesla, 2023). However, the sustainability of the firm in terms of environmental issues surrounding the production of batteries and extraction of resources is questionable, implying that its environmental positioning is not entirely free of contradiction (Dunn et al., 2012). Tesla macro-environment offers both opportunities and structural challenges to the growth of Tesla as shown in Table 2 especially in terms of relying on regulation and high capital intensity.
[bookmark: _Toc227416002]Table 2: Tesla PESTEL Analysis
	Factor
	Evidence
	Strategic Implication

	Political
	Regulatory credits
	Revenue support but dependency risk

	Economic
	Gigafactory expansion
	Scale advantage vs financial risk

	Technological
	AI & FSD
	Innovation-led differentiation

	Environmental
	Sustainability mission
	Brand legitimacy

	Legal
	Risk disclosures 
	Regulatory constraint


[bookmark: _Toc227416632](Source: Tesla annual reports, 2020; 2022 and 2024)
2.2 Porter’s Five Forces Analysis
The Tesla company is in a fast-changing EV sector where competition is growing. Figure 1 summarises the structure of this industry by showing the relative power of each competitive force. The intensity of competitive rivalry, as illustrated in Figure 1, is on the rise because the traditional automakers are entering the market and novel EV-oriented companies are entering the market. Tesla has traditionally enjoyed first-mover advantage, but the gap is narrowing rapidly (McKinsey & Company, 2023) between Tesla and the rest of the competition, diminishing differentiation, and increasing price competition. The risk of new entrants is moderate. High capital requirements, technological complexity, and positioning of the brand are barriers to entry as shown in Figure 1. But these barriers can be reduced over time by government subsidies to EV startups (IEA, 2023).
[image: ]
[bookmark: _Toc228458249]Figure 1: Porter’s Five Forces – Tesla Industry Structure (adapted from Porter, 1985)
The power of suppliers is a major limitation. The fact that Tesla has a global supply chain, with the major suppliers of the main components in it being single- sources, contributes to the susceptibility to disruption (Tesla, 2020, p.9; OEDC, 2023 ). This has a constraining effect on the bargaining power of Tesla and poses operational risk as indicated in Figure 1. The buyer power has been growing due to the availability of more EV options to customers, lower switching costs, and improved price sensitivity. The threat of substitutes is quite low and consists of hybrid cars and other mobility options.
[bookmark: _Toc227416633]As shown in Figure 1, Tesla is operating in a highly competitive industry with increasing competition and supplier power. Increasing competition from both traditional car manufacturers and emerging electric vehicle players is driving up industry rivalry (McKinsey & Company, 2023). Moreover, Tesla's dependence on suppliers for key components increases supplier power and creates supply chain vulnerability (Tesla, 2020, p.9). Thus, Tesla needs to remain innovative and build technological capabilities to maintain its competitive edge.
2.3 Internal Analysis: Resources and Capabilities
Tesla's competitive advantage can be explained by its internal resources and capabilities, especially the marriage of scale, technology, and strategy. According to the resource-based view (Barney, 1991), competitive advantage is based on valuable, rare, and inimitable resources. For Tesla, its Gigafactories are a key resource to achieve economies of scale and cost reduction (Tesla's Annual Report (Form 10-K) for the year ended December 31, 2020, p.8). As seen in Table 3, these plants enable Tesla to reach economies of scale and global reach.
Table 3 also demonstrates that Tesla is not like other conventional automotive companies due to its software and AI capabilities. The introduction of Full Self-Driving systems and over-the-air updates are indicators of a move towards a software-based ecosystem (Tesla, 2022, p.5). According to Bharadwaj et al. (2013), digital capabilities play a key role in revolutionizing the traditional industries, which is in line with the strategic development of Tesla. Additionally, the vertical integration strategy of Tesla, as mentioned in Table 3, leads to the increased control of the production and customers experience (Tesla, 2023, p.4). Although this enhances efficiency and responsiveness, it can also diminish the flexibility of an organisation.
[bookmark: _Toc227416634]2.4 VRIO Analysis
The VRIO model assesses the resources in Tesla to determine whether the resources sustain competitive advantage. Table 3 summarises the results of this analysis. The evidence cited in Table 3 is sourced from Tesla’s Annual Reports (Form 10-K) and other industry sources to ensure that the decision-making process has been based on proven figures rather than speculation. According to Table 3, Tesla meets all VRIO requirements in terms of its AI capabilities and manufacturing scale, implying a competitive advantage in the long run (Barney, 1991). 
[bookmark: _Toc227416003]Table 3: Tesla VRIO Analysis
	Resource
	Valuable
	Rare
	Inimitable
	Organised
	Evidence

