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Executive Summary
The current report is a critical strategic management analysis of Tesla, Inc., the worldwide recognised clean energy and electric vehicle (EV) firm, which is based in Austin, Texas. Tesla is a company that operates at the crossroads of the automotive and the sustainable technology sectors and has therefore, radically changed both the automotive and energy sector ever since its inception in 2003. Using the developed theoretical concepts such as the PESTEL analysis, VRIO framework, the Balanced Scorecard developed by Kaplan and Norton, SWOT analysis, and the Growth Matrix created by Ansoff, this report critically examines the external and internal environment, competitive positioning, and strategy of Tesla.
The PESTEL analysis indicates that Tesla competes within a very dynamic macro-environment with positive regulatory tailwinds in the field of emission reduction, changes in the economic environment, and the quick development of technologies in battery and artificial intelligence. On its part, the VRIO analysis of Tesla has affirmed that its autonomous driving software, Supercharger network, and battery technology are sustained competitive advantages that are hard to be imitated by other competitors.
According to the analysis provided by the Balanced Scorecard, Tesla has a solid financial recovery, high rates of customer satisfaction, extremely productive production lines, and a lot of investments into human capital and innovations. Nonetheless, the growing competition with BYD, Volkswagen, and General Motors, as well as the pressure on the costs and market saturation in major regions, are real threats to the long-term dominance of Tesla.
Some of the strategic options suggested are the need to speed up the development of affordable vehicle segments, enhance supply chain resiliency via vertical integration, and increase energy storage revenues, as well as selective entry strategies into international markets. The reflective part utilizes the Reflective Cycle proposed by Gibbs to critically examine the research and analytical procedure that was done during this assessment.
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SECTION 1: STRATEGIC MANAGEMENT ANALYSIS (~4,000 words)
1. Organisational Context and Overview
1.1 Company History and Overview
Martin Eberhard and Marc Tarpenning started Tesla, Inc in 2003, and Elon Musk board chair and major investor joined in 2004. Musk later became Chief Executive Officer in 2008, which brought the company out of the niche EV startup to be one of the most valuable corporations in the world. Tesla became listed on NASDAQ in 2010, and its market capitalisation has surpassed the historic high of over $600 billion at the start of 2024, which signifies the largest growth of investor trust in the company's long-term plan (Tesla, Inc., 2024a). It has around 140,000 employees around the world and Gigafactories in California (USA), Nevada (USA), Shanghai (China), Berlin (Germany), and Austin (Texas) allowing regionalised production in the most convenient location (Rothaermel, 2022).
Tesla has two main business units, which include Automotive and Energy Generation and Storage, and these units market solar panels, solar roofs, Powerwall and Megapack battery systems, as well as Model S, Model 3, Model X, Model Y, and Cybertruck electric vehicles. In 2023, automotive revenues were about 83 percent of the total revenues, with the remaining 17 percent being energy and services (Tesla, Inc., 2024a). Tesla primarily competes on the high-end and mid-market segments of EV, which squarely challenges institutional legacy car manufacturers, including BMW, Mercedes-Benz, and more recently, EV-specific competitors like BYD, Rivian, and Lucid Motors.
1.2 Mission, Vision and Business Model
The corporate mission of Tesla is to speed up the process of the world becoming sustainable energy (Tesla, Inc., 2024b). The mission is one that goes beyond conventional automotive space making Tesla a technology company in terms of sustainability. Its vision involves a closed loop value chain that is anchored on renewable energy and integrated ecosystem of electric cars, energy storage, and solar generation. The business model of Tesla is quite direct-to-consumer: the company does not rely on the established dealerships, selling cars only in the company-owned showrooms and the company-owned online platform. This model improves the level of capturing margins, controlling customer experience, and data collection (Teece, 2020). Software as a Service (SaaS) revenues generated through Full Self-Driving (FSD) subscriptions and regulatory credit sales augment the revenues and made up 1.79 billion dollars in 2023 ( Tesla, Inc., 2024a). Tesla has a first-mover competitive advantage in the industry, due to the basics of scalable EV manufacturing and charging infrastructure, but increasing competitive entry is increasingly reducing the benefits of the first-mover competitive advantage.



