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SECTION 1
1.0 The context and overview of the organisation 
Tesla, Inc. is a multinational company that produces electric vehicles (EVs), energy storage systems, and works with the generation of solar energy (Vance, 2015). The organisation was established in 2003 by Martin Eberhard and Marc Tarpenning but it was the strategic leadership of Elon Musk, who joined in 2004 as a chairman and subsequently became Chief Executive Officer in 2004 (Mangram, 2012). The company is called after Nikola Tesla as an indication of a high level of electrification and technical innovation.
The mission of Tesla is to hasten the process of the world going green (Tesla, 2023a). Its strategic vision is not limited to manufacturing automobiles but it includes building an overall sustainable energy system, which includes electric mobility and battery storage as well as renewable power generation. Such a mission-oriented orientation is what sets Tesla apart among conventional automotive producers whose electrification initiatives have progressed, in general, gradually (Teece, 2018).
The company has a disruptive business model that is vertically integrated. Tesla uses a direct-to-consumer model of sales through its company-owned retail outlets and online platforms, as opposed to the conventional automaker, which relies on a franchise dealership network (Rothaermel, 2024). It is also further strengthened through competitive differentiation that includes proprietary Supercharger network, over-the-air software updates, and Gigafactory manufacturing approach, which allow the economies of scale in battery manufacturing (Nieuwenhuis and Wells, 2015). The sources of revenues are automotive sales, regulatory credit sales, products of energy generation and storage, and related services (Tesla, 2023b).
Lying in the field of the world automotive and clean energy market, Tesla competes with the increasing rivalry of other companies, including BYD and Volkswagen Group (BloombergNEF, 2023). By 2023, Tesla's market share in the global EV industry had declined to about 19 percent, compared to more than 23 percent in 2022, and in part because of the fast growth of BYD (Statista, 2024). However, it leads in the high-end EV market in North America and Europe.

2.0 External and internal Environment Analysis.
2.1 External Environment: PESTEL Analysis.
	Factor
	Key Issues Affecting Tesla
	Strategic Implications

	Political
	EV subsidies, tax credits, ZEV mandates, US Inflation Reduction Act, US–China trade tensions
	Supports EV demand and domestic production, but creates geopolitical and supply chain risk

	Economic
	High interest rates, exchange-rate volatility, raw material price fluctuations, Tesla price cuts
	Reduces affordability, compresses margins, and increases cost pressure

	Social
	Rising environmental awareness, demand for sustainable products, ethical sourcing concerns, leadership image issues
	Strengthens Tesla’s brand appeal, but raises reputational and employee-retention risks

	Technological
	Battery innovation, AI, autonomous driving, software updates, cybersecurity threats, solid-state battery competition
	Creates strong differentiation, but requires continuous R&D and rapid innovation

	Environmental
	Global decarbonisation policies, EU 2035 ICE ban, emissions concerns in battery production
	Increases long-term EV demand, but puts pressure on Tesla to improve supply chain sustainability

	Legal
	Vehicle safety regulations, data protection, Autopilot investigations, recalls, IP issues
	Increases compliance costs and legal exposure, especially in autonomous driving


Table 1: PESTEL Analysis of Tesla, Inc.

