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In this dynamic business world, it has become necessary to research the factors and resources that can negatively impact the business performance and can positively enhance the business operations as means of business opportunity. The competitiveness of the industries is indulging companies to have ears about the external and internal environment of the business (Agnihotri and Bhattacharya, 2022). The marketing strategies play a key role in making the company competitive as compared to other rivals in the market. However, there is need to have information regarding the external and internal matters and factors to make good and informed marketing decisions (Almuzel et al., 2018).
This report provides some key situational analysis of the Tesla operating on the Global Level. The analysis includes Pestle analysis and Porter five forces analysis for the external environment analysis. The SWOT analysis provides the key findings from the Pestle and Porter five forces analysis to discern the Internal strengths and weaknesses of the Tesla Corporation. Further, it is supported with the STP analysis and Ansoff Matrix Analysis (Chehertma, 2022). 
[bookmark: _Toc112376050]Situational Analysis (External and Internal)
[bookmark: _Toc112376051]Pestle Analysis 
The pestle analysis is a management tool that is used by the marketers to have understanding of the factors prevailing in the external environment that have impact on the business operations as described by Colella (2020). The pestle analysis tool includes six major affecting forces that should be understood by the marketers specifically that are Political factor, Economic Factor, Social Factor, Technological Factor, Legal Factor, and Environmental Factor as supposed by College and Mcdonnell Barksdale (2022).
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Figure 1: PESTEL Analysis
Source: (Franco, 2021).
Strengths and Weaknesses of Pestle Analysis Model
The Pestle Analysis provides larger and broader understanding of the Market Environment. There is possibility of abundance of information that is gathered due to large context of factors. When the managers get large information, it is made difficult to use it for the strategic decision making. When the information is gathered on general basis then the data provided by Pestle Cannot be applied on Specific Situations of the Company. 
There is not much cost of gathering information for the Pestle Analysis. The only cost that is bear by the company or the researcher is the time and effort. The Pestle provides some deeper information into the macro environment factors that have huge impact on the operations of the business. There are six integral factors are exploited in the model that are Political, Economic, Social, Environmental, Technological, and Legal. The great opportunities can be found using these analyses and can be utilized to get competitive advantage and to back the operations of the company in case of emergency and uncertain situation. 
Business is an unit that is not only affected by the internal matters and factors but has high influence of external factors prevailing in the environment. Hence, it is necessary to understand the external factors impacting the business. 
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Political factors certainly have great impact on the Tesla business and performance. As the tesla is the producer of Electric vehicles that use electricity as well as gas to run, Governments see this as a means to reduce the carbon emissions from the country. for the last ten years, the Tesla has enjoyed this favor of Government backing the purchases of Electric cars as proclaimed by Debnath (2021). The Government even has allowed rebate of up $5000 on purchases of Electric cars that has increased the Tesla business. However, now the Governments have maintained the excessive number of electric cars and hence they are dial backing the support of Rebate of purchase of Tesla or any other electric car. 
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Since, the pandemic has pawed the universe, the economy of the world has gone to recession. The consuming power of the consumers have declined. The purchasing power of UK was 0.7 LCU as per international dollar, between 2010 to 202o the purchasing power of USA was increased by 55%, the average purchasing power of USA was $52061 that is declined from $63,069 in 2018. Hence, it can be clearly seen the Tesla may face troubles in the sales increase in the future due to declined purchasing power of consumer. Further, during the pandemic the consumer has preferred necessities over Luxuries (Franco, 2021). 
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The Social factor is related to everyday pattern, values, and norms of the society as stated by Hijfte (2020). The consumer purchasing pattern has changed drastically over the period of last three years. The consumer has preferred food and retailing items over the cars and bikes. This trend has certainly affected the Tesla sales. The Tesla sales were declined by 18% in first half of 2020 that was the result of change pattern and behavior of the consumers (Jiang, 2022). 
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The Technology is the core competency of the Tesla. Beside Cars, the company is proficient in making the solar panels and new tech oriented inventions. The Tesla is worldly known as the technology driven company with first moving advantage for Electric cars.  According to Katsikeas, Leonidou and Zeriti (2019), The Next is the electric trucks and electric Yacht that is under designing and manufacturing process. The electric trucks have come into the market. The Tesla car model S, X, and Y are tech oriented. Further, the invention of Auto Pilot mode is also contributed to the Tesla. 
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There are some countries that do not allow the direct selling to the customers (Liang, 2022). The Tesla has the business model through which the tesla tries to reduce the cost of the Cars by selling directly to the customers. However, the countries like China may not allow Tesla to do so hence there the Tesla needs to focus on including intermediaries into supply chain as explained by Matthews (2020). The Tesla also faced lawsuits by the employees where it was stated that the tesla tarnished the employment law by illegally terminating employees during the corona.  
[bookmark: _Toc112376057]Environmental Factor
The Tesla aims is to reduce the carbon emissions produced by the vehicles and somehow it has managed to do this with 4 metric Tons reduction in the carbon emissions with current number of sales of Tesla Vehicles as proclaimed by Thomas and Maine (2019). But it is also need to consider that the carbon emissions reduced by the Tesla are much less than it has produced while manufacturing the electric cars. So, Tesla is not much contributing in the favor of the environment.
Porter Five Forces Analysis
	Forces
	Status
	Description

