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Abstract
	
This paper analyses the value chain design of Tesla Company based on the company's supply chain. The author evaluates at each step of the value chain by Porter's Value Chain analysis model. Furthermore, it categorizes the activities into support activities and primary activities. Additionally, the writer also shows awareness of effective resource allocation and its ethical implications. 
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Introduction

The roots for the auto industry have their origins in the development of Henry Ford's Ford motor company, which has developed a definition of mass production technique for manufacturing units consisting of a moving assembly line and equipment interchangeability. At that time, the basic design of the car was not much modified because the cars would had two pairs of wheels and a similar frame. However, although the inventor of commercialised automobiles, the competitive advantage of Ford engines did not last for long and quickly took over by the General Motors. A new concept of a decentralised organisational structure and advanced management principles, Alfred P. Sloan, founder of General Motors, was introduced that offered consumers a wide variety of products with ease to choose the car type and design they wanted (Holweg & Pil, 2001). The technology used in cars has been advancing companies since the advent of commercialised cars to date, who can deliver better solutions and efficient systems to provide fuel efficiency and better results in production. In the modern world, those businesses which still follow conventional management techniques and do not pursue technological developments in design and manufacturing have become more difficult to survive. In the real world, the development of advanced technologies is now a requirement rather than a privilege. In the change management paradigm the automotive companies are now working on innovative and productive solutions than their rivals. Therefore, an execution framework capable of meeting consumer demands effective and productive management with regard to advanced technology. These system improvements have the effect of improving the company's overall marketing, facilities, manufacturing and sales processes (Dessler & Phillips 2007). This change management principle entails improvements in the company's activities and technology and strategies to achieve the company's ultimate target, as well as changes in the organisational climate from the inside and outside, with a view to achieving high profitability. These changes are related to changes in adaptation, change in control and change in effect. This study explores Tesla Motors' business model, the company's path to bring a new idea into the automotive industry in history, and the philosophy of change management.

Value Chain Design
[bookmark: _heading=h.nkfdir5pfcx9]		The value chain is a network of facilities and processes that describes the flow of materials, finished products, services, information, and financial transactions from suppliers, through the facilities and processes that create goods and services, and those that deliver them to the customers (Collier, 2017). Tesla provides electric vehicles with a sustainable energy system; furthermore, Tesla’s value chain is one of the best effective value chain design (Tesla, 2019). Porter's value chain analysis model evaluates the value and loss of amounts of sources in the organization by analyzing information into primary activities and support activities (Viler, 2010). In order to analyze the Tesla company value chain, there are five primary activities and four support activities. Figure1 indicates Tesla’s value chain.
[image: ]
Figure 1: Tesla’s Value chain (Yuan et al., 2015)

Primary Activities
Inbound logistics
		Tesla produces the fundamental elements of the car such as the electric motor, the battery pack, and the charger; however, they purchase the other parts from many suppliers across the U.S., Europe, and Asia (Maverick, 2019). Some of the main suppliers for Tesla’s production are AGC Automotive: windshields, Brembo: brakes, Fisher Dynamics: power seats, Inteva Products: instrument panel, Modine Manufacturing Co.: battery chiller, Sika: acoustic dampers, Stabilus: liftgate gas spring, and ZF Lenksysteme: power steering mechanism (Maverick, 2019). Tesla owns the capitol manufacturing facility and warehouse in Fremont California, United States; otherwise, there are many facilities and warehouses are located in diverse locations including North America, Asia, and Europe such as Livermore, California, Lathrop, California, Sparks, Nevada, Taipei City, Taiwan, Elkridge, Maryland, and Bethlehem, Pennsylvania; additionally, the company (Pratap, 2019). 
Operations
		Tesla purchases raw materials from suppliers; then, processing materials into the finished product by its manufacturing before sale products (Byrne, 2018). Tesla has own productions and also service operations. The headquarters of Tesla is in Palo Alto, California; furthermore, the company has expanded the operations, manufacturing, sales, and supply chain network globally including North America, Europe, and Asia such as Netherlands, and China (Pratap, 2019). Tesla has European headquarters in Amsterdam in Netherland, Europe and it also has production at  Tilburg, where the final assembly tests and quality control for the model S and Model X given for the European Union are included in its operations. One factory can produce 1,000 cars weekly; moreover, they are expanding the production in other areas to effort the market demand (Yuan et al., 2015). In addition Giga factory 2 is an built 1.2 million square foot plant in Shanghai, Giga factory 3, located in Buffalo , New York and in Giga factory 3. It also operates the battery containers produced in Tesla's Gigea factory 1 which is located outside Reno, Nevada. (Byrne, 2018).
Outbound logistics
		Tesla has transported the completed product from production to warehouses worldwide including North America, Asia, and Europe (Tesla Motor, 2019). Customers have an alternative way to purchase products of Tesla which are in-person and online; furthermore, Tesla provides shipping methods for online orders to Canada, Hawaii, and the US (Tesla Shop, 2019). Tesla transports products from the closet warehouses to customer's addresses after received orders from customers. However, the limitation of shipping order is the quantity of product which affects the delivery time, and the area of the delivery address (Tesla Shop, 2019). 
Marketing and Sales
		Tesla develops company-owned stores and galleries for marketing, sales, and services. It also acquires customer feedbacks for improving products and services. Tesla stores and galleries are located in major metropolitan markets such as shopping malls, and streets to attract people; besides, the sales representatives are trained to educate customers about the electric vehicle and Tesla with professional skills (Tesla Motor, 2019). People will open their minded buying mood with visible products and friendly services. In order to promote online; they use social media especially Facebook and Twitter to interact with people from around the world (Byrne, 2018).

