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Executive summary 
The purpose of this report is to investigate the marketing challenges of Tesla. This was accomplished by conducting a thorough investigation of the organisation’s micro/macro environment. Tool/methods utilised include; SWOT (Strengths, Weaknesses, Opportunities, Threats), Resource and Competence Mapping Analysis (Appendix 6), Resource Marketing Audit, PESTEL (Political, Environmental, Social, Technological, Economic, Legal) and Porter’s five forces. A Target Market analysis has also been conducted, using the STP (Segmentation, Targeting and Positioning) model. The firm’s marketing mix was investigated utilising the 7Ps of Marketing (Product, Price, Promotion, Place, People, Process and Physical evidence). An analysis of Marketing Media and Communications Channels has also been conducted.

Investigations identified; Tesla’s marketing strategy and position, is driven by a consistent message of delivering environmentally-friendly products (Tesla, 2022). Tesla’s pricing strategy was tested during the recent global recession. Tesla’s had great faith in their approach, opting to remain firm with prices (Chu, 2018). Their trust in the strategy proved correct, recording significant growth and profits ($53.82B) (Macrotrends, 2022). Tesla have segmented the market and targeted; High earning males, highly educated, over the age of thirty, city dwellers, who are ambitious and appear environmentally-conscious (Dudovskiy, 2021). Tesla occupy the focussed differentiation position, on Bowman’s clock (Appendix 5). investigations concluded; Tesla’s position is no longer appropriate. Drastic increases in demand (BBC, 2022) suggests, Tesla’s market is no longer niche. Nor are their features unique (copied by competitors), further indicating reduced perceived value. Research advocates, a move to a differentiation position (Bowman, 1997). Tesla’s links to child-labour mistreatment (Posner, 2020) and impending legal issues with miner deaths (Kelly, 2019), appears to have escaped the attention of Tesla’s target audience. As record sales numbers suggest (Macrotrends, 2022). It has been concluded, that Tesla’s communications channels, have effectively dampened the negative association with the subject. Delivering the consistent message, that Tesla is environmentally-friendly on the website (Rojas, 2020), via email (McDonald, 2019), social media (Ku, 2022) and press-conferences, has successfully pulled the wool over consumers eyes. Tesla are engaged in greenwashing, as they continue to use child-mined ore in their products, whilst condemning child-mining (Binding, 2019). The organisation has presented an ethical dilemma. The eco-friendly car vs child-mining exploitation. Tesla’s effective greenwashing marketing tactics has created a disconnect. Tesla’s supply-chain issues, were brought to the forefront during the pandemic. Tesla suffered severe shortages and customer orders were delayed significantly (BBC, 2022). This undoubtedly increased the rivalry amongst competitors (Porter, 1979), for consumers that could not wait. Tesla and their competitors currently use the same supplier (BBC, 2022). A possible conflict-of-interest for suppliers was detected. They could prioritise one manufacturer over another and create a competitive advantage (Porter, 1979). This was identified as a resource competency flaw (Johnson et al, 2013) for Tesla. 

Recommendation(s)
1. Tesla must not be associated with suppliers who are known exploiters of child labour. They should develop new relations with ethical suppliers. This can be achieved as follows; Elon Musk holds a press-conference condemning child-labour and announcing ties with Huayou cobalt are severed. Tesla executives compile a list of ethical suppliers and agree terms. Tesla then run a marketing campaign on the website, via email and on social media, promoting conflict mineral free products.

[bookmark: _Hlk105767484]2. Tesla should consider manufacturing their own batteries. This can be achieved as follows; An STP analysis of the market is conducted by the marketing team. R&D team begin manufacturing prototypes. Once a working model has been passed. Elon Musk holds a press-conference, announcing the diversification into the battery power market. Consumers can be engaged utilising the website, email and social media and ties can be severed with Panasonic.