PESTEL analysis provides an organised framework of assessing the macro-environmental forces on organisational strategy (Johnson, Whittington and Scholes, 2017). In case of Tesla, Inc., these forces create enormous growth opportunities as well as strategic weakness in its global operations.
Political Factors
One of the key factors of EV industry growth is a public policy. The EV adoption has been boosted by subsidies, tax breaks, and zero-emission vehicle (ZEV) requirements in the United States, European Union, and China (Sperling, 2018). With a maximum tax credit of up to 7500, the US Inflation Reduction Act (2022) offers tax credits on qualifying domestically manufactured EVs directly benefiting Tesla production plants in the US (US Department of Energy, 2023). On the other hand, the existence of geopolitical tensions in terms of the US-China trade has posed a supply chain and operational risk, especially to the Shanghai Gigafactory of Tesla (Evenett and Fritz, 2021). The challenge of political instability and regulatory uncertainty in the emerging markets also create further reasons why risk management should be taken proactively.
Economic Factors
The automotive demand is heavily influenced by the macroeconomic conditions. The elevated costs of vehicle financing in 2022-2024 due to increasing rates in global interest rates may reduce the demand of Tesla vehicles with premium prices (IMF, 2023). Tesla in turn responded with extreme price cuts in 2023 to maintain volume growth at the cost of reduced margins and casting doubt on long-term pricing power (Bloomberg, 2023). The issue of exchange-rate volatility also impacts the profitability because Tesla has a geographically diversified manufacturing presence (Hill, 2022). Also, the costs of raw materials especially lithium and cobalt vary, straining cost structures.
Social Factors
The growing consumer demand towards sustainability and ethical consumption reinforces the demand of EV (Kotler and Keller, 2022). The increased consideration of the ecological environment, especially the younger population, is correlated with the Tesla brand image of a sustainable technological developer. Nevertheless, reputational risks still exist. The issue of ethical sourcing of cobalt and lithium, labour, and battery disposal impacts raise questions about sustainability narratives (Amnesty International, 2016). Moreover, Elon Musk might have an impact on consumer perception and employee retention as a result of the publicity of the practices and the leadership culture in the workplace (Wong, 2022).
Technological Factors
The competitive advantage of Tesla is based on technological innovation. Lithium-ion battery optimisation, autonomous driving software (Full Self-Driving), artificial intelligence, and manufacturing automation are some of the important strategic assets (Teece, 2018). Nevertheless, the rivalry in technology is increasing. Companies like Toyota Motor Corporation and QuantumScape are developing solid-state battery technology that has the potential to exceed the current lithium-ion technology (Jaffe, 2023). Also, the connected and autonomous vehicles cybersecurity vulnerabilities are the new threats (Lee and Shin, 2020).
Environmental Factors
The policies on the decarbonisation of the world offer structural tailwinds. The 2035 ban on new internal combustion engine (ICE) vehicle sales by the European Union contributes to the demand of EVs in the long run (European Commission, 2023). Climate-related issues advocated by the Intergovernmental Panel on climate change (IPCC, 2023) back the strategic applicability of electrification. However, Tesla will have to focus on battery production emissions as well as supply chain sustainability (Sovacool et al., 2020).
Legal Factors
The company is subjected to complicated regulatory environments in terms of safety, data protection, environmental regulations, and consumer regulations (Rothaermel, 2024). Regulatory exposure is identified by investigations and recalls involving its Autopilot system by the National Highway Traffic Safety Administration (NHTSA, 2023). The issue of intellectual property strategy will not go away, even though Tesla opened patents in 2014 to facilitate the use of EVs by the industry in general (Musk, 2014).
Strategic Challenges and Critical Success Factors.
The essential critical success factors are scalable production efficiency, constant technological innovation, regulatory adaptability, and brand differentiation sustainability (Grant, 2021). The strategic issues include the geopolitical risk, compression of margins due to competition on prices, ethical supply chain management, and reliance on changing subsidy regimes.
As internal environment analysis, the following is included:
When it comes to the Tesla, Inc. internal environment analysis, it is necessary to analyze the resources, capabilities, and core competencies in a systematized way (Barney, 1991). Resource-Based View (RBV) holds that competitive advantage is sustainable because of value, rare, inimitable and well-organised resources-as-captured-in-the-VRIO-framework-resources (Barney and Hesterly, 2019).
Key Resources
Tesla has an array of both tangible and intangible strategic resources. Some of its physical assets include its global Gigafactories, which offer high volume production and allows Tesla to achieve economy in battery and vehicle production (Tesla, 2023b). Such facilities support the economies of scale and vertical coordination benefits. Moreover, supercharger network, the proprietary charging network of Tesla, which exceeds 50,000 connectors globally, is also a critical piece of charging infrastructure that makes the customers more convenient and reduces the range anxiety (Tesla, 2023a).
Intangible resources are also important. Innovation, sustainability, and technological dominance are closely linked with Tesla brand and support premium positioning and customer loyalty. Additionally, the firm has amassed a large real-life driving history of its linked cars. These data resources can be strategically important in the optimization of autonomous driving software and reinforcement of artificial intelligence (Teece, 2018).
Capabilities and Core Competencies.
The competitive advantage of Tesla is closely knit organisation capabilities. Its vertical integration approach covers the manufacturing of battery cells, assembling of vehicles, software development and direct-to-consumer sales. Such arrangement increases the level of cost control, speed of innovation, and coordination of supply chains compared to the traditional automakers (Jacobides, MacDuffie and Tae, 2016).
One of its unique competences is the software engineering at Tesla. Cars constitute software-based platforms, which are regularly updated over the air, adding more features to them after selling them, a strategy that legacy manufacturers have had an extremely difficult time imitating (Hoppmann et al., 2014). This feature will convert the vehicle lifecycle into a continuous improvement scheme other than a fixed product sale.
The culture of innovation within Tesla is another factor that helped the company to develop products rather fast and tolerate calculated risk-taking (Schilling, 2020). Nevertheless, this leadership focused model presents governance and succession risks.
	Resource/Capability
	Valuable
	Rare
	Costly to Imitate
	Organised
	Competitive Implication

	Brand and Reputation
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Supercharger Network
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Battery Technology and Gigafactories
	Yes
	Yes
	Partially
	Yes
	Temporary to Sustained Advantage

	Autonomous Driving Data/AI
	Yes
	Yes
	Yes
	Partially
	Temporary Competitive Advantage

	Direct-to-Consumer Sales Model
	Yes
	Partially
	Partially
	Yes
	Temporary Competitive Advantage

	Vertical Integration
	Yes
	Partially
	Partially
	Yes
	Temporary Competitive Advantage