Service
		Tesla develops customer loyalty and value by providing customer service in both pre-sale and post-sale. The sale person represents the information of Tesla's product and other electric vehicles to customers before they purchase the product; besides, after customers buy the product, they can communicate to customer support by website, email, in-person, and application (Tesla Motor, 2019). Additionally, Tesla's application provides consumers to control, monitor, and service of the product; for example, controlling the climate of car, monitoring energy consumption, and scheduling a service appointment with specialists from smartphones and tablets (Tesla Motor, 2019). Customer service centers also help customers to maintenance, other services. Tesla provides superchargers and destination charging sites along the road; furthermore, customers can also charge their car at home (Tesla Motor, 2019). Basically, Tesla represents a new vehicle limited warranty for Tesla vehicles for 4 years or 50,000 miles including the repair and replacement necessary to correct defects in the materials or workmanship of any parts manufactured or supplied by Tesla; on the other hand, consumers can extend their service agreement by purchasing additional service plan (Tesla Motor, 2019). 

Support Activities
Firm infrastructure 
		Tesla has strong leadership and a small management team. The automotive and energy supply divisions are for executions based on product categories. Elon Musk is the CEO of Tesla who makes the final decision-making; The Chief Financial Officer also leads accounting , finance and the associated areas and the Vice-Chairs lead the others, including manufacturing, engineering , business, financing, etc. (Pratap, 2019). All of the executives and supervisors improve the efficiency of facilitating communication and decision-making.

Human resource management
		Tesla hires various valuable talented employees who are aligned with the company's culture and perspective (Yuan et al., 2015). Tesla is not only looking for the professional but also people who understand and align with the company's culture which leads to acquire the company’s objectives and increase organization effectively. Tesla has 48,817 full-time staff in 2018 and still recruits more employees to improve organization efficiency (Pratap, 2019). As a technology organization, Human Resource management organizes the company by attracting and retaining talented employees to stay competitive to accelerate productively. 

Technology development
		The competitiveness in the automotive industry is significantly increased . In 2018, Tesla invested US$ 1.46 billion in R&D to start and develop both new and existing goods.; moreover, tesla has developed the autonomous driving technology, technology-supported customer service, product design, and electric mobility by 3D technology for integrated product designing and eliminating wastes (Pratap, 2019). Tesla provides the security system, communicates warnings and customers can control the touchscreen and manage driving mode from the touch screen and mobile application; while, Tesla also tracks software updates for improving the capabilities of products. (Tesla Motor, 2019). 
Procurement
		Tesla manufactured uses thousands of parts from thousands of suppliers around the world; besides, the company has established a good supplier partnership (Pratap, 2019). Panasonic is one of the major suppliers who have been a long-term supplier of lithium-ion batteries for all tesla vehicles and also a partner in the development of a Giga factory to improve production and economies of scale (Yuan et al., 2015).





Conclusion
Tesla develops an effective value chain design based on Porter's Value Chain analysis model. Moreover, it evaluates the company effectively into support activities, and primary activities for adding value in marketing and developing products and services. 
Additionally, value chain is integral aspect of company that helps to maintain efficient level of production and operation. Furthermore, it has been reflected that company makes considerable investment in the innovation and creativity activities to meet changing trend and advancement in the technology to capitalise the growth opportunities.
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