3. Tesla should launch an R&D project to develop a battery that is not reliant on cobalt. This can be achieved as follows; R&D team begin manufacturing cobalt free prototypes. Once a working model has been passed. Elon Musk holds a press-conference, announcing Tesla batteries are cobalt-free. Consumers can be reached via the website, email and social media.
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1.0 Introduction
The purpose of this report is to investigate the marketing challenges of Tesla. Tesla is an electric car manufacturer founded in 2003, by Elon Musk, Marc Tarpenning, Martin Eberhand, Ian Wright and JB Straubel (Tesla, 2022). The organisation was named after Serbian-American inventor/engineer Nikola Tesla, due to their mutual interest in electrical power (Gregersen, 2022). Tesla became the first manufacturer to release a fully electric car in 2008 (Tesla, 2022). Demand has seen Tesla become the Tesla is the world’s most valuable car manufacturer ($42.6B) (Statista, 2021), with a market value in excess of $1 trillion (Thomas, 2021). Annual revenue for 2021 was recorded at $53.82B, an increase of 70.7% on 2020 (Macrotrends, 2022). Tesla currently offers four models of vehicle (S,3,X,Y), but are also engaged in other services, including; financial services, energy storage, solar technology and merchandise (Tesla, 2022). The current Chief Executive Officer (CEO) of Tesla is Elon Musk (Blystone, 2022). Tesla’s headquarters is located in Austin, Texas (Carlson, 2021) and 99,000 employees are retained by the organisation (Carlier, 2021). Tesla have enjoyed a competitive advantage as first movers (Porter, 1980) over the last few years. However, competitors such as; BMW, General Motors, Hyundai, Kia, Mazda, Nissan and Toyota (Investopedia, 2021) are now entering the market. 

[bookmark: _Hlk105679770]Tesla’s supply-chain is of particular significance to this investigation. Cobalt is an essential mineral in the manufacturing process of lithium-ion batteries. These batteries are a vital component in Tesla’s electric vehicles (Kleinman, 2016). The largest known deposit of cobalt, is located in the Democratic Republic of Congo (DRC) (Garside, 2022). The Congo is one of the poorest nations on the planet. Nationals are paid as little as $1.90 (Opportunity, 2022). Suppliers such as Huayou cobalt, are also know exploiters of child-labour (BHRRC, 2020). Tesla can be linked directly back to Huayou cobalt, via their supply-chain. Tesla, along with other large electronics retailers, were indicted for the deaths of fourteen child-miners in their supply-chain (Kelly, 2019). This is a severe concern for Tesla and presents grave ethical issues in the eyes of the consumer. There are also serious environmental issues in Tesla’s supply-chain. The large-scale opencast mining operations in the Congo are harmful to the environment. The damage caused will be longstanding for generations (UNEP, 2017). Tesla pride themselves on being an environmentally friendly organisation with their green technology (Tesla, 2022). However, Tesla are on parity with all other vehicle manufactures, when shipping vast sums of components, parts and cars around the globe, for assembly or sale (UNEP, 2020).

An environmental audit has been conducted and produced a number of recommendations. Briefly these include; Tesla sever ties with suppliers who exploit child labour. Tesla manufacture their own batteries. Tesla produce a cobalt free battery.

























2.0 Main Findings (Main Body)

2.1: The Marketing Concept 
There is not a universally agreed definition of marketing (Colbert, 2014). The term marketing refers to actions taken by an organisation to enhance the purchasing/selling of their products/services (Dann, 2010). Marketing includes advertising, processing and ultimately delivering the product to the end customer. Advertising can present in the form of, promotions, celebrity commendations, unforgettable slogan and striking packaging (Gundlach and Wilkie, 2009). 

