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[bookmark: _Toc228524972]SECTION 1
[bookmark: _p6g5c1oek6ur][bookmark: _Toc228524973]1. Introduction 
This report examines Tesla Inc.'s strategic management strategies and how it gains and maintains a competitive advantage in the global electric vehicle and clean energy market. The research assesses Tesla's internal and external environments through traditional strategic management concepts such as PESTEL, Porter's Five Forces, and VRIO. It also examines the company's performance using the Balanced Scorecard financial and non-financial measures. Tesla's strategy, implementation, and sustainability strategy is also assessed in the report. Through a combination of theory and empirical analysis, the report seeks to offer insights into Tesla's future strategic direction.
[bookmark: _y7u5mx8w5akr][bookmark: _Toc228524974]2. Organisational Context & Overview 
[bookmark: _3scrxxry6bgx][bookmark: _Toc228524975]2.1 Company Background
[image: ]
Figure 1: Tesla's vehicles delivered
(Source: Statista, 2025)
Tesla Inc. is an American producer of electric vehicles (EVs), energy storage and AI software, founded in 2003 by CEO Elon Musk and headquartered in Palo Alto, California. It is engaged in electric vehicle (EV) manufacturing, energy storage and artificial intelligence (AI). The accompanying chart illustrates Tesla's impressive growth in operations, driven by quarterly vehicle deliveries from roughly 88,496 in early 2020 to a peak of 497,099 in 2023, but slowing to about 418,227 vehicles in a recent quarter. This is a result of both strong market demand and market dynamics. Tesla’s 2023 report states that it sold more than 1.8 million vehicles, cementing its position as a global EV leader (Tesla, 2024). Tesla's size, innovation and vertical integration drive its competitive advantage.
[bookmark: _4849gj1gkdin][bookmark: _Toc228524976]2.2 Business Model
Tesla's business model is based on direct-to-consumer (DTC) sales, vertical integration, and an integrated software-hardware stack. Tesla sells directly to consumers, allowing for direct engagement, pricing and feedback loops, enhancing cost reduction and branding . Vertical integration is a key element of the model, with estimates indicating Tesla owns 80% of its supply chain, which includes battery manufacturing, assembly, and charging networks (TSI, 2025). This approach has led to a 15% reduction in production costs, improving profits and efficiency (Eightception, 2024). Moreover, Tesla's platform seamlessly links vehicles with its proprietary software, allowing over-the-air upgrades and autonomous driving features, further enhancing differentiation. This approach enabled revenue growth from $24.6 billion in 2019 to more than $96 billion in 2025, showcasing its success in attaining competitive advantage(Hieu and Duyen, 2025).Moreover, this approach allows Tesla greater control over the entire customer journey, from sales to post-sale support, minimising the need for distributors. Software integration also allows for ongoing product enhancements without hardware replacements, enhancing lifetime value. As a result, Tesla increases both operating efficiency and customer loyalty and long-term revenue streams.
[bookmark: _hl4rl6lmrvkf][bookmark: _Toc228524977]2.3 Industry & Market Position
[image: ]
Figure 2: Global electric car sales, 2014-2024
(Source: IEA, 2025)
Tesla is in the fast-growing global electric vehicle (EV) and renewable energy sectors, with rapid growth and intense competition from companies including BYD, Volkswagen, Ford and Rivian. In 2024, more than 17 million electric vehicles were sold worldwide, with an increase of over 25%, and are expected to grow at 32.5% CAGR by 2030 (IEA, 2025).
[image: ]
Figure 3: Global Electric Vehicle Market Share by Manufacturer (2024)
(Source: IEA, 2025)
This expansion has spurred competition, with BYD currently dominating the market with a share of about 19-20%, while Tesla remains a prominent player with a share of 7-12% in the global market, as a leading pure battery-electric vehicle (BEV) manufacturer (Pontes, 2026). While under pressure from other manufacturers, Tesla's competitive advantage is grounded in innovation, brand differentiation, and technological advancement, especially in autonomous driving and software integration. This allows Tesla to maintain a competitive advantage, while flexibly responding to market changes and global industry trends.
[bookmark: _dc3un5j2ztdt][bookmark: _Toc228524978]3. External & Internal Environment Analysis
[bookmark: _p4bxw81vbnm4][bookmark: _Toc228524979]3.1 PESTEL Analysis 
	Factor
	Key Insight (with Data)
	Strategic Impact
	Opportunity / Threat