2. External and Internal Environment Analysis
2.1 PESTEL Analysis
Political Factors
The governmental policies influence the strategic environment of Tesla significantly. The addressable domestic market of Tesla is highly increased by the United States Inflation Reduction Act (IRA) of 2022, which includes EV tax credits up to 7,500 per vehicle in case of qualifying purchases (IEA, 2024). The decision of the European Union to bar internal combustion engine (ICE) vehicle sales by the year 2035 is another catalyst that drives the adoption of EV in the second-largest market of Tesla. On the other hand, there are geopolitical unrests especially between the United States and China, which pose tariff threats to the Shanghai Gigafactory exports of Tesla. The targeted tariffs on Chinese EVs, introduced by the Biden administration (100% tariff in 2024), introduce competitive advantages in favor of Tesla within the United States, as well as increase the complexity of its activity within the globally networked supply chain (McKinsey & Company, 2024).

Economic Factors
The macroeconomic climate in the world in 2023-2024 had both positive and negative signals to Tesla. Increasing interest rates, especially in the United States and Europe, burdened the cost of consumer financing and lowered demand of expensive EVs (IMF, 2024). Tesla, in turn, adopted back to back price cuts across the year 2023, which squeezed the gross margins by 25.6 to 17.6 year-on-year (Tesla, Inc., 2024a). Yet, the favourable long-term trends in the economy, such as the decreasing price of battery packs (which is expected to hit as low as $80/kWh by 2030, compared to the current 139/kWh in 2023), contribute to the profitability increase in the further model generations (BloombergNEF, 2024). The potential of emerging market economic development, especially in India and southeast Asia is a potential source of high demand growth.






Social Factors
An increasing level of awareness of the issue of climate change in the society, as well as an increased environmental awareness among younger groups of consumers, provides a positive demand context in the sustainability story of Tesla (Pedersen et al., 2021). Millennials and Generation Z consumers are the customers whose brand resonates with Tesla most of all due to their consideration of both environmental standards and technological innovation. But Elon Musk continues to create reputational risk through his increasingly polarising personal image; in 2024, surveys showing a significant proportion of potential buyers as having issues with brand perception as a purchase deterrent (Statista, 2024). Social factors would also involve increased scrutiny of labour relations, as the work of unions at Gigafactory Nevada was widely covered in the media in 2024.

Technological Factors
The basis of the competitive strategy of Tesla is technology. Its Full Self-Driving (FSD) software, with version 12 running at an early autonomous neural network architecture, puts Tesla in the top of autonomous vehicle technology (Tesla, Inc., 2024b). The use of Over-the-Air (OTA) software updates also allows constant product improvement, without the need to recall the product physically, a feature never seen before with the traditional automakers. Tesla has an in-house battery cell, the 4680, which claims a 16 percent range improvement and 14 percent price decrease over the earlier cells, which was a major breakthrough in manufacturing technology (Volkswagen Group, 2023). Tesla has artificial intelligence investments such as the Dojo supercomputer that trains self-driving neural networks, which strengthen technology moat.

Environmental Factors
All the value propositions of Tesla are based on environmental sustainability. The ongoing global climate crisis that has been gaining momentum and seen new world-record temperatures in 2023 (NASA, 2024) supports administrative pressure on auto emissions and speeds up EV adoption. Tesla records Scope 1 and Scope 2 carbon emission, which have improved compared to the sales of vehicles, are questionable, based on the carbon intensity of construction and lithium mining in Gigafactory (GreenPeace, 2023). The environmental risks of the supply chain, such as the cobalt sourcing in the Democratic Republic of Congo, water use in lithium mining, etc., are serious sustainability issues that should be taken into consideration in advance.
Legal Factors
Tesla is a company with a presence in various regulatory jurisdictions, which makes it difficult to comply with legal requirements. The law of autonomous vehicles is not yet unified worldwide, as California only allows driverless testing, but full-scale commercial autonomous working approval is still pending (NHTSA, 2023). Liability of products that relate to the accidents caused by Autopilot has led to continuous law suits and regulatory enquiries. The existence of data privacy laws, such as GDPR in Europe and state laws in the United States, means that Tesla vehicle data collection practices must comply with the law, which produce about 500 million miles of driving data every week (Tesla, Inc., 2024b).