2.2: Micro/Macro environments

2.2.1: Microenvironment 
See Appendix 1 for full SWOT analysis. A Resource and competence mapping analysis was conducted, see Appendix 6. Tesla display evidence of unique resources. The organisation is the world’s most valuable car manufacturer. They have industry experts (Statista, 2021; Carlier, 2021; EVANNEX, 2020) and a global manufacturing network (Zucchi, 2022). Tesla’s core competences are; Excellent market knowledge (Zucchi, 2022) and efficient manufacturing processes (BBC, 2022). They also have trademarks, patented designs (Tesla, 2022) and enormous brand value (Statista, 2021). Weaknesses in core competencies were also identified. Tesla have poor customer-service (Salinas, 2019) and a distressed supply-chain (BBC, 2022).
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Tesla’s physical resources (properties/plant and equipment) are brand new and valued at $18.9B (Macrotrends, 2021). Tesla have six manufacturing facilities worldwide (gigafactories) and a headquarters in Austin, Texas, valued at $2.1B (Akgunduz, 2022 and Carlson, 2021). Within human resources, Tesla have accumulated industry experts (Carlier, 2021) and are a business of choice for graduates (EVANNEX, 2020). However, poor working conditions within gigafactories was uncovered (Carrie, 2017). Tesla have enormous financial resources (Isidore, 2021). This wealth was achieved utilising Tesla’s intangible resources. Tesla are the world’s most valuable company ($42.6B) and have a reputation as the best in-class manufacture. Tesla own a multitude of companies (Johnson, 2020) and possess over 3,000 patents (Insights grey, 2022).  



2.2.2: Macroenvironment
See Appendix 2-4 for full PESTEL analysis, PESTEL & Porter’s 5 forces amalgamation and accompanying diagram.

[bookmark: _Hlk105677211][bookmark: _Hlk105681206]The SWOT analysis identified Tesla as the world’s most valuable company, with tremendous brand-value (Statista, 2021). Tesla have used this enormous wealth to influence their market strategy and scale-up operations even further. Tesla now have multiple gigafactories across the globe (Carlier, 2021). Tesla were also the first movers in the electric car market (Tesla, 2022). When customers think electric cars, they think Tesla. The two have become synonymous. Tesla use this position within their marketing strategy, by providing a range of eco-friendly vehicles (Tesla, 2022) and capitalising on the demand for green energy products (Alsop, 2020). The SWOT analysis discovered; Tesla are linked to child-labour exploitation within their supply-chain (Posner, 2020). The PESEL analysis indicated, customers are increasingly aware of organisations sustainability practices. Corporate Social Responsibility (CSR) is a crucial factor for customers Öberseder et al, 2013). As part of a marketing strategy, Tesla are keen to distance themselves from these links by engaging in greenwashing tactics. Tesla have condemned child-labour, attempting to gain favour with consumers. However, have continue to use the same suppliers (Binding, 2019). Tesla have responded to this marketing challenge, by announcing development of cobalt-free batteries (Petrova, 2021). However, Tesla are yet to outfit these batteries in their vehicles. Porter’s five forces analysis indicates, the more widespread the awareness, the more bargaining power the buyers possess (Porter, 1979). Organisations that fail to consider CSR, risk negative press and potential customer boycotts. The PESTLE analysis uncovered a global recession. Economies are currently recovering from the impact of a global pandemic. Consumers are experiencing, increased costs of living and reduced disposable income (Chu, 2018). Tesla did not change their pricing strategy during the pandemic, the firm remained steadfast. Porter’s five forces analysis shows, these events can drive customers to seek substitutes (Porter, 1979). Customers could maintain current vehicles, over purchasing new, or utilise public transport. The SWOT analysis also revealed; Tesla experienced supply-chain issues and severe shortages of parts during the pandemic. Which caused delays in the manufacturing process and to customer orders (BBC, 2022). Tesla’s supply-chain woes could intensify the rivalry amongst competitors (Porter, 1979).






























2.3: The Target Market - Segmentation targeting and positioning (STP).
[image: ]STP is a three-step model, consisting of segmentation, targeting and positioning. See Figure 1. Businesses use this model to develop a strategic approach, when marketing their products/services. STP highlights commercial effectiveness. The approach allows an organisation to develop a marketing mix best suited to the product and maximise sales. STP also identifies future product development opportunities (McDougal et al 2021).

2.3.1: Segmentation
Demographics
Nationality – All.
Region – Asia, Europe and North America.
Density – Urban and rural.

Geographic
Age – Thirty (plus).
Gender – Male, but not exclusive.
Income – High earner.
Education level – Degree graduates.