	Political
	Governments around the world offer EV subsidies and incentives; e.g., tax credits drove EV uptake in the US, China and EU (M, 2025).
	Tesla profits from lower price and higher demand but risks subsidy phase-out and regulatory changes.
	Opportunity

	Economic
	In 2023, EV battery demand was over 750 GWh (+40%), with cost and supply pressures,inflation and interest rates limit consumer spending (IEA, 2024).
	Tesla's margins are impacted by cost volatility and price sensitivity of luxury vehicles.
	Threat

	Social
	Demand for electric cars driven by environmental concerns; 20% of global car sales in 2024 were electric (Wang and Witlox, 2025).
	Positive consumer shift supports Tesla's vision; drives loyalty and sales.
	Opportunity

	Technological
	Accelerating technological advancements in AI, automation, battery technology; Tesla heavily invests in autopilot and software platforms (Kissinger, 2024). 
	Drives competitive advantage and sustainability but needs to invest heavily in R&D.
	Opportunity

	Environmental
	International movement towards net-zero carbon emissions; 17 million EV sales in 2024 (+25%) (IEA, 2024).
	Tesla's business model is in line with environmental and sustainability trends.
	Opportunity

	Legal
	Growing focus on safety like, Autopilot recalls and privacy regulations with fines up to 4% of global turnover under GDPR (Buckley, 2015).
	Regulatory compliance affects product rollout, costs, and reputation
	Threat


Table 1: PESTEL Analysis
(Source: Self-Created)
Critical Evaluation 
Tesla's operating environment seems to be mostly opportunity-based; however, this is contingent rather than sustainable. Government incentives like subsidies increase demand, but reliance on these policies creates risk (M, 2025). Likewise, favourable social and environmental factors facilitate EV uptake, but these benefits are industry-wide, not unique to Tesla. Innovation allows differentiation, but it also demands significant ongoing investment, raising risk (Kissinger, 2024). Economic factors, such as increasing battery and inflation costs, directly impact Tesla's profitability and pricing powers. Regulation also adds complexities (Buckley, 2025). Crucially, Tesla's profitability relies on its ability to consistently transform these opportunities into firm-specific advantages, while counteracting these threats.
[bookmark: _d4op0kw4662f][bookmark: _Toc228524980]3.2 Industry Analysis (Porter’s Five Forces)
	Factor
	Key Insight (with Data)
	Strategic Impact
	Outcome

	Competitive Rivalry 
	More than 17 million EVs were sold worldwide in 2024, increasing competition among the global players like BYD, Volkswagen and Ford (IEA, 2025a).
	Increasing competition forces Tesla to reduce prices and continuously innovate, placing pressure on margins
	Threat

	Threat of New Entrants 
	EV manufacturing and R&D is capital-intensive, often costing more than billions of dollars, posing a barrier (Yang and Fulton, 2023).
	High barriers protect Tesla, but new technologically advanced entrants still challenge long-term market share
	Threat

	Buyer Power 
	There is a wider range of EV products for consumers, with more than 500 EV models globally in 2024, providing more choice (IEA, 2024a).
	Greater choice increases price sensitivity and forces Tesla to improve value proposition and pricing strategies
	Threat

	Supplier Power 
	Battery expenses represent almost 30-40% of EV manufacturing cost and lithium-based batteries are expected to see a five-fold increase in demand by 2030 (IEA, 2024)
	Dependence on critical raw materials increases cost volatility and supply chain risk
	Threat

	Threat of Substitutes 
	ICE vehicles still dominate global car sales (>70%), and public transport in urban areas.
	Availability of cheaper alternatives limits EV adoption, particularly in developing markets
	Threat