	AI & FSD capability
	✔
	✔
	✔
	✔
	Tesla’s Annual Report (Form 10-K) for the year ended December 31, 2022, p.5

	Gigafactory scale
	✔
	✔
	✔
	✔
	Tesla’s Annual Report (Form 10-K) for the year ended December 31, 2020, p.8

	Brand reputation
	✔
	✔
	✔
	✔
	Interbrand (2023); Statista (2024)

	Supply chain network
	✔
	✖
	✖
	✔
	Tesla’s Annual Report (Form 10-K) for the year ended December 31, 2020, p.9


[bookmark: _Toc227416635]Such resources are hard to imitate because of intensive capital needs and the experience of technology. Teece (2018) also backs this up by highlighting how dynamic capabilities can be used to maintain long-term competitiveness. However, it is reflected in Table 3, Tesla fails to satisfy the criteria of rarity or inimitability of its supply chain, which leaves the company prone to operational risks and competition. As shown in Table 3, the competitive advantage of Tesla is gradually becoming more intangible because of AI, data, and software, and not the manufacturing per se.
3. CSR and Sustainability Objectives
CSR and sustainability are the core of Tesla strategic positioning, but they are not only used as a means of ethical obligation, but also as a competitive advantage source. The mission, which is to speed up the global shift to sustainable energy, shows that Tesla has an apparent fit between its business model and its sustainability goals (Tesla, 2023, p.4). Table 4 shows that this alignment is realised through its electric vehicles, energy storage systems, and solar energy solutions. 
Strategically, Tesla has incorporated sustainability as a fundamental value proposition as opposed to considering it as the marginal CSR activity. This strategy is indicative of the concept of shared value developed by Porter and Kramer (2011) in which companies create economic values without compromising societal issues. To illustrate, the fact that Tesla has increased the range of energy storage solutions like Powerwall and Megapack contributes to the use of renewable energy and at the same time opens new sources of revenue (Tesla, 2024, p.2-3). The evidence provided in Table 4 shows that Tesla's sustainability strategies are fully integrated with environmental and business goals (Porter and Kramer, 2011).
[bookmark: _Toc227416004]Table 4: Tesla CSR and Sustainability Evaluation
	Initiative
	Evidence (Page No.)
	Strategic Value
	Limitation

	Electric Vehicles
	Tesla’s Annual Report (Form 10-K) for the year ended December 31, 2024, p.2
	Emission reduction, market leadership
	Battery lifecycle impact (Dunn et al., 2012)

	Energy Storage
	Tesla’s Annual Report (Form 10-K) for the year ended December 31, 2024, pp.2–3
	Renewable integration, diversification
	High cost, scalability issues
(IEA, 2023)

	Solar Products
	Tesla’s Annual Report (Form 10-K) for the year ended December 31, 2020, p.5
	Clean energy generation
	Adoption challenges (IEA, 2023)


However, a closer look shows that the CSR strategy of Tesla is not devoid of drawbacks. Table 4 shows that although electric vehicles minimize emissions when they are used, the manufacturing process, especially battery manufacturing, has an environmental impact due to the lithium mining process, energy consumption, and supply chain ethics (Dunn et al., 2012; IEA, 2023). This brings about a paradox between the sustainability story of Tesla and its working reality.
Additionally, the CSR strategy followed by Tesla may be viewed as more profit-oriented since sustainability efforts are closely intertwined with market growth and technological advancement and not necessarily ethical concerns. This is in line with the argument that companies tend to employ the strategies of CSR to boost brand image and brand positioning and not altruistic motives (McWilliams and Siegel, 2001). As we can see in Table 4, the Tesla CSR strategy can be seen as strategic sustainability, using environmental goals as the drivers of innovation, market expansion, and long-term competitive advantage and not as an ethical duty.
[bookmark: _Toc227416636]