Table 2: VRIO Analysis of Tesla’s Key Resources and Capabilities


VRIO Analysis
The use of VRIO framework indicates that the brand equity and Supercharger network are elements of sustained competitive advantage in Tesla. Both of them are assets that are valuable, rare, hard to copy because of path dependency and capital intensity, and part of the organisational strategy (Barney and Hesterly, 2019). Emotional appeal and cultural implications of the brand are not limited to the traditional automotive marketing, providing the additional strength to differentiation (Keller, 2013).
Battery technology and manufacturing scale is a good and already differentiated but under the rising imitation. Others like BYD, with its Blade Battery, and Volkswagen Group, with its PowerCo project, are putting large sums of money in such capacities (BloombergNEF, 2023).
The data of autonomous driving is a strategically valuable asset to Tesla, but at the same time, it only gives a temporary benefit at present. Although the company owns valuable and rare assets, it has not yet completely structured them into a commercially viable Level 4/5 autonomous product. Waymo, in the meantime, is also seeking other avenues in technology (Stilgoe, 2018). The competitive potential of this resource is thus restrained by regulatory and technical constraints and would not be realised completely.
Strategic Implications and Strengths within the company.
A combination of hardware, software, and manufacturing capabilities that Tesla has created offers a differentiated value proposition that is hard to imitate (Teece, 2018). Good cash flow of operations--8.9 billion in free cash flow in 2022 (Tesla, 2023b) will enable a continued investment in R&D and extension of its capacity globally. Strong organisational agility, which has lean hierarchies and fast decision-making, increases its flexibility in uncertain markets (Mintzberg, Ahlstrand and Lampel, 2020). However, reliance on the Musk leadership presents key-person risk that can lead to long-term strategic sustainability (Damodaran, 2021).
3.0 CSR and Sustainability Objectives.
The focus of the modern strategic management is on corporate Social Responsibility (CSR) and sustainability as a reaction to the increased demands of the stakeholders and the regulatory requirements (Carroll and Shabana, 2010). In the case of Tesla, Inc., CSR is part and parcel of its business model. Its efforts to ensure the world goes green are putting environmental stewardship as a strategic value proposition and also an ethical must (Elkington, 2018).
The environmental commitments of Tesla are reported in its annual Impact Report, which provides the performance in the following areas carbon emissions reduction, water stewardship, waste management, and supply chain sustainability (Tesla, 2023c). The company notes that its cars have avoided more than 20 million metric tonnes of emission of carbon dioxide and that its products, including Powerwall, Megapack, and Solar Roof, are helping to decarbonise the electricity grids (Tesla, 2023c). Such efforts are in line with the United Nations Sustainable Development Goals especially SDG 7 (Affordable and Clean Energy), SDG 9 (Industry, Innovation and Infrastructure), and SDG 13 (Climate Action) (United Nations, 2015).
In spite of these contributions, the profile of CSR of Tesla has been questionable. In 2022, the company was dropped in the S&P 500 ESG Index because of the issues with racial discrimination allegations, work environment conditions in its Fremont plant, and the lack of proper governance (S&P Global, 2022). The trend presents a structural conflict in that as Tesla products are made more sustainable, its social and governance conduct has been in the limelight of criticism (Crane et al., 2019).
Porter and Kramer (2011) believe that successful CSR should generate shared value to the society and the firm. To enhance the long-term resilience, Tesla needs to further focus on the triple bottom line people, planet and profit, making sure that the operational activities are aligned with the environmental ambitions of the company (Elkington, 2018).
4.0 Integrated and Globalist Perspective of the Organisation: The Balanced Scorecard.
Table 3: Balanced Scorecard Framework for Tesla, Inc.
	Perspective
	Strategic Objective
	KPI
	Target
	Strategic Initiative

	Financial
	Revenue growth
	Annual revenue growth rate
	20%+ year-on-year
	Expand vehicle line-up (Cybertruck, affordable model)

	Financial
	Profitability improvement
	Operating margin
	Maintain >10%
	Reduce cost per vehicle through manufacturing efficiencies

	Financial
	Cash flow generation
	Free cash flow
	>$8 billion annually
	Optimise working capital and scale energy business

	Customer
	Customer satisfaction
	Net Promoter Score (NPS)
	>70
	Improve service centre capacity and responsiveness

	Customer
	Market share retention
	Global EV market share
	Maintain >18%
	Launch affordable models and expand into emerging markets

	Customer
	Product quality
	Warranty claims per 1,000 vehicles
	Reduce by 15% annually
	Enhance quality control at Gigafactories

	Internal Processes
	Manufacturing efficiency
	Vehicles produced per employee
	Increase by 10% annually
	Implement next-generation manufacturing processes

	Internal Processes
	Supply chain resilience
	Supplier diversification index
	Reduce single-source dependency by 25%
	Develop alternative lithium and cobalt suppliers

	Internal Processes
	Sustainability integration
	Carbon intensity per vehicle manufactured
	Reduce by 20% by 2025
	Transition to renewable energy at all manufacturing sites

	Learning and Growth
	Talent retention
	Employee turnover rate
	Reduce to <15%
	Improve compensation and workplace culture

	Learning and Growth
	Employee development
	Training hours per employee
	>40 hours annually
	Launch internal leadership development programmes

	Learning and Growth
	Technological capability
	AI/ML model accuracy for FSD
	>99.9% object recognition
	Expand AI training infrastructure (Dojo)