Table 2: Porter’s Five Forces
(Source: Self-Created)
Critical Evaluation 
The EV industry structure is generally hostile, with most factors negatively impacting Tesla's profitability. Intense rivalry due to rapid growth leads to price and innovation pressures (IEA, 2025a). Growing buyer power also limits pricing power as customers are offered a wider range of EV options (IEA, 2024a). Suppliers retain power due to material constraints, affecting Tesla's production costs (IEA, 2024). While entry barriers are high, they do not preclude competition from technologically advanced and well-capitalised competitors (Yang and Fulton, 2023). Further, substitutes such as combustion vehicles still restrict industry transition. Critically, Tesla is in a "tough" industry, meaning that its competitive advantage is largely a function of its own efforts.
[bookmark: _1nr6mnguylw2][bookmark: _Toc228524981]3.3 Critical Success Factors (CSFs)
Tesla's competitive advantage is based on a number of critical factors that impact its strategy. Battery technology plays a pivotal role since batteries account for 30-40% of total cost to produce EVs, and improving efficiency is vital for cost reductions, profitability and scalability (IEA, 2024). This allows Tesla to decrease costs and increase range, which enhances its competitive position. Efficiency is achieved through vertical integration and economies of scale, enabling Tesla to keep its prices up, relatively speaking. Thus, economies of scale and process optimisation are critical factors for success. Brand reputation is also a success driver, with high customer loyalty and technological innovation. Tesla's brand strength around innovation adds value, affecting consumer choices in a crowded marketplace. The charging ecosystem is important. In 2025, Tesla has more than 8,100 Supercharger stations globally with over 80,000 connectors, ensuring widespread availability (PTI, 2026) . This alleviates range anxiety and enables EV uptake as research shows charging infrastructure is a critical factor in EV uptake . In sum, these factors allow Tesla to maintain a competitive advantage by meeting market needs with technology.
[bookmark: _5lbbinl4jv33][bookmark: _Toc228524982]3.4 Internal Analysis 
Tesla's internal setting is characterised by a unique blend of tangible, intangible and human resources that collectively support the company's competitive advantage. Tesla’s tangible resources are exemplified by the company's global Gigafactories that allow for economies of scale. These enable vertical integration and have allowed production to scale up, helping Tesla to produce more than 1.8 million vehicles in 2023 (Tesla, 2024). Tesla's intangible resources are its key strengths. Tesla's brand is synonymous with innovation and sustainability, enhancing brand loyalty and ability to charge a premium. Moreover, Tesla's software and artificial intelligence (AI) technologies, especially in autonomous driving and over-the-air updates, enable ongoing product innovation and differentiation. Studies emphasise the importance of software integration in the EV industry (Chauhan and Rani, 2024). Employee skills, particularly in advanced engineering, are a key source of Tesla's innovation. High-tech talent enables Tesla to develop innovative AI, battery technologies and manufacturing techniques. In summary, Tesla's bundled resources support efficient operations, innovation and growth, the basis of its competitive advantage.The extensive use of technology and innovation makes operations more complex and demands ongoing investment, which could impact profits. Moreover, Tesla's strong brand is exposed to potential reputational risks from product problems or corporate governance challenges. Tesla's reliance on its engineers also presents human resource challenges in a tight labour market. So, while Tesla has many resources, they provide a source of advantage that needs to be managed effectively, through ongoing innovation and risk mitigation in a dynamic environment.
[bookmark: _ec0t0qzheq3o][bookmark: _Toc228524983]3.5 VRIO Framework
	Resource / Capability
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Implication

	Brand Reputation
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Autonomous Driving & AI Software
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Gigafactories (Manufacturing Scale)
	Yes
	No
	No
	Yes
	Temporary Competitive Advantage

	Supercharger Network
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Engineering Talent
	Yes
	No
	No
	Yes
	Temporary Competitive Advantage