4. Comprehensive and Holistic View: Balanced Scorecard Analysis
The Balanced Scorecard (BSC) is a multidimensional platform to measure the performance of organisations developed by Kaplan and Norton (1992) that incorporates both financial and non-financial measurements. The BSC is especially applicable in the case of Tesla to evaluate the effectiveness of the strategy (focused on innovation, sustainability, and scale) in terms of its operational delivery. Figure 2 and Table 5 synthesise and operationalise the four perspectives respectively.
The Balanced Scorecard approach, as depicted in Figure 2, offers a framework to assess organisational performance from four perspectives. For Tesla, this approach illustrates how its strategy, which emphasises technological innovation, sustainability and economies of scale, is implemented in distinct ways. Financially, Tesla enjoys economies of scale and growth in revenues; from a customer viewpoint, it focuses on brand differentiation and innovation; internally, it prioritises vertical integration in manufacturing; and in terms of learning and growth, ongoing investments in AI and software development maintain a competitive advantage (Tesla, 2020; Tesla, 2022). This shows Tesla's strategy is linked to performance.
[image: ]
[bookmark: _Toc228458250]Figure 2: Balanced Scorecard Framework and its Application to Tesla (adapted from Kaplan and Norton, 1992)
[bookmark: _Toc227416637]4.1 Financial Perspective
Financially, Tesla focuses on increasing revenues, minimising costs, and profitability in the long term. Tesla financial performance is directly related to the scale of production and international growth, as shown in Table 5. Investment in the Gigafactories by the company increases the economies of scale, which helps in cost reduction strategies (Tesla, 2020, p.8). Nonetheless, financial risk is brought about by high capital expenditure especially during fluctuating economic times. The financial measures indicate the results of strategic decisions, as Kaplan and Norton (1992) hint, which implies that the long-term profitability of Tesla will be influenced by the effective balancing of growth and controlling costs.
[bookmark: _Toc227416638]4.2 Customer Perspective
The Tesla customer strategy is based on excellent performance of products, innovation, and brand value provision. Table 5 lists some key indicators such as vehicle deliveries, customer satisfaction, and brand loyalty. The direct-to-consumer sales approach by Tesla improves the customer experience and engagement (Tesla, 2020, p.4). Moreover, automatic updates to the software and self-driving capabilities reinforce the perceived value. Nevertheless, the growing rivalry in the EV sector can decrease the differentiation of Tesla, which will lead to the rise of customer price sensitivity (McKinsey, 2023).
[bookmark: _Toc227416639]4.3 Internal Business Processes Perspective
On the inside, Tesla focuses on efficiency in manufacturing processes, integration and innovation processes within the supply chain. Gigafactories are at the heart of production optimisation and cost reduction, as demonstrated in Table 5 (Tesla, 2020, p.8). Moreover, vertical model enables Tesla to have more control over production and distribution (Tesla, 2023, p.4). Nevertheless, the use of single suppliers of important parts brings operational risk (Tesla, 2020, p.9), which points to inefficiencies in the supply chain.
[bookmark: _Toc227416640]4.4 Learning and Growth Perspective
The ability to be innovative and never cease learning is what makes Tesla successful over the long-term. Investment in research and development (R&D), artificial intelligence and expert knowledge of the employees help them to grow strategically as shown in Table 5. The creation of Full Self-Driving technology and AI systems at Tesla can be seen as an expression of its dedication to technology (Tesla, 2022, p.5). Teece (2018) contends that such dynamic capabilities are critical in maintaining competitive advantage in fast changing industries.
[bookmark: _Toc227416005]Table 5: Tesla Balanced Scorecard Analysis
	Perspective
	Objectives
	KPIs
	Strategic Link