2.2 Critical Success Factors and Strategic Challenges
The battery technology, the scale of the charging infrastructure, the software and connectivity aspects, the manufacturing cost-effectiveness, and the brand differentiation are the critical success factors (CSFs) in the global EV industry (Johnson et al., 2023). The management of Tesla in the first four dimensions was, in the past, an impossible competitive moat. Nevertheless, the rise of BYD as the largest EV visitor in the world in Q4 2023 is an indication that the competition has taken a structural change. The most plausible threat to the long-term presence of Tesla in the markets is the vertical integration of BYD, exclusive Blade Battery technology, and low pricing in new markets (Financial Times, 2024).
Other strategic issues are the ability to retain talent in the extremely competitive technology labour market, regulatory unpredictability given the possibility of autonomous driving certification, and the resources-intensive aspect of the Gigafactory expansion programmes. The capital expenditure obligation of Tesla of $15 billion between 2024-2025 requires a strong free cash flow generation, which is being pressured by the margin compression strategies (Tesla, Inc., 2024a).







2.3 Internal Environment: VRIO Framework Analysis
The VRIO framework, which was created by Barney (1991) and is heavily used in the strategic management literature, assesses resources and capabilities on 4 dimensions: Value, Rarity, Imitability, and Organisational support. The table below depicts a VRIO analysis of the major strategic resources at Tesla (Barney and Hesterly, 2022):

	Resource/Capability
	Valuable?
	Rare?
	Inimitable?
	Organised?
	Competitive Implication

	Autopilot/FSD Technology
	Yes
	Yes
	Yes
	Yes
	Sustained Advantage

	Supercharger Network
	Yes
	Yes
	Partially
	Yes
	Sustained Advantage

	Gigafactory Manufacturing
	Yes
	Yes
	Partially
	Yes
	Temporary Advantage

	Brand & Customer Loyalty
	Yes
	Yes
	Partially
	Yes
	Sustained Advantage

	Battery Cell Technology
	Yes
	Yes
	Yes
	Yes
	Sustained Advantage

	Software OTA Updates
	Yes
	Yes
	Partially
	Yes
	Temporary Advantage



The Autopilot/FSD technology is the most defensible competitive advantage at Tesla. The technology is useful (makes it safer and easier to drive), it is uncommon (no other competitor has launched similar autonomy commercially), it is unreplicable (patented through billions of miles of proprietary training data and a custom neural network architecture) and it is systematised (integrated throughout the product line). The Supercharger network is also a sustained competitive advantage an extensive network of more than 55,000 connectors in 2024 in 20 countries around the world, which simultaneously cannot be compared with competitors in terms of infrastructure development, although Tesla has a much higher density of its network, as well as its reliability and compatibility with its cars (Tesla, Inc., 2024b). The battery cell technology offers a long-lasting benefit based on the proprietary 4680 cell programme and over a long-term supply relationship with Panasonic and CATL (Teece, 2020). Gigafactory production is a short-term benefit: although Tesla produces its products in an industry-leading scale and a very high level of automation, the investment in the similar facilities is made by other companies like Volkswagen, BMW, and BYD. Software update OTA features are also increasingly imitated, with automotive OEMs picking up the pace of software-defined vehicle development.