Table 3: VRIO Analysis
(Source: Self-Created)
Tesla's VRIO analysis shows that its long-term competitive advantages lie in intangible rather than tangible resources. Its brand is globally recognised for innovation and sustainability, driving customer retention and ability to charge a premium (Farooqui and Mehmood, 2026). Likewise, Tesla’s self-driving capabilities and artificial intelligence are valuable, rare and inimitable due to ongoing software updates and data collection, and will be a future competitive advantage. The Supercharger network, comprising more than 80,000 connectors worldwide, also adds to Tesla's ecosystem, by improving customer convenience and eliminating range anxiety, further helping with customer retention and competitive advantage. By comparison, physical assets like Gigafactories offer economies of scale and efficiency, but are increasingly mimicked by other firms heavily investing in EV manufacturing. Engineering talent is critical but not scarce in a global market where industry leaders compete for the same talent. Ultimately, Tesla's long-term advantage is the result of creating fit between its brand, software and infrastructure to provide a competitive advantage.
[bookmark: _2h0tzdmb7b73][bookmark: _Toc228524984]3.6 Critical Evaluation
Tesla's competitive advantage can be seen as a product of fit between its internal and external environment. Tesla does not just react to the market, it strategically fits its competencies (particularly its technology ecosystem, branding and innovation) to external factors such as sustainability concerns, technological changes and government policies (Jinshuo, 2024). In particular, Tesla's vertical integration and software-centricity enable it to harness external factors, such as sustainability and electrification of the industry, to gain competitive advantage (Nezhadkian and Zho, 2024). This allows it to grow and stand out. Indeed, the high-tech nature and high-end positioning makes Tesla potentially cost-pressured and easily imitated as competitors accelerate their innovation, and match Tesla's technological advances. And Tesla's innovative strategy is not flexible: its competitive advantage may wane if it cannot sustain its technological lead. Finally, Tesla exhibits a high level of strategic fit, but it is dynamic as the company needs to adapt to the changing environment and capabilities and therefore needs a high degree of strategic integration to gain competitive advantage.Furthermore, Tesla's ability to maintain this strategic fit is dependent on its dynamic capabilities, particularly its sensing, seizing and reconfiguring of resources to changing factors. In a dynamic environment, learning and flexibility are important for fit. Further, environmental uncertainties such as regulatory changes and supply chain disruptions may undermine this fit. So, Tesla will need to play to its existing strengths but also evolve its strategy.
[bookmark: _rlundryjiy34][bookmark: _Toc228524985]4. CSR & Sustainability 
[image: ]
Figure 4: CSR & Sustainability
(Source: Zhang, 2025)
Tesla's business model is based on its commitment to the world's sustainable energy future; here, sustainability is not an add-on but part of the business. Tesla's business operations - electric vehicles, energy storage and solar power - are associated with decarbonisation and renewable energy generation . This implies that Tesla's CSR is embedded within its value creation process. At the strategic level, Tesla demonstrates a high level of environmental goal congruence with its strategy. Its focus on electric vehicles and energy storage enables both market and regulatory fit, enabling it to ride the global sustainability wave. This is an example of a proactive CSR strategy, in which sustainability supports long-term performance and innovation. Tesla has faced ESG concerns over labour issues, employment practices and transparency. This is a disconnect between its environmental success and social and governance CSR (Zhang, 2025). So, is Tesla's CSR holistic or strategically positioned to achieve competitive advantage? In conclusion, Tesla's CSR is a strategy and selectivity. While it is serious about incorporating environmental sustainability into its strategy, it doesn't have social and governance aspects, which demonstrates strategy. Therefore, Tesla's CSR can be considered as integrated, but not necessarily holistic, with environmental sustainability as a competitive advantage and other aspects of ESG to be enhanced for sustainability.
[bookmark: _60jp708ajw4v][bookmark: _Toc228524986]5. Balanced Scorecard 
	Perspective
	Objective
	KPI
	Initiative
	Strategic Link

	Financial
	Revenue growth and profitability
	Revenue growth rate, operating margin
	Cost reduction through economies of scale and vertical integration
	Supports Tesla’s strategy of scaling EV production while maintaining margins through efficiency and cost leadership elements

	Customer
	Enhance brand loyalty and customer experience
	Customer satisfaction scores, repeat purchases
	Expansion of Supercharger network and software updates
	Strengthens Tesla’s differentiation strategy through superior user experience and ecosystem integration

	Internal Processes
	Improve production efficiency and operational excellence
	Vehicle output, production cycle time
	Expansion of Gigafactories and automation
	Aligns with Tesla’s strategy of vertical integration and large-scale manufacturing efficiency

	Learning & Growth
	Drive innovation and technological leadership
	R&D expenditure, AI development progress
	Investment in AI, autonomous driving, and software development
	Supports long-term differentiation and sustained competitive advantage through innovation