	Financial
	Revenue growth, cost efficiency
	Revenue, margins
	Scale & expansion

	Customer
	Brand loyalty, innovation
	Deliveries, satisfaction
	Market leadership

	Internal Processes
	Manufacturing efficiency
	Production output
	Cost leadership

	Learning & Growth
	Innovation, R&D
	AI development
	Future advantage


The strategy of Tesla as shown in Figure 2 and operationalised in Table 5 has a high degree of alignment between innovation, operational efficiency, and market performance. Nonetheless, there are still tensions between speedy growth and operational risk especially in supply chains management and capital investment.
[bookmark: _Toc227416641]5. Strategic Choices and Implementation
Strategic choices define the positioning of organisations to gain competitive advantage, and implementation is the capacity of organisations to translate strategy into practice (Johnson et al., 2020). Tesla has both dimensions that are tightly connected, since the corporation integrates both innovation-based differentiation and massive production capacities. This hybrid strategic model that combines the features of both differentiation and cost leadership questions the conventional generic strategies of Porter (1985) and is indicative of the specialization of Tesla in the automotive and technological industry.
[bookmark: _Toc227416642]5.1 Business-Level Strategy
On the business level, Tesla cannot be regarded as a typical application of the generic strategies that Porter (1985) and Grant (2019) suggests but rather a hybrid strategy that integrates the notions of differentiation and cost leadership. Tesla distinguishes itself with technological innovation, especially artificial intelligence (AI), battery performance, and Full Self-Driving (FSD) functionalities as shown in Table 6 (Tesla, 2022, p.5). This innovative positioning increases the differentiation and brand value.
On the other hand, Tesla is seeking competitive advantages in terms of cost through the economies of scale, which is made possible by the Gigafactory production system (Tesla, 2020, p.8). This combined strategy allows Tesla to reduce costs while maintaining its top differentiation. However, Porter (1985) points out that hybrid strategies can result in strategic inconsistency or being between the worlds. In the case of Tesla, the simultaneous cost efficiency and innovativeness is the recipe for success.
[bookmark: _Toc227416643]5.2 Corporate-Level Strategy
At the corporate level, Tesla adopts a diversification strategy, expanding beyond electric vehicles into energy storage, solar energy, and artificial intelligence. As shown in Table 6, this diversification enhances revenue streams and reduces reliance on a single market segment. For example, Tesla’s energy storage products such as Megapack and Powerwall contribute to its broader sustainability ecosystem (Tesla, 2024).
Also, the Tesla growth towards AI and robotics such as autonomous driving and new technologies indicate a progressive development strategy (Tesla, 2022). Ansoff (1957) posits that this type of diversification is a high risk/possibly high reward strategy, which demands a lot of resource investment and organisational competence.
[bookmark: _Toc227416006]Table 6: Tesla Strategic Choices Evaluation
	Strategy
	Advantage
	Risk
	Suitability

	Differentiation (AI, FSD)
	Innovation leadership
	High R&D cost
	High

	Cost leadership (scale)
	Lower production cost
	Capital intensity
	High

	Diversification (energy)
	Revenue expansion
	Complexity
	Medium–High

	AI & Robotics expansion
	Future growth
	Regulatory risk
	Medium


[bookmark: _Toc227416644]5.3 Strategic Implementation and Change Management
Tesla will be effective in its strategy only to the extent it is able to effect change in a fast-changing environment. Tesla has a high ability to constantly innovate and transform the organisation, which is facilitated by its agile organisation and technology-driven processes. One of the most notable cases is the Tesla software updates, which are over-the-air (OTA), which enables continuous optimization of car performance and functionality without the need to physically make changes (Tesla, 2020). This is indicative of a dynamic attitude towards product development and customer interaction.
Theoretically, the change process at Tesla is correlated with the change model introduced by Kotter (1996), namely its focus on innovation, speed and change which is driven by leadership. Nevertheless, the fast growth and constant change can also pose internal issues, such as inefficiencies in the functioning or pressure on the employees. Tesla has been able to combine differentiation, cost leadership, and diversification, which has contributed to its strategic success, as shown in Table 6. This complexity however brings about risks in execution, especially in the management of large-scale operations as well as uncertainty in technology.
[bookmark: _Toc227416645]5.4 Recommendation of Strategic Choice (IMPORTANT)
As the analysis indicates, AI-based differentiation with controlled worldwide expansion should be the primary focus of Tesla. Although the decision to diversify into energy and AI is strategic, too much growth will lead to a lack of focus and risk of higher operational costs. The strategic decisions of Tesla are very innovative and yet have to be balanced well in terms of growth, cost control, and operational efficiency to maintain competitive advantage in the long term.
[bookmark: _Toc227416646]6. Strategic Evaluation and Recommendations
Having a strategic review is critical in understanding whether Tesla is on a sustainable path with its existing strategy in a more competitive and uncertain environment. This part uses several strategic frameworks to critically evaluate the position of Tesla and come up with justifiable recommendations.
[bookmark: _Toc227416647]6.1 SWOT Analysis
A SWOT analysis gives a comprehensive analysis of the internal strengths and weaknesses of Tesla as well as external opportunities and threats. Table 7 summarises the key elements.
Tesla is technologically dominant and has a strong brand image, which is the main strength as shown in Table 7 and supports the differentiation strategies. But structural weaknesses are seen in weaknesses like dependency on supply chain and high capital intensity. The global EV adoption and technological development are the opportunities, and the threats are the rise in competition and uncertainty in regulations.
[bookmark: _Toc227416007]Table 7: Tesla SWOT Analysis
	Strengths
	Weaknesses
	Opportunities
	Threats