Psychographic
Lifestyle – Environmentally cautious, reformer and aspirer.
Social class – Middle to upper class.
Personality – Ambitious and resolute.

Behavioural
User status – Non users, first-time users and potential users.
Benefits sought – Appearence of being environmentally-friendly.
User rate – Daily usage.
(Dudovskiy, 2021).


2.3.2: Targeting 
Tesla are targeting tech savvy males (83.9%), over the age of thirty. They are city dwellers, acting as business executives, on high earnings ($100,000+) and drive luxury cars (Zucchi, 2021). Tesla have showrooms highly populated cities, where high earners congregate (Auto Trader, 2022). Tesla target these individuals via various channels. Tesla are extremely active on social media. They advertise heavily and the firms CEO is an avid user of Twitter. Tesla always have a consistent marketing message (eco-friendly), which is excellent for word-of-mouth in the current climate (Rojas, 2020). 



















2.3.3: Positioning 
See appendix 5. An analysis of Tesla’s market position was also conducted as part of this investigation. Tesla are positioned in the focussed differentiation position, on Bowman’s strategic clock. They offer a product with unique features to a niche market (Bowman, 1997). 

Tesla products are marketed and positioned as environmentally-friendly alternatives to the combustion vehicle (Gibson, 2021). Tesla have a varied product range, that appeals to a multitude of consumers (Tesla, 2022). In terms of customer types, Tesla are positioned to capture both private and organisational customers (Fahy and Jobber, 2012).

Ansoff’s Matrix
[image: ]Ansoff’s model is a four-quadrant grid, used to determine product positioning within the competitive market. Businesses’ can plan and assess growth initiatives. The model aids stakeholders when analysing risk, associated with the diverse development strategies (Ansoff, 1957).

Market penetration: Tesla penetrated the power market, by using existing products in Tela powerwall, powerpack and solar panels (Spirit energy, 2022).

Product development: Tesla developed the Y model along with a series of additional/upgradeable features to their software for other models (Gibson, 2021). Tesla are also developing a new cobalt free battery (Carlier, 2022).

Market development: Tesla currently operate in Asia, North America and Europe (Dudovskiy, 2021), they are yet to target the southern hemisphere.

Diversification: Tesla have diversified from electric vehicle firm, to a clean energy company, through the acquisition of SolarCity and rebranding to Tesla Motors INC (Tesla, 2016).





























2.4: The Marketing Mix
[bookmark: _Hlk105761757]McCarthy introduced the 4Ps (Product, Price, Promotion, and Place) of marketing in the 1960’s (McCarthy, 1960). This was later expanded to the 7Ps, to include people, process and physical evidence. The purpose of the 7Ps is to act as an aid for organisations, to determine potential marketing issues (Booms and Bitner, 1981).

[image: ]Figure 2: 7Ps application to Tesla

2.5: Marketing Media and Measuring Success
Marketing communications can be defined as an activity that is “audience-centred”. Processes involved in this communication are designed to engage the audience and encourage dialogue (Fill and Turnbull, 2016).