Table: Balanced Scorecard
(Source: Self-Created)
Tesla's Balanced Scorecard is a highly integrated model, in which financial and non-financial metrics support its competitive strategy. The financial perspective emphasises revenue and profit growth, tied to Tesla’s capacity to expand production and control costs (Patel, 2025). By integrating aspects of production and achieving economies of scale, Tesla can minimise costs and offer competitive pricing with healthy margins. This is a hybrid strategy that includes elements of cost leadership and differentiation.
From the customer viewpoint, Tesla focuses on customer retention through brand loyalty and improved customer experience. Tesla fosters long-term relationships through its ecosystem, such as Supercharger and over-the-air software upgrades (Li, 2023). This offers greater convenience, lowers churn and increases retention. In turn, Tesla’s customer strategy underpins its luxury brand and technological innovation strategies. The internal process perspective is crucial to Tesla's strategy. Gigafactories allow for economies of scale, simplification and efficiency in manufacturing. This is consistent with Tesla's vertically integrated approach, enabling them to control quality, cost and supply chain. Streamlined processes are essential to meet global demand, as well as ensuring quality and speed in production.
Tesla's long-term strategy is rooted in the learning and growth perspective. Investment in research and development in areas such as artificial intelligence and autonomous driving, ensures Tesla continues to lead the industry in technological development (Miao, 2025). This enables Tesla to continually enhance its products via software upgrades, further supporting its differentiation strategy. Importantly, Tesla's Balanced Scorecard reflects effective alignment, with each view contributing both to operational efficiency and ensuring long-term advantage. But the emphasis on innovation and technological leadership carries risk, as this approach demands ongoing investment and evolution. In summary, the Balanced Scorecard demonstrates Tesla's ability to link efficiency, customer satisfaction and innovation for strategic alignment and market dominance.
[bookmark: _ve1xybi47gku][bookmark: _Toc228524987]6. Strategic Choices & Implementation 
[bookmark: _dpxd89aiutpg][bookmark: _Toc228524988]6.1 Business-Level Strategy
Tesla primarily employs a differentiation strategy through technological innovation, brand positioning and software integration. It markets its cars as high-end, high-performing, high-tech products, and provides capabilities like self-driving and software updating. This allows Tesla to build brand loyalty and value. A similar approach is pursued by Apple through differentiation via design, ecosystem and innovation. This has allowed Apple to command higher prices and maintain customer loyalty, showcasing how differentiation through technology can drive long-term success (Siahaan, 2023) But Tesla's differentiation is under threat due to competition copying EV technology and bridging performance gaps. This reduces uniqueness and intensifies competition. Consequently, differentiation has been successful in the past, but is only sustainable through innovation. Tesla needs to maintain its technological advantage to retain its strategic edge.
[bookmark: _a48k6u8b1h7t][bookmark: _Toc228524989]6.2 Corporate-Level Strategy
Tesla's corporate strategy includes vertical integration, globalisation, and diversification in energy. Tesla's vertical integration enables it to manage manufacturing, sourcing and distribution, thereby enhancing efficiency and decreasing supplier risk.
The outcome of vertical integration is similar to those achieved by Amazon in logistics and distribution, which have improved efficiency and customer satisfaction (Vidani, 2024). Likewise, Tesla's Gigafactories and direct-to-consumer sales allow for cost and quality control. Internationalisation is also a critical strategy, with Tesla setting up plants in various locations to tap into new markets and cut transport costs. Offering energy products (battery and solar) supports Tesla's role as an energy company. These approaches improve scalability and growth, but also add to complexity and capital needs, so execution is key to future success.
[bookmark: _9xit1lodpog3][bookmark: _Toc228524990]6.3 Recommendation 
Tesla should adopt a hybrid strategy combining cost leadership and differentiation. Tesla should continue to position itself as a high-tech luxury brand while also emphasising cost efficiency to reach mainstream markets. This dual strategy enables it to target both premium and low-price segments.
This approach has been successful for Toyota, which operates with cost efficiency and quality differentiation, allowing it to lead the global auto industry. This cost-quality balance has allowed Toyota to scale and prosper (Takeuchi, 2023). This would involve Tesla streamlining costs by leveraging scale while also investing in artificial intelligence (AI), battery technology and software. This balanced strategy would fortify Tesla’s market position, increasing its market share while retaining its technological edge. This approach is crucial to avoid over-dependence on a premium segment and build resilience in a competitive market.
[bookmark: _nwg5zvh4a5t7][bookmark: _Toc228524991]6.4 Change Management Analysis
Tesla faces substantial change management issues as it seeks to expand production, globalise its operations and uphold quality standards. The company's management structure is highly centralised, allowing for rapid decision-making, but also creating a reliance on management. For example, Netflix has successfully adapted to large-scale change from DVD sales to digital streaming through organisational flexibility and innovation (Kapadia et al., 2025). This highlights the need for flexibility in the fast-paced environment. Tesla has made significant strides in scaling and innovating; however, issues like production delays, quality control and human resources issues point to execution issues. Centralised decision-making, effective for fast pace, may reduce adaptability and risk-taking. Crucially, Tesla's change management is successful in responding to innovation but needs to be complemented with better operational control and decentralisation to facilitate long-term execution and organisational performance.
[bookmark: _p7vofxidp5gn][bookmark: _Toc228524992]7. Strategic Evaluation & Recommendations 
[bookmark: _6jp39yleuoc5][bookmark: _Toc228524993]7.1 SWOT Analysis
	Strengths
	Weaknesses

	Strong innovation capability in EVs, AI, and software integration, enabling continuous product differentiation.
	High production and operational costs, particularly in battery technology and global expansion.