The Balanced Scorecard (BSC) is an invent by Kaplan and Norton (1992) as a multi-dimensional approach to evaluating organisational performance in other ways other than the conventional financial measures. It has four lenses which include Financial, Customer, Internal Business Processes and Learning and Growth and allows an evaluation of strategic execution in a holistic manner (Kaplan and Norton, 1996). This framework can be applied to Tesla to understand the successes and strengths of the strategic approach and also the areas that need improvement.
4.1 Financial Perspective
The financial perspective is concerned with the way the organisation is seen by the shareholders and whether the strategic activities are translated into financial value (Kaplan and Norton, 1996).
	Objective
	KPI
	Target
	Initiative

	Revenue growth
	Annual revenue growth rate
	20%+ year-on-year
	Expand vehicle line-up (Cybertruck, next-gen affordable model)

	Profitability improvement
	Operating margin
	Maintain >10%
	Reduce cost per vehicle through manufacturing efficiencies

	Cash flow generation
	Free cash flow
	>$8 billion annually
	Optimise working capital, scale energy business

	Shareholder value
	Market capitalisation stability
	Sustain >$500 billion
	Demonstrate consistent earnings growth, reduce volatility



Tesla attained revenues of 96.8 billion in the year 2023 (Tesla, 2024) and this has shown great growth in the top line. Nevertheless, operating margins have declined to 16.8 per cent in the year 2022 to around 9.2 per cent in the year 2023, mostly owing to the intense price cuts (Bloomberg, 2023). It is a financial issue to maintain profitability and continue to realize volume growth.
4.2 Customer Perspective 
The perspective looks at the way the organisation generates value to its customers and how it is viewed in the market (Kaplan and Norton, 1992).
	Objective
	KPI
	Target
	Initiative

	Customer satisfaction
	Net Promoter Score (NPS)
	>70
	Improve service centre capacity and responsiveness

	Market share retention
	Global EV market share
	Maintain >18%
	Launch affordable models, expand into emerging markets

	Brand perception
	Brand equity surveys
	Top 3 in innovation rankings
	Consistent marketing of sustainability mission

	Product quality
	Warranty claims per 1,000 vehicles
	Reduce by 15% annually
	Enhance quality control processes at Gigafactories



Tesla has had high scores in terms of NPS and this illustrates good customer advocacy (Reichheld, 2003). Nonetheless, the problem of quality, such as inconsistency in panel gaps and the glitches in the infotainment systems, have been the focus of criticism and may lead to customer retention issues without proper attention (J.D. Power, 2023).
4.3 Internal Business Processes Perspective
It is based on the fundamental internal processes that the organisation should perform exceptionally to meet the stakeholders (Kaplan and Norton, 1996).
	Objective
	KPI
	Target
	Initiative

	Manufacturing efficiency
	Vehicles produced per employee
	Increase by 10% annually
	Implement next-gen manufacturing processes (e.g., Gigacasting)

	Supply chain resilience
	Supplier diversification index
	Reduce single-source dependency by 25%
	Develop alternative lithium and cobalt suppliers

	Innovation pipeline
	R&D expenditure as % of revenue
	Maintain >5%
	Continue investment in FSD, battery R&D, and robotics (Optimus)

	Sustainability integration
	Carbon intensity per vehicle manufactured
	Reduce by 20% by 2025
	Transition to renewable energy at all manufacturing sites



Innovation in the manufacturing process, such as the use of Gigacasting technology that involves substituting hundreds of elements with one cast component, can be regarded as an important process enhancement that lowers the costs and the time of manufacturing (Liker and Morgan, 2021).
4.4 Learning and Growth Perspective 
Learning and growth is one perspective that helps one understand what makes people ready to learn and how experiences affect the ability of a learner to do things well.
The view touches on the innovation, learning and improvement capability of the organisation- the source of long-term value creation (Kaplan and Norton, 1996).
	Objective
	KPI
	Target
	Initiative

	Talent attraction and retention
	Employee turnover rate
	Reduce to <15%
	Enhance compensation packages and workplace culture

	Employee development
	Training hours per employee
	>40 hours annually
	Launch internal leadership development programmes

	Organisational knowledge
	Patents filed annually
	>500
	Foster cross-functional innovation teams

	Technological capability
	AI/ML model accuracy for FSD
	>99.9% object recognition
	Expand AI training infrastructure (Dojo supercomputer)



The decision of Tesla to invest in its Dojo supercomputer, created with the specific purpose to compute the data of its fleet of vehicles in large amounts which is encompassed under the learning and growth aspect is a strategic investment (Tesla, 2023a). Nonetheless, turnover rates among the workforce and claims of a challenging work environment pose a threat to organisational learning and knowledge retention (Wong, 2022).