3. CSR and Sustainability Objectives
3.1 CSR Strategy and Alignment with Business Objectives
The corporate social responsibility strategy is a natural extension of Tesla, as it is commercial. In contrast to most companies, which consider CSR as marginal philanthropy, Tesla incorporates sustainability as the core value offer of its business model (Carroll and Brown, 2018). The Tesla annual Impact Report reports on its achievement to the environmental, social, and governance (ESG) goals and objectives, representing increasing investor and other stakeholder demands of sustainable disclosure (Tesla, Inc., 2024c).
In terms of the environment, CSR engagements by Tesla include a goal of 100 percent of renewable energy usage at all Gigafactory locations, with the Nevada Gigafactory being the first to reach this target in 2023 (Tesla, Inc., 2024c). Directly by allowing Tesla to facilitate the global adoption of grid-scale decarbonisation of renewable energy storage, including the sale of vehicles not manufactured by Tesla, Megapack battery systems are enabling it. In spite of this, there are still some critical problems with CSR: lithium, nickel, and cobalt, all of which are carbon-intensive resources used to create batteries, or the question of labour conditions at the supply chain partners in the Democratic Republic of Congo are material reputational and operational threats (GreenPeace, 2023).
Tesla has been under the social microscope with its Diversity, Equity and Inclusion (DEI) commitments being questioned and claiming discriminatory practices at work and historically low percentages of women and minorities in senior technical positions (Bloomberg, 2024). The issues of governance, especially with the concentration of power on Elon Musk as a dual holder of the CEO and board of directors, and with the Delaware court 2024 refusal to allow the $56 billion compensation package, are all indicators of corporate governance weaknesses (Financial Times, 2024). Nonetheless, the CSR strategy of Tesla is also uniquely distinguished by its product-level effect: the sale of a single Tesla car will lead to the displacement of a lot of lifetime tailpipe carbon emissions, which is an unambiguously positive external environmental effect and forms the basis of its CSR legitimacy.




















4. Comprehensive and Holistic View: Balanced Scorecard Analysis
The Balanced Scorecard (BSC) is a strategic performance management framework introduced by Kaplan and Norton (1992) to translate the organisational vision and strategy into implementation objectives across four perspectives namely Financial, Customer, Internal Business Process and Learning and Growth. The BSC is not limited to financial measurement but includes the leading non-financial indicators to forecast financial performance in the future (Kaplan and Norton, 2021). The analysis below uses the BSC on the strategic situation of Tesla:

Table 3: Tesla, Inc. — Balanced Scorecard Framework (2024)
	Perspective
	Objective
	KPI
	Target (2024)
	Strategic Initiative

	Financial
	Revenue Growth
	Total Revenue (USD bn)
	$105bn
	Energy segment expansion; new model launches

	Financial
	Margin Recovery
	Automotive Gross Margin
	22%+
	4680 battery cost reduction; operational efficiency

	Financial
	Free Cash Flow
	FCF (USD bn)
	$5bn+
	Capex discipline; credit sales optimisation

	Financial
	Shareholder Return
	EPS Growth (YoY)
	15%
	Stock buyback programme; profit reinvestment

	Customer
	Customer Satisfaction
	Net Promoter Score
	80+
	Enhanced service centre network; mobile service

	Customer
	Market Share
	Global EV Market Share
	18%+
	Model 2 (affordable EV) launch in 2025

	Customer
	Brand Perception
	Brand Trust Index
	Top 5 Auto Brand
	CEO reputation management; product quality

	Customer
	Charging Accessibility
	Supercharger uptime
	99.5%
	V4 Supercharger rollout; network expansion

	Internal Processes
	Production Efficiency
	Vehicles Produced per Week
	25,000+
	Gigafactory automation; unboxed manufacturing

	Internal Processes
	Quality Control
	Customer-reported defects
	<3 per 100 vehicles
	AI-driven quality inspection systems

	Internal Processes
	Supply Chain Resilience
	Battery cell self-sufficiency
	50% 4680 cells
	4680 ramp-up; diversified supplier base

	Internal Processes
	Safety
	Autopilot accident rate
	40% below national avg
	FSD v12 neural net refinement; NHTSA engagement

	Learning & Growth
	AI and R&D Investment
	R&D spend as % of revenue
	6%+
	Dojo supercomputer expansion; FSD development