Tesla communicate with customers via the following key channels; Webpage, Email, Telephone, Website support-frequently asked questions, social media and face-to-face. Tesla are the exception to other competitors in the automotive industry. There is no marketing team. In fact, Tesla’s advertising budget is $0 (Khemchandani, 2022). 
[bookmark: _Hlk105682024]Tesla products are displayed on the website (Tesla, 2022). Sales increases of (70.7%) $53.82B in 2021 (Macrotrends, 2022) suggest, customers are impressed by the product offerings. Tesla customers are regularly contacted by the business via email. The firm send, newsletters, product information, update information and welcome packs. Customers appear pleased with the organisations email communications (McDonald, 2019). Tesla have telephone communications, for customer-service purposes (Tesla, 2022). Tesla’s customer-service is inadequate. Only 42% of callers describe a positive experience. Complaints of excessive waiting times and poor problem resolution rates (Salinas, 2019). Tesla have a support section on the website with frequently asked questions (Tesla, 2022). Data is missing to identify the volume of customers utilising customer-service, that failed to locate an answer in the support section. Potential issues identified; Tesla are not encouraging customers to use the support section. Customers are unable to resolve their issues utilising the support section. Tesla have a social media presence on all large platforms. The firm’s CEO Elon Musk is one of the world’s most followed people (Ku, 2022). He has more followers on Twitter than his own company and more than Ford, Chevrolet and Chrysler combined (Pressman, 2016). His popularity can be a double-edged sword. He is known for his exuberance and flippant behaviour, which impacts Tesla’s share price regularly (Collins, 2018). However, evidence suggests, potential customers are drawn to the brand by his consistent environmentally-friendly message (Dudovskiy, 2021). Tesla also have a small face-to-face presence, with showrooms in heavily populated locations (Baggott, 2021). According to Holland, 78% of Tesla model 3 purchases were made online (Holland, 2019). Suggesting, customers are confident in build quality, features and experience without physically sitting in the vehicle. Tesla occupy the best in-class manufacturer position (EDF energy, 2020) and word-of-mouth amongst customers is excellent. Tesla are focussed on superior customer experience. They have an effective referral program and a consistent message (Khemchandani, 2022).

3.0 Conclusion 
The first finding, is that a typical marketing team is absent, from Tesla’s business plan and strategy. Tesla’s advertising budget is $0 annually (Khemchandani, 2022). This was surprising considering Tesla’s enormous success. Tesla’s marketing strategy and position, is centred on providing eco-friendly products (Tesla, 2022). To which, they are currently capitalising on the demand (Alsop, 2020). Tesla’s executives are so sure of their marketing approach, that they have not altered their pricing strategy despite a global recession (Chu, 2018). The approach was deemed correct, based on annual sales results of $53.82B (Macrotrends, 2022). Tesla avoided the threat of substitutes and outshone the competition (Porter, 1979). Tesla have segmented the market and target; High earning males, highly educated, over the age of thirty, city dwellers, who are ambitious and appear environmentally-conscious (Dudovskiy, 2021). Tesla are placed in the focussed differentiation position, on Bowman’s clock (Appendix 5). However, the demand for Tesla products is drastically increasing (BBC, 2022). Tesla must move to a differentiation position, to cope with the increased demand. The market is no longer niche, they do not offer unique features and perceived value has been matched (Bowman, 1997). 

Tesla’s connections to child-labour exploitation (Posner, 2020) and indictment in fourteen child-mining deaths (Kelly, 2019). Appears to have escaped the attention of Tesla’s target audience. Tesla’s extensive communications channels, have successfully shielded the organisation. Consistent marketing messages, of an eco-friendly brand on the website (Rojas, 2020), via email (McDonald, 2019) and social media (Ku, 2022), have muddied the waters. Elon Musk’s press-conference condemning child-labour, was an equally successful greenwashing marketing strategy. Tesla continued to use known child-mining suppliers (Binding, 2019), under the guise of being an ethical company. As a result, the organisation has presented an ethical dilemma. The eco-friendly car vs child-mining exploitation. Tesla’s greenwashing has created a disconnect between eco-friendly consumers and Tesla’s practices. Tesla experienced supply-chain issues and severe shortages of parts during the pandemic. Which caused delays in the manufacturing process and to customer orders (BBC, 2022). Tesla’s supply-chain woes, risked intensify the rivalry amongst competitors (Porter, 1979). Tesla currently share suppliers with competitors (BBC, 2022). This can create a conflict-of-interest for suppliers. Suppliers could prioritise parts for manufacturers, based on the revenue generated from their contracts. Providing a competitive advantage to the competition. This is a resource competency flaw (Johnson et al, 2013). Tesla must ensure their suppliers are exclusive, or manufacture their own parts (Smith, 2021).



























4.0 Recommendations 
The SOSTAC model has been utilised to create a marketing strategy/plan for Tesla. Recommendations were developed using SMART objectives. SMART is an acronym for “Specific, Measurable, Achievable, Realistic and Time-bound” (Corporate Finance Institute, 2020). Bowles et al state, objectives developed using SMART are best practice (Bowles et al, 2007).  