5.0 Strategic Choices and Implementation.
5.1 Business-Level Strategy
The generic strategies framework, proposed by Porter (1985), offers a solid framework of analyzing the competitive positioning of Tesla, Inc. at a business level. Traditionally, Tesla has been following an explicit broad differentiation approach and provided the vehicles that are defined by technological innovation, better acceleration, longer range, built-in software ecosystems, sustainability, and high brand prestige (Porter, 1985; Rothaermel, 2024). Premium pricing has been supported by the measures of performance, autonomous-driving functionality and access to its proprietary Supercharger network.
The positioning of Tesla has however changed. The introduction of the Model 3 and Model Y at relatively lower prices coupled with drastic decreases in prices throughout 2023 is a sign that the company is shifting into an integrated cost leadership and differentiation approach. Bowman and Faulkner (1997) conceptualise this as a hybrid in the Strategy Clock- creating differentiated value at competitive prices. Tesla can use manufacturing scale and operational efficiencies to protect its market share when it faces stronger EV commoditisation forces (Hill, 2022).
Recommendation: Tesla needs to institutionalise this hybrid strategy with the intentional segmentation. A sub-30 000 mass-market model would help reinforce penetration in the price-sensitive segments, and the premium models (Model S, Model X, Cybertruck) would help reinforce differentiation through higher-level autonomous features, premium materials and exclusive design elements. This duality gives the opportunity to conduct multi-segment competition without losing brand equity (Kotler and Keller, 2022).
5.2 Corporate-Level Strategy
Tesla has implemented a similar diversification strategy at the corporate level (Ansoff, 1965). Outside the automotive sector, it now operates in energy generation and storage (Powerwall, Megapack, Solar Roof), artificial intelligence, robotics (Optimus) and insurance services. These projects take advantage of technological synergies especially in battery systems and software engineering that is consistent with diversification logic of Rumelt (1974).
Another pillar of corporate strategy is international expansion. Localisation is improved through manufacturing plants in Shanghai (since 2019) and Berlin-Brandenburg (since 2022) so that the company is not as sensitive to tariffs and can respond to customer demands promptly (Ghemawat, 2007).
Recommendation: Tesla ought to step up efforts into expanding into emerging markets that are both high-growth (i.e. India and Southeast Asia) and where EV adaptation has not yet reached saturation among the younger generations, yet is expected to do so (McKinsey, 2023). In addition, an increase in the scale of Megapack utility-scale battery segment may take advantage of the increased grid-storage demand that is fueled by renewable intermittency (IRENA, 2023). The AI and robotics diversification has long term prospects but has to be disciplined strategically so as not to dilute resources (Campbell, Goold and Alexander, 1995).
5.3 Change Management
Under Elon Musk, Tesla has been described as having a change management model where decisions are made at a rapid rate that are centralised (Schilling, 2020). As much as this enables agility, it reveals weakness of Kotter (1996) framework especially in integrating change into organisational culture. There is high turnover of the executive and restructuring periods such as layoffs in 2024, demonstrating the problems with maintaining the morale and unity (Wong, 2022; Lewin, 1947). Tesla needs to institutionalize change processes with a focus on communication, stakeholder interaction and cultural alignment to provide strategic continuity.
6.0 Strategic Analysis and Recommendations.
6.1 SWOT Analysis
Based on the above analysis, a SWOT framework (Learned et al., 1965) can be used to offer a synthetic analysis of the strategic position of Tesla:
	Strengths
	Weaknesses

	Iconic brand synonymous with innovation and sustainability
	Over-reliance on Elon Musk's personal brand and leadership

	Vertically integrated value chain
	Quality control inconsistencies

	Proprietary Supercharger network
	Compressed profit margins due to price competition

	Leading autonomous driving data capabilities
	Governance and workplace culture concerns

	Strong cash flow generation
	Limited model range compared to legacy competitors



	Opportunities
	Threats

	Global EV market projected to grow at 23% CAGR to 2030 (BloombergNEF, 2023)
	Intensifying competition from BYD, VW, and others

	Expansion into emerging markets (India, Southeast Asia)
	Geopolitical risks (US-China tensions)

	Growth of energy storage market
	Potential reduction in government EV subsidies

	Advancement of autonomous driving to commercial viability
	Technological disruption (solid-state batteries)

	Regulatory tailwinds (EU ICE ban 2035)
	Commodity price volatility (lithium, cobalt)



6.2 Ansoff's Matrix Application
Having the Growth Matrix of Ansoff (1965) applied to Tesla, Inc. defines its strategy of developing in four dimensions.
Market Penetration is also seen through aggressive price cuts in the young markets in the United States, Europe and China. The objective of this tactic will be to gain a larger market share in the current segments, as well as maintain competitive positioning in the face of increased competition.
Market Development entails expansion into emerging markets such as India, southeast Asia and Latin America. Although to some degree, they are being pursued, there is still so much opportunity to be tapped especially in growing economies as middle-class consumption of products and the receptive industrial policies.
The Product Development is currently being implemented, and new vehicle models are being introduced to the market, such as a potential low-price compact EV and commercial versions along with the increased energy storage options. Such initiatives are based on existing technology and brand equity of Tesla.
Diversification involves addition of artificial intelligence, robotics (Optimus) and insurance services. Despite the high level of risk, the ventures can bring strategic returns over the long term in case synergies between battery and software capabilities are achieved successfully.
Market development and product development are the wisest pathways to venture because they use the existing competencies and have lesser risks than other unrelated diversification (Ansoff, 1965).
6.3 BCG Matrix Application
The portfolio of Tesla can be classified according to BCG Matrice (Henderson, 1970) as follows:
· Stars: Model Y, which has high market growth and market share throughout the world.
· Cash Cows: Model 3, this is a product under maturity with still large revenue streams.
· Question Marks: Megapack energy storage division, Cybertruck, and Optimus robot- Products that have a lot of growth potential but lack competitiveness.
· Dogs: Model S and Model X, which are registering dwindling volumes in the luxury niche segment.
The portfolio analysis recommends further investment in Stars and strategic development of Question Marks and possible repositioning or revitalizing underperforming models in order to generate the most out of the lifecycle value (Hedley, 1977).
6.4 Strategic Recommendations
Fast-track the production of a sub-30,000 EV to gain a mass-market share and overcome rivals, like BYD which is in line with the disruptive innovation theory developed by Christensen (1997).
· Enhance succession planning and pressure to exercise greater control over Elon Musk to reduce dependency, make organisational life more resilient (Mintzberg, Ahlstrand and Lampel, 2020).
· Enhance CSR practices, especially in the workplace culture and supply chain ethics to strengthen the shared value creation (Porter and Kramer, 2011).
· Grow the energy storage business vigorously, leveraging on the forecasted growth in grid-storage (27 Gwh in 2021) to more than 400 Gwh in 2030 (IRENA, 2023).
· Enter India using responsive strategies that fit the CAGE model developed by Ghemawat (2007) and government-based incentives based on production (McKinsey, 2023).
All these recommendations combine to create equilibrium between growth, risk management and long-term value creation by the stakeholders.