	Learning & Growth
	Employee Capability
	Engineering headcount growth
	+15% YoY
	STEM talent acquisition; competitive compensation

	Learning & Growth
	Organisational Culture
	Employee engagement score
	75%+
	Leadership development; inclusive workplace initiatives

	Learning & Growth
	Innovation Pipeline
	New patents filed
	500+ p.a.
	Battery tech R&D; robotics (Optimus); energy AI



The Financial perspective shows a strategic focus of margins recovery by Tesla after the price war of 2023. Tesla aims to reestablish the profitability buffer it needs to undertake its aggressive growth agenda by concentrating on automotive gross margins exceeding 22% through the manufacturing economies of scale it has created via its 4680 battery programme (Tesla, Inc., 2024a). The Customer view explains that the planned Model 2, which is an affordable EV priced under $30,000, is crucial in dealing with the mass-market segment and protecting against the price-competitive propositions of BYD (BloombergNEF, 2024).
The Internal Processes view highlights that Tesla emphasized a radical approach to unboxed manufacturing, whereby vehicles are assembled using big, pre-assembled sub-assemblies, to save a lot of factory floor and assembly time. Tesla estimates that the cost of manufacturing using this process will be cut by as much as 50 percent on subsequent platforms (Tesla, Inc., 2024b). The prospect of the Learning and Growth view is based on the central role of artificial intelligence and the Dojo supercomputer in the long-term plan of Tesla to become autonomous, and the FSD capability is the most transformative potential source of revenue in the history of the company.

5. Strategic Choices and Implementation
5.1 Business-Level Strategies
On the business level, Tesla has always led on the differentiation strategy (Porter, 1985), asking high prices due to technological leadership, brand presence, performance advantage, and a system of services (Supercharging, OTA updates, Autopilot). This distinction has allowed Tesla to have pricing power in lucrative segments amid competition. Nonetheless, the 2023 price cuts do not mark the end of the strategy since it is a strategic shift to a hybrid differentiation-cost leadership strategy, or rather what Kim and Mauborgne (2023) call a value innovation strategy, both going after differentiation and at the same time pursuing cost reduction to enter wider market segments.


The intention to launch a new model, the Model 2 (under $30,000 EV), is the most overt attempt by Tesla to engage in cost leadership in mass markets, drawing on the economies of scale in Gigafactory, cost curves of 4680 batteries and unboxed manufacturing to align costs with competitors or outperform them without losing brand differentiation (Johnson et al., 2023).
5.2 Corporate-Level Strategies
On the corporate scale, Tesla is conducting concentric diversification - adding new areas of operation (energy storage, solar, robotics) that would use its expertise in battery technology, power electronics, and software. Such diversification limits the cyclicality of automotive revenue and leverages cross-segment chances (Wheelen et al., 2022). Tesla gained 54% in the Megapack and Powerwall businesses in 2023, indicating the arrival of the Energy segment as a major driver of growth (Tesla, Inc., 2024a).
Global growth, especially in India (announced new Gigafactory in 2024) and other Southeast Asian markets is a strategic priority at the corporate level that needs to be urgently addressed. These markets have increasing consumer markets with middle-income, strengthening EV infrastructure and government incentive programmes that combine to form favourable conditions in EV demand (KPMG, 2023).
5.3 Recommended Strategic Choices
The report suggests that Tesla should focus on the most urgent strategic activity of the fast development and introduction of the Model 2. Chinese consumer preferences and emerging markets that are cost-sensitive are pushing the centre of gravity in the global EV market to sub-30,000 vehicles (IEA, 2024). Waiting to enter affordable EV means giving up this high-volume, high-growth market segment to BYD and other price-competitive competitors forever. Also, Tesla would also aggressively monetise FSD via subscription revenue, which has almost zero marginal cost and would be able to earn Tesla $5-10 billion per year in recurring revenue at scale (ARK Invest, 2024). It would change the Tesla financial profile to no longer be a cyclical automotive manufacturer and instead a high-margin technology platform, a business that should be fundamentally revaluated.
5.4 Strategic Change Management
The core strategic change implemented by Tesla has traditionally been marked by top-down and fast-paced decision making, which is predetermined by the centralised leadership style of Elon Musk. Though this practice allowed making quick changes to the market opportunities (e.g., adjusting prices quickly, shortening the Gigafactory schedules), it has also led to operations inconsistency, issues with quality control, and workforce management problems (Kotter, 2021). The 2024 layoff of about 10% of the workforce worldwide, carried out with very little warning, is an example of how strained agile strategic responsiveness can be against the responsible change management practice. In order to maintain competitive advantage based on organisational capability, Tesla should reinvest its institutional change management systems, such as stakeholder involvement, open communication and systematic transition planning to balance its strategic agility with organisational stability.
6. Strategic Evaluation and Recommendations
6.1 SWOT Analysis
The following SWOT matrix synthesises the strategic findings from the PESTEL and VRIO analyses to provide an integrated evaluation of Tesla's strategic position (Wheelen et al., 2022):