	Globally recognised brand associated with sustainability and advanced technology, supporting premium positioning (Nascimento and Maria, 2024).
	Overdependence on premium pricing strategy, limiting accessibility to mass-market segments.

	Vertical integration and control over supply chain improve efficiency and quality management.
	Centralised leadership structure may create decision-making bottlenecks and operational risks (Pacheco-Cubillos, Boria-Reverter and Gil-Lafuente, 2024).

	Opportunities
	Threats

	Rapid growth in global EV demand driven by sustainability trends and regulatory support.
	Intensifying competition from established automakers and new EV entrants.

	Expansion into emerging markets and diversification into renewable energy solutions (Nibedita and Irfan, 2024).
	Price wars and technological imitation reducing differentiation advantage (Lok, Lee and Lei, 2025).

	Advancements in AI and battery innovation enabling long-term competitive advantage.
	Supply chain disruptions and raw material dependency increasing cost volatility.


[bookmark: _eg3vh0q7mpg]Table 4: SWOT Analysis
(Source: Self-Created)
[bookmark: _qhf5uwwzgpca][bookmark: _Toc228524994][bookmark: _mrc2m1v03n29]7.2 Ansoff Matrix
[image: ]
Figure 5: Ansoff Matrix
(Source: Lei, 2025)
Tesla's growth strategy can be categorised into the Ansoff Matrix, which is balanced with all four strategies. Market penetration is evident in the success of the Model 3, which enables Tesla to penetrate existing markets by increasing its market share in those markets (Lei, 2025). Tesla's market share in the highly competitive EV industry grew as the Model 3 was less expensive than the earlier models. Market development is seen in Tesla's attempt to expand into new markets, such as the new markets in India. This allows Tesla to enter new markets, but it has to adapt to the market in terms of pricing and infrastructure. Product development is evident in the development of new products, such as the Cybertruck, which expands Tesla's product portfolio, and serves new segments in existing markets (Micucci, 2025). This helps Tesla differentiate and its business model that focuses on innovation. Finally, diversification is evident as Tesla moves into energy storage and solar with batteries. This adds another revenue stream and positions Tesla as a green energy company. Overall, Tesla's use of all four of the strategies is a comprehensive approach to growth, and managing the risks and rewards of markets and products.
[bookmark: _uu2leastrf6j][bookmark: _Toc228524995]7.3 Final Recommendations 
Tesla should consider a strategy to enhance competitive advantage through a theory-driven approach. First, Tesla should move into new markets (India and Africa) as suggested by the Ansoff Matrix (market development) helping Tesla access new markets and diversify risk (Tarhan, 2016). These are potential markets for future growth; but it requires pricing and infrastructure re-adaptation. This aids revenue growth and provides diversification. Second, cost optimisation is key to support business competitiveness, particularly under the threat of industry competition (Porter's Five Forces). Strong buyer power and price sensitivity require cost reduction from Tesla in the form of economies of scale and efficiency gains (Bendegúz, 2025). It also enables a hybrid strategy by enabling Tesla to offer products to the mass market while remaining profitable. Third, improvements in governance address the SWOT analysis weakness and align with CSR and stakeholder theory. Better governance increases investor confidence and minimises legal and reputational risk, improving sustainability. This is crucial amid increasing external pressures (Farag, 2025). Lastly, battery research and development enhances Tesla's capability (VRIO model). Battery technology is valuable, rare and costly to imitate, providing a competitive advantage. Increased efficiency and performance will also differentiate Tesla and lower its costs. By simultaneously addressing market expansion, cost, company governance and innovation, Tesla will improve its competitive performance and stay ahead in a very competitive future electric vehicle industry.
[bookmark: _28vkg08x0tcq][bookmark: _Toc228524996]SECTION 2 – Reflective Report (Kolb’s Reflective Cycle)
[image: ]
Figure 6: Kolb’s Reflective Cycle
(Source: Vince, 2022)
[bookmark: _2n766yv7weqk][bookmark: _Toc228524997]1. Concrete Experience