SECTION 2: Reflective Account
7.0 Application of Gibbs Reflective Cycle (1988).
Description
This reflection treatise discusses my research, analytical, and writing journey in the preparation of strategic management report of Tesla, Inc. In the task, I was to choose an organisation and critically examine the strategic management practices within the organisation using pertinent theories and frameworks. The evaluation process lasted a number of weeks and was associated with desk-based research, the implementation of various models of strategic management, and the integration of diverse information sources into a logical work of analysis.
Feelings
I was excited and feared at the same time initially. The scope of the work, both in its external and internal environmental analysis, CSR analysis, use of the balanced scorecard, strategic decisions and strategic analysis was initially daunting. Of special concern to me was that there should be adequate critical depth as opposed to just recounting the actions of Tesla. The choice of Tesla was encouraging considering that I personally am interested in technology and sustainability but I was aware that Tesla is an over-examined organisation, a fact that made me feel the need to come up with truly meaningful analysis and not just regurgitate the already widely accessible analysis. As the work went on, I felt increasingly confident when the theoretical constructs started bringing orderly status to the complicated strategic realities.
Evaluation
The process had a number of areas that were successful. The PESTEL and VRIO analyses were especially useful to frame my thoughts concerning the external pressure and Tesla ability to handle them, respectively. Using these frameworks enabled me to go beyond the superficial level of observation and enter into a deeper critical evaluation, such as the fact that Tesla autonomous driving data, though useful and unique, is not yet a sustained competitive advantage since the Organised criterion is not fully met yet. It was an actual analytic revelation that enhanced my knowledge on how the VRIO model can be applied in practice.
Nevertheless, some points were more problematic. My first challenge was in the section of the Balanced Scorecard, as I could not find particular and plausible KPIs and targets that could be demonstrated in relation to a company that does not necessarily share all performance metrics in this kind of format. This demanded me to draw rational conclusions using the data at hand, something that was not comfortable especially considering that I needed accuracy. Moreover, it was also difficult to connect the CSR analysis to the general strategy analysis; I initially approached CSR as a standalone issue but quickly realised that it is inseparably connected to the competitive positioning of Tesla and relations with its stakeholders (Carroll and Shabana, 2010).
Analysis
Analytically, I can say that this task has helped to acquire several significant competencies. The exercise of implementing various strategic frameworks to one organisation helped realize how complementary the various tools are as well as their separate drawbacks. Indicatively, the generic strategies theory by Porter (1985) offered some good categorisation of the competitive strategy of Tesla but lacked the fluidity of the Tesla strategy that cannot be classified into any particular category- supporting the argument that the Porters typology offers too rigid dichotomous categories (Mintzberg, Ahlstrand and Lampel, 2020). This, together with the Strategy Clock of Bowman and Faulkner (1997) provided a much more refined reading.
Also, I understood that it is essential that models are evaluated critically instead of being blindly applied. The description of descriptive and critical reflection presented by Moon (2004) can be related to my experience; my first drafts were more descriptive and the process of revision helped me to develop a critical analytical voice that the task required. It was also an eye opener to the importance of triangulating sources, i.e., the use of academic literature, company reports, industry analysis, and reputable journalism as a strong evidence base (Saunders, Lewis and Thornhill, 2019).
Conclusion
This has given me the insight that strategic management analysis is, fundamentally, a synthesis- process, a process of integrating disparate information, theoretical perspectives, and judgement into coherence. I have also been taught that it is not a single framework that allows seeing the whole picture of the strategic reality of an organisation, and the only thing that allows us to understand it fully is the integration of complementary instruments (Johnson, Whittington and Scholes, 2017). I have also learned that it is wise to accept uncertainty, and limitation in analysis; it is more intellectually honest and more strategically helpful to come up with confident but subtle conclusions than false certainty.
I also made the conclusion that I could have better time management. I also dedicated a disproportionate number of time on the PESTEL analysis as compared to other sections, which limited the amount of time left to conduct the strategic assessment and recommendations. This is one of the areas that should be improved in the future projects.