	STRENGTHS
• Global EV market leader with ~18% share
• Vertically integrated supply chain (Gigafactories)
• Proprietary Autopilot/FSD technology
• Strong brand equity and loyal customer base
• Supercharger network across 50+ countries
	WEAKNESSES
• High vehicle price points limit mass-market access
• Quality control inconsistencies reported
• Over-dependence on Elon Musk's personal brand
• Limited model range compared to legacy automakers
• Production ramp-up delays at new Gigafactories

	OPPORTUNITIES
• Accelerating EV adoption driven by global emission targets
• Energy storage and solar market expansion
• Robotaxi/autonomous vehicle commercialisation
• Emerging markets: India, Southeast Asia
• Licensing FSD software to third-party OEMs
	THREATS
• Intensifying competition from BYD, Volkswagen, GM
• Battery raw material price volatility (lithium, cobalt)
• Regulatory and tariff barriers in key markets
• Cybersecurity and safety recall risks
• Global economic downturns affecting consumer spending





6.2 Ansoff Growth Matrix Analysis
A helpful tool to assess the strategic options of Tesla is Ansoff Growth Matrix (1957): in four quadrants, the Market Penetration, Market Development, Product Development, and Diversification (Ansoff, 1957, cited in Johnson et al., 2023), the company will be evaluated accordingly. The existing strategy portfolio by Tesla covers several quadrants at the same time:
Market Penetration: Tesla is still reducing its prices and developing a sales base in the current markets; this reflects a penetration strategy to expand the market share of the current EV purchasers. The pricing strategy of 2023 has seen vehicle deliveries grow by 38 percent to 1.81 million units showing effective penetration implementation in spite of margin costs ( Tesla, Inc., 2024a).
Market Development: Geographic market development involves entering the markets of India, Southeast Asia and Middle East. The areas are new potential EV markets as the government of India aims to achieve 30 percent EV penetration by 2030 (IEA, 2024). The proposed Gigafactory of India will be used in Tesla to bring production close, lower taxes and customs on imports, and customize products to the local needs.
Product Development: The next-generation Semi truck, Robotaxi, and the Model 2 (sub-$30,000 EV) are product development projects aimed at the existing and adjacent markets. Tesla Optimus humanoid robot is a more long-term product development with the potential to transform the revenues of 150 billion and is targeted to serve the global industrial robotics market size amounting to 150 billion (ARK Invest, 2024).
Diversification: The Energy division (Megapack, Powerwall, Solar Roof) is related diversification, as Tesla applies the battery technology in non-automotive operations. Such diversification eliminates cyclical exposure and generates counter-cyclical sources of revenue as the auto market weakens.