	Strong brand and innovation leadership
	High production and capital costs
	Growth in global EV demand
	Intensifying competition

	Advanced AI and FSD capabilities
	Supply chain dependency
	Expansion into AI and energy markets
	Regulatory uncertainty

	Vertical integration
	Operational complexity
	Emerging markets expansion
	Technological imitation


[bookmark: _Toc227416648]6.2 Application of Strategic Frameworks
To further evaluate Tesla’s strategy, additional tools such as Ansoff’s Matrix and portfolio analysis can be applied. As Figure 3 indicates, Tesla has been busy with product development and product diversification which are both risky strategies (Ansoff, 1957). Although such strategies allow the firm to be innovative and grow, they need a lot of resources, and the firm is vulnerable to uncertainty.
[image: ]
[bookmark: _Toc228458251]Figure 3: Ansoff Matrix Applied to Tesla (Adopted from Ansoff, 1957)
[bookmark: _Toc227416649]

6.3 Critical Evaluation of Current Strategy
The existing approach of Tesla is quite innovative and has various structural tensions. First, its hybrid approach, which is the integration of cost leadership and differentiation, needs to be supported by constant efficiency gains and by technological innovation. Second, the diversification into energy and AI makes it more complicated and may hinder organisational focus.
Furthermore, the Tesla dependence on the regulatory credits and international supply chains are also associated with the introduction of external dependencies that can weaken the long-term stability (Tesla, 2024). Johnson et al. (2011) note that sustainable competitive advantage entails the ability to endure environmental uncertainty in addition to high capabilities.
[bookmark: _Toc227416650]6.4 Strategic Recommendations
Based on the analysis (see Table 7 and Figure 3), the following recommendations are proposed:
[bookmark: _Toc227416651]1. Strengthen Supply Chain Resilience
Tesla should diversify its supplier base to reduce dependency on single-source suppliers and enhance supply chain resilience. As pointed out above, supply chain vulnerability is a major weakness in terms of stability in operations.
[bookmark: _Toc227416652]2. Focus on AI Monetisation
Tesla needs to hasten commercialisation of its AI tools, especially Full Self-Driving services based on subscriptions. This would generate recurring revenues and improve profitability.
[bookmark: _Toc227416653]3. Controlled Global Expansion
Although Tesla could grow by going into other markets, the company ought to be more selective in entering the new markets to prevent overextension and operational inefficiencies.
[bookmark: _Toc227416654]4. Cost Optimisation Strategy
To remain financially viable over the long term, Tesla needs to strive further to enhance manufacturing efficiency to strike a balance between its two-pronged approach of differentiation and cost leadership.
[bookmark: _Toc227416655]6.5 Justification of Recommendations
Such suggestions are based on the strategic management theory and empirically supported (Hill et al., 2021). Teece (2018) pointed out the significance of dynamic capabilities in responding to changes in the environment, whereas Porter (1985) focuses on the relevance of consistency in strategic positioning. Reducing vulnerability and improving competitive advantage, Tesla can strengthen supply chains using AI optimization and growth. As shown in Table 7 and Figure 3, Tesla strategy is highly innovative but lacks balance and risks management. Sustainable competitive advantage may be jeopardized without addressing structural issues, such as supply chain and cost control.
[bookmark: _Toc227416656]SECTION 2: REFLECTION
[bookmark: _Toc227416657]1. Description
This assignment required a detailed strategic analysis of Tesla, its macro and microenvironment, competitive position, and strategy. This involved the use of several frameworks in strategic management, as well as the incorporation of real data from Tesla's annual reports.
.[image: ]
[bookmark: _Toc228458252]Figure 4: Gibbs Reflective Cycle (Adopted from Gibbs, 1988)
[bookmark: _Toc227416658]This reflection is presented in the form of Gibbs' Reflective Cycle (Gibbs, 1988), a popular model that facilitates structured and critical reflection. The cycle involves six stages: description, feelings, evaluation, analysis, conclusion, and action plan. As shown in Figure 4, this cycle allows for a more critical learning experience to be developed, as it connects the experience, learning and improvement process, vital at the postgraduate level
2. Feelings