1. Tesla must not be associated with suppliers who are known exploiters of child labour. They should develop new relations with ethical suppliers.

2. Tesla should consider manufacturing their own batteries.

3. Tesla should launch an R&D project to develop a battery that is not reliant on cobalt.

See Table 2, for SOSTAC application.

Table 2: SOSTAC Recommendations

	
	REC-1
	REC-2
	REC-3

	SITUATION
	SWOT: Linked to child-labour, through Huayou Cobalt (Posner, 2020). Indicted for the deaths of fourteen child-miners in their supply-chain (Kelly, 2019). 

PESTEL: Consumers are becoming increasingly aware of organisational CSR factors (Öberseder et al, 2013).

Tesla are seen as environmental champions (Gibson, 2021).
	SWOT: Mitigate supply-chain issues (BBC, 2022). Product safety concerns with lithium-ion batteries (Kleinman, 2016). Innovation opportunity to create a competitive advantage (Porter, 1979).

PESTEL: Enormous R&D budget (Carlier, 2022). 

Tesla are viewed as a best-in-class manufacturer (EDF energy, 2020).
	SWOT: Demand for cobalt outweighs supply (Emir, 2022).

PESTEL: Consumers are increasingly aware of organisational sustainability. CSR factors impact customers purchasing decisions (Öberseder et al, 2013).

Tesla are viewed as an environmentally-friendly firm (Gibson, 2021).

	OBJECTIVES
	SWOT: Tesla want continued market growth (BBC, 2022) and want to distance themselves from child-labour (Binding, 2019).
	SWOT: Tesla can increase profits, by removing reliance on Panasonic (cut out the middle man). Tesla can also enter new markets with their batteries (Smith, 2021).
	SWOT: Tesla can become the sole battery manufacturer to eradicate cobalt from lithium-ion batteries (Smith, 2021).

	STARTEGY
	Hold a press conference condemning child labour exploitation and severing ties with Huayou cobalt immediately. Compile a list of ethical suppliers and agree terms. Run a marketing campaign, of conflict mineral free.
	Perform an STP analysis of the market. Begin R&D projects/operations. Hold a press conference, announcing the diversification into the battery power market. Sever ties with Panasonic.
	Begin R&D projects/operations. Hold a press conference, announcing Tesla batteries are cobalt-free. Sever ties with cobalt suppliers.

	TACTICS
	Social media marketing. Engaging campaigns. Customer management relationship. 
	Social media marketing. Engaging campaigns. Customer management relationship.
	Social media marketing. Engaging campaigns. Customer management relationship.

	ACTIONS
	CEO Elon Musk holds a press-conference condemning child-labour. Timing-ASAP.
Tesla Supplier Manager terminates Huayou cobalt. Timing – 2024. Whilst, negotiating terms with ethical suppliers by 2025.
Account Managers placed to manage suppliers. Senior Marketing manager to manage conflict mineral free media campaign. Timing-ASAP.
	Marketing Manager to conduct STP analysis. Timing-2022.
R&D team to develop the product. Timing-2023.
CEO Elon Musk holds a press-conference announcing diversification into the market. Timing-2023. 
Supplier Manager to sever ties with Panasonic. Timing-2023.
	R&D team to develop the product. Timing-2023.
CEO Elon Musk holds a press-conference announcing cobalt-free batteries. Timing-2023. 
Supplier Manager severs ties with cobalt suppliers. Timing-2023.

	CONTROL
	Suppliers to detail mining locations and maintain a detailed staff roster for perusal. Tesla executives to conduct ad hoc supplier visitations. Written agreements to terminate suppliers who fail to meet expectations. Agreed KPI’s with suppliers.
	Tesla leadership team to establish KPI’s for Marketing and R&D.
Product testing.
Conduct customer surveys to gauge satisfaction. 
	Tesla leadership team to establish KPI’s for Marketing and R&D.
Product testing.
Conduct customer surveys to gauge satisfaction.
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Appendices

1 SWOT Analysis

	Strengths
Most valuable car manufacturer - Brand value is $42.6B (Statista, 2021) and Market value exceeds $1T (Thomas, 2021).