Action Plan
Going forward, I will use a number of improvements in my strategic analysis task approach:
1. Divide time evenly at the very beginning with a well-organized project plan, so that every area will be given the necessary attention in comparison to its weighing and complexity.
2. Think about the end in mind, make initial draft recommendations at the start of the process to make sure that the analysis is intentionally goal-focused towards meaningful strategic implications, as opposed to retrospectively attached.
3. Think more actively in terms of the critical approach towards the strategic management systems, including the works of Mintzberg, Ahlstrand and Lampel (2020) that criticize orthodoxy, in order to make my analysis more critical.
4. Enhance my financial analysis skills, since I have struggled to understand the financial data of Tesla and translate it into the Balanced Scorecard format; completing additional reading on financial statement analysis would empower further work.
5. Write less at the end of the research, and more in-the-middle, to practice reflection and adapt to the real-time learning and adjustments that Schon (1983) described as reflection-in-action.
Through such measures, I believe that my ability to engage in rigorous and critical strategic analysis will keep improving making me better prepared to take an academic test as well as practice in the strategic management dealings.


Reference List
Amnesty International (2016) This is what we die for: Human rights abuses in the Democratic Republic of the Congo power the global trade in cobalt. London: Amnesty International.
Ansoff, H.I. (1965) Corporate strategy. New York: McGraw-Hill.
Barney, J.B. (1991) 'Firm resources and sustained competitive advantage', Journal of Management, 17(1), pp. 99–120.
Barney, J.B. and Hesterly, W.S. (2019) Strategic management and competitive advantage: concepts and cases. 6th edn. Harlow: Pearson.
Bloomberg (2023) 'Tesla's price war is squeezing profit margins', Bloomberg News, 19 July. Available at: https://www.bloomberg.com (Accessed: 10 March 2025).
BloombergNEF (2023) Electric vehicle outlook 2023. London: Bloomberg New Energy Finance.
Bowman, C. and Faulkner, D. (1997) Competitive and corporate strategy. London: Irwin.
Campbell, A., Goold, M. and Alexander, M. (1995) 'Corporate strategy: the quest for parenting advantage', Harvard Business Review, 73(2), pp. 120–132.
Carroll, A.B. and Shabana, K.M. (2010) 'The business case for corporate social responsibility: a review of concepts, research and practice', International Journal of Management Reviews, 12(1), pp. 85–105.
Christensen, C.M. (1997) The innovator's dilemma: when new technologies cause great firms to fail. Boston: Harvard Business School Press.
Crane, A., Matten, D., Glozer, S. and Spence, L.J. (2019) Business ethics: managing corporate citizenship and sustainability in the age of globalization. 5th edn. Oxford: Oxford University Press.
Damodaran, A. (2021) 'Tesla: anatomy of a big market delusion?', Musings on Markets [Blog]. Available at: https://aswathdamodaran.blogspot.com (Accessed: 10 March 2025).
Elkington, J. (2018) 'Twenty-five years ago I coined the phrase "triple bottom line." Here's why it's time to rethink it', Harvard Business Review, 25 June. Available at: https://hbr.org (Accessed: 10 March 2025).
European Commission (2023) CO₂ emission performance standards for cars and vans. Brussels: European Commission.
Evenett, S.J. and Fritz, J. (2021) Subsidies and market access: towards an inventory of corporate subsidies by China, the European Union and the United States. Geneva: St. Gallen Endowment for Prosperity Through Trade.
Ghemawat, P. (2007) Redefining global strategy: crossing borders in a world where differences still matter. Boston: Harvard Business School Press.
Gibbs, G. (1988) Learning by doing: a guide to teaching and learning methods. Oxford: Further Education Unit, Oxford Polytechnic.
Grant, R.M. (2021) Contemporary strategy analysis. 11th edn. Hoboken: Wiley.
Hedley, B. (1977) 'Strategy and the business portfolio', Long Range Planning, 10(1), pp. 9–15.
Henderson, B.D. (1970) The product portfolio. Boston: Boston Consulting Group.
Hill, C.W.L. (2022) International business: competing in the global marketplace. 13th edn. New York: McGraw-Hill.
Hoppmann, J., Peters, M., Schneider, M. and Hoffmann, V.H. (2014) 'The two faces of market support—how deployment policies affect technological exploration and exploitation in the solar photovoltaic industry', Research Policy, 43(2), pp. 1–17.
IMF (2023) World economic outlook: a rocky recovery. Washington, DC: International Monetary Fund.
IPCC (2023) Climate change 2023: synthesis report. Geneva: Intergovernmental Panel on Climate Change.
IRENA (2023) Electricity storage and renewables: costs and markets to 2030. Abu Dhabi: International Renewable Energy Agency.
J.D. Power (2023) 2023 US initial quality study. Troy, MI: J.D. Power.