	Threat of New Entrant 
	High
	· The high cost of manufacturing 
· Low regulatory requirements for the company establishment 
· High tech integration in the automotive industry 
· EV market is dominated by Chinese companies like Nio, BYD, and XPeng. 


	Bargaining Power of Suppliers 
	High 
	· The Supplier power is high as the Electric car is new technology and is in the development stage
· The Tesla procure material from Germany hence is affected due to trade restrictions and economic developments in the Germany 


	Bargaining Power of Consumers 
	Moderate
	· The Tesla targets the high end market with premium prices 
· The environmental friendly diversification provides consider benefit to the Tesla 
· For the better efficiency the customer need to purchase from the Tesla
· However, China market and India has manufactured low cost EVs that has increased the consumer buying power


	Threat of Substitute 
	High
	· The tesla owns 14% market in electric vehicles while only has 1.2% share in the global automobile industry
· Hybrid cars and autonomous technology are the major threat to the Tesla EVs 
· People are preferring Autonomous technology 

	Competition 
	High
	· The Tesla has to face competition from China and India Electric Vehicle Start Ups, Germany and UK’s Traditional car manufacturers, and Big Brands switching to Electric Vehicles
· The companies like BMW, Lucid, Volkswagen are major threat to the profitability of the Tesla



[bookmark: _Toc112376058]Internal Environment Analysis 
The internal environment analysis provides the notion into the internal resources and capabilities of the business. Hence, the SWOT analysis tool is used to depict the internal strengths and weaknesses of the Tesla along with Threats and Opportunities of the Tesla.
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	Factors
	Description

	Strengths 
	· The tesla is known as the energy efficient in the world of automobiles and use renewable energy sources like Solar Power
· The Tesla has efficient energy partners like Southeast APDA and Yes Energy that helps to strengthen the Tesla as energy leader (Zhou, 2022).
· The Tesla is innovative and provides new advanced products to the consumers 
· The Tesla is widely known around the world for an innovative brand

	Weaknesses
	· Although the tesla is known around the world, still it has very limited presence. It cannot be found in the India one among top 10 economies. 
· The Product range of the Tesla is low. It only provides cars and some energy efficient products (Zhao, 2021).
· The management is all together in the hands of one person-Elon Musk

	Threats 
	· The competition in the electric market is increased with coming of Lucid, Volkswagen into Electric car segments 
· The Electric car technology is more needed when autonomous technology has reached the consumers (Hirve, 2020).
· Difficult to maintain long term sustainability when the manufacturing of Electric Vehicles emits much carbons 

	Opportunities 
	· With designing and development of Autopilot, the Tesla has the opportunity to become leader in autonomous technology of automobiles
· The consumer is preferring new technologies and environment friendly cars hence it is possible that the sales will increase
· The backward vertical integration is good that provides cost leadership competitive advantage (Dang, 2020).


Sources (Rawar, 2020)
Segmentation, Targeting, and Positioning

The STP strategy is used to find the target customer and offering them products. The STP of Tesla is as follows:
Segmentation 
	Segmentation Criteria
	Description