The research, analysis and preparation of the strategic management report on Tesla involved the synthesis of different theories, reports and data. The difficulty was in the selection of an appropriate organisation and its analysis of strategic management in a dynamic industry. This organisation was chosen because of its popularity in the electric vehicle and renewable energy industry and its link to today's strategic management issues such as sustainability and disruptive technology (Kleinheksel et al., 2023). During the research, I sourced information from journals, industry reports and corporate documents. I applied a number of strategic management analysis and tools such as PESTEL, Porter's Five Forces, VRIO, Balanced Scorecard and the Ansoff Matrix to understand Tesla's external and internal environments. I also analysed statistical data, trends and related theory to practice. The report was structured according to the task requirements and academic conventions (such as referencing and academic writing) were followed.Additionally, the process involved continuous refinement of ideas as ideas needed to be revised in the light of new information. I also re-read and reviewed sections to enhance clarity and cohesiveness. This process highlighted the importance of connecting theory and practice, and logical reporting.
[bookmark: _65pavojn8qcc][bookmark: _Toc228524998]2. Reflective Observation
On reflection, I discovered that the early stages of research were complex as there was a large volume of information. Selecting relevant and reliable sources was essential, and involved discerning between academic and less rigorous articles online. I also realised that while collecting data was relatively simple, critically analysing and connecting data to strategic approaches required a greater understanding. Finding the right balance between description and analysis was also a challenge. I sometimes become overly descriptive, rather than critical and analytical. Also, it was difficult to synthesise different frameworks to build a cohesive argument as each model offered a different view of Tesla's strategic approach (Barbierato and Gatti, 2024). But as time went on, I felt more comfortable in connecting these models to create a coherent analysis.I realised that in my approach, there was no prioritisation and hence time was wasted. Some of my time was wasted gathering information rather than assessing its pertinence. This process allowed me to recognise the need for prioritising quality over quantity. Further, self-review feedback allowed me to identify areas where arguments may have been improved through better justification and connecting the theory with practice.
[bookmark: _e3ki5cqqwce2][bookmark: _Toc228524999]3. Abstract Conceptualisation
This process enhanced my knowledge of strategic management concepts and their application. Models like PESTEL and Porter’s Five Forces improved my external environment analysis skills, whereas the VRIO model and Resource-Based View (RBV) showed me how internal resources can be used to gain competitive advantage.
Kolb's learning cycle highlights the importance of converting experience to knowledge, which I did in progressing from understanding to evaluation (Meijer et al., 2022). I discovered that strategic analysis is not solely focused on using models but also understanding the interaction between internal and external conditions. Strategic fit was a critical concept as it explains how organisations match resources with the environment to maintain competitive advantage.
What's more, I learned that critical thinking and substantiated arguments are vital in academic work. Readings of current research helped me to understand current issues in industry, and better apply the theories. It also highlighted the importance of structured and systematic reasoning in solving business challenges.Furthermore, I became more aware of the interconnected nature of strategic models, and how they interact. This blending of approaches improved my capabilities to develop more holistic and sophisticated arguments, demonstrating greater analytical sophistication.
[bookmark: _95mxre7if9hc][bookmark: _Toc228525000]4. Active Experimentation
This learning experience would help me to do future assignments more tactically and critically. Firstly, I would look for appropriate academic references at the beginning of the research process, to enhance the validity of the analysis. I would also ensure that in each section of the assignment I can answer "how" and "why" rather than just "what". I would also need to develop research skills in using multiple frameworks and think of the relationships, instead of the frameworks individually. It will improve the rigour and integration of the analysis. I would also be more efficient with my time, by allocating time for reviewing and editing the assignment, to improve clarity and quality. The skills that I learned from this assignment can be applied to practice in the form of strategic management (Vázquez-Calatayud et al., 2024). The ability to analyse complex systems, organisational strengths and weaknesses, and to offer recommendations are important skills for managers. Overall, this assignment has enhanced my analytical, research and critical thinking skills, which will assist me in future studies and in practice.For the future I would also try to improve my writing skills, to write more iteratively, to get feedback and revise work as you go, rather than just after it has been written. This may improve the quality of the analysis. Additionally, I would like to improve my communication skills to be able to better convey complex issues more effectively, with the same level of critical analysis.
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