Jacobides, M.G., MacDuffie, J.P. and Tae, C.J. (2016) 'Agency, structure, and the dominance of OEMs: change and stability in the automotive sector', Strategic Management Journal, 37(9), pp. 1942–1967.
Jaffe, S. (2023) 'The race for solid-state batteries', Joule, 7(1), pp. 5–8.
Johnson, G., Whittington, R. and Scholes, K. (2017) Exploring strategy: text and cases. 11th edn. Harlow: Pearson.
Kaplan, R.S. and Norton, D.P. (1992) 'The balanced scorecard—measures that drive performance', Harvard Business Review, 70(1), pp. 71–79.
Kaplan, R.S. and Norton, D.P. (1996) The balanced scorecard: translating strategy into action. Boston: Harvard Business School Press.
Keller, K.L. (2013) Strategic brand management: building, measuring, and managing brand equity. 4th edn. Harlow: Pearson.
Kotler, P. and Keller, K.L. (2022) Marketing management. 16th edn. Harlow: Pearson.
Kotter, J.P. (1996) Leading change. Boston: Harvard Business School Press.
Learned, E.P., Christensen, C.R., Andrews, K.R. and Guth, W.D. (1965) Business policy: text and cases. Homewood, IL: Irwin.
Lee, I. and Shin, Y.J. (2020) 'Machine learning for enterprises: applications, algorithm selection, and challenges', Business Horizons, 63(2), pp. 157–170.
Lewin, K. (1947) 'Frontiers in group dynamics', Human Relations, 1(1), pp. 5–41.
Liker, J.K. and Morgan, J.M. (2021) The Toyota product development system: integrating people, process, and technology. New York: Productivity Press.
Mangram, M.E. (2012) 'The globalization of Tesla Motors: a strategic marketing plan analysis', Journal of Strategic Marketing, 20(4), pp. 289–312.
McKinsey (2023) The future of mobility in India. Mumbai: McKinsey & Company.
Mintzberg, H., Ahlstrand, B. and Lampel, J. (2020) Strategy safari: the complete guide through the wilds of strategic management. 3rd edn. Harlow: Pearson.
Moon, J.A. (2004) A handbook of reflective and experiential learning: theory and practice. London: RoutledgeFalmer.
Musk, E. (2014) 'All our patent are belong to you', Tesla Blog, 12 June. Available at: https://www.tesla.com/blog (Accessed: 10 March 2025).
National Highway Traffic Safety Administration (2023) Investigation of Tesla Autopilot system. Washington, DC: NHTSA.
Nieuwenhuis, P. and Wells, P. (2015) The global automotive industry. Chichester: Wiley.
Porter, M.E. (1985) Competitive advantage: creating and sustaining superior performance. New York: Free Press.
Porter, M.E. and Kramer, M.R. (2011) 'Creating shared value', Harvard Business Review, 89(1/2), pp. 62–77.
Reichheld, F.F. (2003) 'The one number you need to grow', Harvard Business Review, 81(12), pp. 46–54.
Rothaermel, F.T. (2024) Strategic management. 6th edn. New York: McGraw-Hill.
Rumelt, R.P. (1974) Strategy, structure, and economic performance. Boston: Harvard Business School Press.
Saunders, M., Lewis, P. and Thornhill, A. (2019) Research methods for business students. 8th edn. Harlow: Pearson.
Schilling, M.A. (2020) Strategic management of technological innovation. 6th edn. New York: McGraw-Hill.
Schön, D.A. (1983) The reflective practitioner: how professionals think in action. New York: Basic Books.
Sovacool, B.K., Ali, S.H., Bazilian, M., Radley, B., Nemery, B., Okatz, J. and Mulvaney, D. (2020) 'Sustainable minerals and metals for a low-carbon future', Science, 367(6473), pp. 30–33.
S&P Global (2022) 'The (re)balancing act of the S&P 500 ESG Index', S&P Global Blog, 17 May. Available at: https://www.spglobal.com (Accessed: 10 March 2025).
Sperling, D. (2018) Three revolutions: steering automated, shared, and electric vehicles to a better future. Washington, DC: Island Press.
Statista (2024) Tesla's global market share of electric vehicles 2019–2023. Hamburg: Statista.
Stilgoe, J. (2018) 'Machine learning, social learning and the governance of self-driving cars', Social Studies of Science, 48(1), pp. 25–56.
Teece, D.J. (2018) 'Tesla and the reshaping of the auto industry', Management and Organization Review, 14(3), pp. 501–512.
Tesla (2023a) About Tesla. Available at: https://www.tesla.com/about (Accessed: 10 March 2025).
Tesla (2023b) Tesla annual report 2022 (Form 10-K). Austin, TX: Tesla, Inc.
Tesla (2023c) Tesla impact report 2022. Austin, TX: Tesla, Inc.
Tesla (2024) Tesla annual report 2023 (Form 10-K). Austin, TX: Tesla, Inc.
United Nations (2015) Transforming our world: the 2030 agenda for sustainable development. New York: United Nations.
US Department of Energy (2023) Federal tax credits for new electric vehicles. Washington, DC: US DOE.
Vance, A. (2015) Elon Musk: how the billionaire CEO of SpaceX and Tesla is shaping our future. London: Virgin Books.
Wong, J.C. (2022) 'Tesla workplace culture under scrutiny amid discrimination and safety claims', The Guardian, 18 February. Available at: https://www.theguardian.com (Accessed: 10 March 2025).

1

image1.jpeg
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David