	Region 
	Asia, Europe, North America for all the products and services 

	Density 
	Urban and Rural 

	Age 
	25-65 Years 

	Gender 
	Mostly Males and females 

	Occupation 
	Executives, Professionals, Managers, and Employees

	Income 
	High and Upper Middle 

	Perception 
	Environmental Friendly Tech orientation 

	User Status 
	First Time Users, Potential Users, Non-Users


Targeting 
The Tesla has focused on the consumer with perception of being tech oriented and environmental Friendly. Further, the executives, employees, and managers are basically targeted by the tesla that lie in the Upper Middle Class, and High Class Customer Segment. The Tesla Targets the customer who prefer cost effectiveness and environmental responsibility rather than comfort and beauty of the car. Further, the Consumers with Tech Orientation who prefer to use new automotive technologies. 
Positioning 
The positioning of the Tesla is based on the cost effectiveness and Mileage per electric Charge. The Tesla hence focused on developing the electric cars models that are cost efficient and can provide more mileage per electric charge. For this, the tesla introduced Model 3 in 2018 that is economical and provide good range for an Electric Charge. Aside from this, the Tesla has introduced Model Y that has highest mileage of 680 KM for per Electric Charge among the Hybrid and Electric cars. This model was introduced to capture the consumers preferring efficiency of the cars and environmental friendly nature. 
[bookmark: _Toc112376060]Marketing Mix of Tesla 
Marketing mix is strategic business tool that is used by the marketers to place the products and services of the company into the minds of the consumers. There are four integral elements include in the Marketing Mix that are product, place, price, and promotion. 
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Figure 2: 4 P's of Marketing
Source: (Goudarznia, 2018).
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The product is the goods and services that are offered to the consumers. The Tesla is offering a range of electric vehicles since 2008 which include Model S, Model X, Model 3 and Solar Panels, Tesla Batteries, and Tesla Supercharging stations. It has also invested more than $1.5 billion into Cryptocurrency. The Model S includes the Autopilot and acceleration of 60 mph within 2.8 seconds. It offers high involvement products (Katsikeas, Leonidou and Zeriti, 2019).
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The price of the Tesla is high as compared to other Electric cars in the market as per (Katsikeas, Leonidou and Zeriti, 2019). So the Tesla is following the Premium pricing strategy for its products. However, still the Tesla cars has lower price as compared to BMW, Audi, Electric cars. The Model S of Tesla ranges from 69,000 to 130,000 while Model X is from 83,000 to 145,000. However to make it available for everyone tesla has launched Model 3 which starts from 35000.
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The Tesla is US based company that is headquarter in the Paulo Alto California. According to Bardhan (2021), The manufacturing units are in the California and Forefront. The Tesla is also investing in the Nevada for the production of Li on batteries. The Tesla has its showrooms in the USA, UK, Germany, Australia, Canada, and United States. The Client may order the Car and can get the car by visiting the Tesla stores. It doesn’t operate through intermediaries. It has direct customer selling approach.   
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The Tesla has unique marketing strategy that is Zero Marketing Strategy exclaimed by Reiner (2021), it is not any strategy that is proposed by researcher and marketer but the Tesla doesn’t advertise or have minimum marketing campaigns yet is known around the world. It Doesn’t Spend a lot on the marketing but only to the specific touch points of the customers which include Supercharging stations where all over the stations Tesla is branded, in the charging restaurants, hotels, and malls also have tesla brandings referred to Miller (2021). But this is all in the USA basically and Canada. In other world, it has minimal efforts in the marketing. Elon Musk is the alone promoter of the Tesla with his tweets over the internet. Its giving up of patents earned the Tesla much name and positive brand image. Elon Musk has become the celebrity and appears in movies like Iron Man, Sitcoms like Big Bang Theory, and interviews regularly pin pointed by Goudarznia (2018).
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To make recommendations to the Tesla for further growth in the business. there is need to conduct Ansoff Matrix analysis. It is the matrix that provides the growth strategies to the businesses. This consists of four integral strategies which include product development, market development, market penetration, and market development. 
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Figure 3: ANSOFF Matrix
On the basis of SWOT analysis and external environment analysis conducted certain recommendations can be made to the Tesla for future growth. For this TOWS Matrix is used to sum up the SWOT of the Tesla.


	TOWS
	Strengths
· Energy Efficiency
· Partnership
· Highly innovative
· Sturdy Brand Image 
	Weaknesses
· Limited Presence
· Premium Product Range
· Succession Strategy 

	Threats 
· Increased Competition
· New technologies
· Long Term Sustainability 

	Market Development
	Market Development

	Opportunities 
· Autonomous Driving Technology
· Environment-friendly cars
· Battery Production Technology
	Market Penetration
	Market development



On the basis of Tows performed using the Internal Strengths and Weaknesses and external Threats and Opportunities, there are two recommendations can be made to the Tesla (Saadatmand, 2018). 
[bookmark: _Toc112376066]Market Development 
The Tesla indeed is well known in the whole world for its electric cars and technology driven efforts. Further, it is also true that it has expanded into numerous countries but still the Tesla doesn’t have presence in many of the countries that has huge economy. The Tesla Presence in the China is limited. Further, the India that is 3rd largest economy of the world and has promising future, there is no Tesla in the India. Therefore, it is highly recommended to the Tesla to launch their stores and products in the India as well by establishing their stores in the India (Yacoub, 2018). 
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Yes! This is true that the Tesla has achieved the milestone of selling more than 1 million cars without investing much in the marketing sector. However, the fact cannot be ignored that the Marketing can make it possible for the Tesla to sustain the brand name for the future. It is necessary for the brands to invest into the marketing to promote sales. The tesla could have sold more than 2 million units if it has also invested into the marketing. The promotions on the products and advertising is the thing that is highly required in this time for the Tesla (Colella, 2020). 
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