6.3 Strategic Recommendations
On the basis of the above analysis, the present report can be used to develop the following strategic suggestions to the Tesla leadership:
One, speed up the launch of Model 2 and focus on cost-effective production. The most immediate strategic threat is the rivalry posed by BYD and other inexpensive manufacturers of EV. To become competitive in terms of retail pricing below 30,000 and continue to have positive gross margins, Tesla needs to use its 4680 battery programme and its unboxed production to realise less than 25,000 manufacturing cost and practical retail pricing below 30,000. The inability to act in the affordable segment will result in a permanent loss of the volume market share that cannot be covered solely through the development of the premium segment (BloombergNEF, 2024).
Second, commercialise ferociously FSD in Software-as-a-Service (SaaS) monetizing form. FSD software is a light capital and high-margin growth opportunity at $99/month orла one upfront payment of 12,000. With the growing number of regulatory approvals of autonomous operation growth - Tesla sought robotaxi certification in California in 2024 - the increment in revenue and margin improvement of autonomous deployment at the fleet level could radically change the Tesla P&L profile (ARK Invest, 2024). The management needs to form an independent business unit of services and assign commercial and regulatory teams.
Third, decentralize the supply chain and increase control of battery materials. Tesla is also dependent on the supply of lithium and cobalt by outside vendors, which opens the company to commodities risks and geopolitical risks. Increasing direct mining investment, which Tesla announced in 2024 with a lithium refinery in Texas, and acquiring long-term offtake agreements will lower the vulnerability of the supply chain and enable long-run cost-cutting curves (McKinsey & Company, 2024).
Fourth, enhance institutional leadership and corporate governance. There is a material governance risk of over-reliance on one material visionary leader. The board of Tesla must establish an official succession planning model, enhance independent control and institutionalise strategic decision-making procedures that are not dependent on one of the executives. These will strengthen investor confidence, reduce reputational risks associated with Musk, and develop the organisational complexity necessary to continue global strategic implementation at scale (Kotter, 2021).
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SECTION 2: REFLECTIVE ACCOUNT  (~1,000 words)
7. Reflective Account: Gibbs' Reflective Cycle
7.1 Description
This reflective report utilises the Reflective Cycle (1988) of Gibbs, which is the description, feelings, evaluation, analysis, conclusion, and action plan, as a critical analysis of how I proceeded to research, analyse, and write this strategic management assessment. Reflective process is a systematic version of the experiential learning where the meaning goes deeper than the content learning (Gibbs, 1988, cited in Finlay, 2021).
The evaluation involved the preparation of an overall strategic management report on a self-chosen organisation based on a variety of theoretical frameworks such as PESTEL, VRIO, Balanced Scorecard, SWOT, and the Matrix of Ansoff. To study Tesla, Inc. as the chosen subject organisation, I was inspired by the fact that the organisation is located at the cross-section of technology, sustainability, and global strategic management - the themes that have become the focus of strategic discussion at the MBA level. The research was conducted through the analysis of Tesla published annual reports, impact reports, and financial disclosures, which was supplemented by the peer-reviewed academic sources, as well as industry reports of such organisations as the International Energy Agency (IEA), BloombergNEF, McKinsey & Company, and KPMG.
7.2 Feelings
At the beginning of the evaluation process, my attitude towards it was at once intellectual excitement and methodological perplexity. The scope of analysis frameworks needed, including macro-environmental analysis (PESTEL), resource-based theory (VRIO), performance measurement (Balanced Scorecard), and strategic analysis devices (SWOT, Ansoff) in the first place posed a challenge in terms of integrating several theoretical perspectives into a consistent, unified narrative instead of a collection of frameworks used in isolation.
The deeper I was able to get in the research, the more involved I became with the strategic complexity of Tesla. The strain between the visionary sustainability statement of Tesla and the very actual environmental paradox that lies at the core of large-scale lithium mining and battery manufacturing is an illustration of the practical aspects of the ethical aspects of strategic management that cannot be even adequately represented in the academic context. This complexity in the first place caused a certain level of cognitive dissonance, Tesla at the same time being both a solution and a contributor to environmental issues, this necessitated critical analytical contextualisation, as opposed to naive strategic characterisation.
7.3 Evaluation
The study and analytical procedure had a number of true strengths. The least complex element was the PESTEL analysis: the operating environment of Tesla is thoroughly recorded, and the relations between the macro-environmental factors and the strategic actions of Tesla are substantiated in the primary materials and scholarly discussions. The VRIO framework that was available offered specific analytical advantage, through which the analysis could be performed systematically involving what Tesla resources can be considered as actual and sustainable competitive advantages as opposed to those that can be eroded by competition with time.
The most challenging methodological issue was the Balanced Scorecard section. Most BSC measures, especially Learning and Growth measures like organisational culture scores and innovation pipeline assessments are not disclosed with precision by Tesla as are financial ratios or market share data. This necessitated the use of proxies, analyst estimates, and inferences based on existing data, and it recognizes the inherent constraints of external strategic analysis in which the full access to managerial information is not available (Rothaermel, 2022). This experience revealed a strategic weakness of secondary research in strategic management the lack of understanding of the richness of internal management information and the incompleteness of the partial information that would be available to external analysts.