The learning process was complex at the beginning of the assignment because of the range of models and the integration of theory and empirical evidence. First, there was the tendency to describe Tesla's strategies rather than critically analyse them. However, as the research progressed the certainty increased, particularly when theory and practice were linked. The application of systematic structures (as observed in Figure 2 and Table 6) aided in the arrangement of ideas in a better way.
[bookmark: _Toc227416659]3. Evaluation
While the assignment process was good, it also had its pros and cons. One of the main strengths was being able to apply several strategic models within one real company and to learn how theory works in a practical scenario. Thus, using tools such as VRIO analysis (in Table 3), identified the core competencies of Tesla; whereas the Balanced Scorecard (as shown in Table 5) offered a more comprehensive performance evaluation. However, another limitation was the heavy preliminary dependence on descriptive analysis only, especially with respect to interpreting Tesla annual reports. This was done by using more academic sources, as well as changing the emphasis from summarization to critical evaluation. Another difficult thing was to keep coherence along with the argument due to handling many different sources.
[bookmark: _Toc227416660]4. Analysis
The experience emphasised the overall key role of critical thinking in strategic management as structures are inadequate unless applied critically to understand and assess organisational strategy. Although the external factors could be identified previously using the tools like PESTEL (see Table 2), the closer analysis showed the presence of strategic risks, e.g., the regulatory dependency and the vulnerability of the supply chain, could not be identified immediately using the descriptive application of the tools. This proved that the worth of such frameworks is that they can reveal complicated strategic connotations as opposed to simply identifying information.
Moreover, academic literature was deeply integrated, which also provided a high level of analysis to the assessment. Theoretical premises such as Porters (1985) competitive strategy and VRIO framework developed by Barney (1991) gave a solid background on evaluating the strategic positioning of Tesla and sources of competitive advantage. This procedure follows the experiential model of learning provided by Kolb according to which knowledge is constructed as a result of the transformation of experience into a deeper comprehension and critical analysis.
[bookmark: _Toc227416661]5. Conclusion
In overall, this assignment deepened better understanding of strategic management concepts and its implementation in practice. It illustrated that the best strategy incorporates a mix of innovation, operational efficiency, and sustainability. In Tesla's case study, there were competitive advantages by achieving technological capability that gave them an edge on the market yet had also created vulnerability brought along by rapid growth and reliance. The process also emphasised the importance of moving beyond descriptive writing towards a more analytical and critical approach, which is essential at postgraduate level.
[bookmark: _Toc227416662]6. Action Plan
There are several things that can be done to improve the quality of analysis and academic results for future assignments. Firstly, it's important to include more critical evaluation during the initial writing process, rather than editing the descriptive sections later. This will allow for more consistent analysis throughout. Secondly, drawing on a wider range of academic literature from the outset will add to the strength of arguments and provide theoretical rigour. Thirdly, better time management will enable more time for reviewing, editing, and developing the analysis. Lastly, establishing a more consistent writing style will improve clarity, consistency, and a coherent flow of ideas throughout the whole assignment.
Finally, from both a student and professional perspective, further evolution of analytical skills, particularly in relation to the analysis of complex strategic issues is likely to be beneficial. This assignment went to show that strategic management is not only about model application, but also being able to critically assess complex organisational environments (see Tables 2-7 and Figures 1-4). Overall, the application of Gibbs’ Reflective Cycle (see Figure 4) meant that the reflection process was more than narrative and included a more evaluative learning approach.
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