7.4 Analysis
Taking a second look at the process of making the analysis, I understand that the choice of Tesla as the object organisation was associated with some cognitive biases. Tesla is a company with a polarising public image that is saturated in media and thus poses a risk of analytical framing based on dominant media narratives being uncritical acclaim of the Tesla narrative of innovation or reflexive criticism of the scandals of its CEO. To retain analytical rigour, it was necessary that one revert to primary evidence (annual report, financial reports, regulatory filings) and peer-reviewed scholarship and sift media-generated views against empirical data.
Even the implementation of the Reflective Cycle developed by Gibbs was more complicated than expected. The model presupposes a discrete and linear experiential event a particular incident or a learning experience; meanwhile this evaluation was a long and repetitive research process that took multiple weeks to complete. To make Gibbs model fit into an academic research context, it was necessary to interpret the stages much more generally and take the process of conducting the research and writing the paper in its entirety as the experience instead of an episode. This incorporation is in line with the finding by Kolb (1984) that reflective learning is not episodic as it is basically cyclical and continuous.
Even the theoretical frameworks per se, which were analytically strong, have their limitations. PESTEL analysis is a prospective and descriptive system per se; it does not necessarily give precedence to the factors and does not place probability weights on the future development (Johnson et al., 2023). The VRIO framework is based on fairly stable competitive environments, whereas the Tesla market can be described by the succession of the technological disruption and the entry of competitors, and the evaluation of VRIO based on the previous ones may be highly inaccurate. VRIO should be supplemented in future studies with the dynamic capability theory (Teece, 2020), which explicitly explains the ability of an organisation to reconfigure resources in reaction to environmental change.







7.5 Conclusion
The evaluation has provided me with a major insight into strategic management as a multi-dimensional, theoretically informed, and contested field. The fact that various analytical approaches would meet at one point, providing each a unique analytical window into the same organisational reality, supported the importance of analytical pluralism: none of the approaches offers a wholesome or objective strategic view. Strong strategic analyses comprise complementary frameworks, which triangulate at levels of analysis (macro, industry, firm, resource). I also came to value more the fundamental importance of the close linkage between strategy development and strategy implementation: the high-level strategic vision Tesla has is as plausible as organisational ability to implement it through disciplined resource deployment, talent control, and stakeholder involvement.
7.6 Action Plan
In developing further based on the above reflections, I am determined to engage in the following growth activities in the future academic and professional strategic analysis. First, I will work on the development of skills in dynamic capability theory and scenario planning techniques because they can be used in the conventional frameworks used in this assessment and can be more effective in dealing with strategic uncertainty in the turbulent settings. Second, I will take the initiative to find chances of implementing strategic frameworks to organisations that have access to more data, such as internships, consultancy projects, or case competitions, to overcome the constraints of directly relying on secondary data. Third, in future reflective exercises I will be more intentional and keep a research journal during the assessment process instead of imposing a retroactive reflection on the learning experience so I can have more detailed and granular notes on the learning process as it happens. Finlay (2021) holds that transformative reflection should not only describe experience but be critically interrogative of the assumptions, values and knowledge systems that construct our perception of experience: something that I will hold to in this evaluation.
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