First mover - Manufacturer of a fully electric car (2008) (Tesla, 2022).

Best in-class - Tesla vehicles have the greatest milage range (EDF energy, 2020).

Innovative firm – According to the Boston Consulting Group, Tesla are one of the world’s most innovative organisations (Gibson, 2021).

Strong industry positioning – Tesla are the market leaders in electrical car manufacturing (Carlier, 2022).

Increased production – Tesla doubled vehicles deliveries in 2021, producing 936,000 electric cars for customer (BBC, 2022).
	Weaknesses
Higher demand than manufacturing capability – Tesla have been forced to advance infrastructure to accommodate the demand for their products. Waiting lists for vehicles increase as new factories are being built. This could affect brand value over the long-term (BBC, 2022).

Supply-chain issues – Despite significant growth, Tesla has been plagued by supply-chain problems. Elon Musk reported growth manufacturing was stunted by a lack of materials and components (BBC, 2022).

Elon Musk is the firm’s sole representative – Tesla lacks a readymade replacement for the charismatic leader (Ferris, 2016).

Leadership conflicts – Tesla has a reputation for burning through senior executives, due to disagreements with the board (Matousek, 2019).

Linked to child-mining – A vital mineral required for lithium-ion batteries (cobalt), is mined by children in the DRC (Posner, 2020).

	Opportunities
Continued growth - As the leader in the electric car market, Tesla can continue to capitalise on their competitive advantage, by expanding to new territories (Thomas, 2021).

Batteries – Tesla are currently dependent on Panasonic to provide their vital batteries (Smith, 2021). Tesla could develop and manufacture their own batteries in-house, cutting out the middle man and increasing profits as a seller.

Release a broader range of vehicles;
· Small vehicles - City friendly 
· Pickup trucks - US market
· Lorries - Haulage
· Buses/Trams – Public Transport
· Aircraft – Long/Short-haul 

SpaceX program – Continued funding and appropriate R&D, could lead to commercialised space travel (SpaceX, 2022). 
	Threats
Competition - Big established car manufacturers with extensive production capabilities (Investopedia, 2021), are entering the electric car market (Porter, 1979).

Lithium-ion battery safety – These batteries can be extremely combustible, leading to product safety concerns (Kleinman, 2016).

Public safety concerns – The firm had to withdraw the "full self-driving mode", due to consumer safety complaints. Tesla stated, a software update is required (BBC, 2021).

Elon Musk – Tesla’s owner, is known for his exuberance and sometimes flippant behaviour. Tesla’s share price has dramatically swayed in both directions, as a result of his tweets (Collins, 2018).

Supply of cobalt – Based on current demand trends, by 2030, the demand for cobalt will outweigh the supply (Emir, 2022).






2 PESTEL Analysis

	[bookmark: _Hlk103163603]Political/Legal
Political stability - Election of a new US President – President Biden could reduce import tax costs and alter the protectionist approach applied by President Trump. Effectively levelling the field for foreign manufacturers (BBC, 2019). 

Political tension - The US and Russia have introduced sanctions against each-other. This will impact the ability of Tesla to enter the Russian market (Borger, 2022).

Trade deals – The impact of BREXIT and unresolved trade deals between the US, EU and UK could impact Tesla. EU and UK governments could apply import taxes, tariffs and quotas on goods (Radcliffe, 2022).

Employment law – Global governments could raise the national minimum wage. This would impact Tesla. Workers in the US would require higher pay rates, and foreign minimum wage increases would likely result in price rises for goods/materials.  

	Economic
Wars – The war between Russia and Ukraine has impacted the price of oil, gas, other consumables and stock prices globally. This will impact Tesla’s supply chain and likely result in increased costs of goods, materials and logistics (Sillars, 2022).

Global recession – Economies are currently recovering from the impact of a global pandemic. Increased costs of living, will affect the amount of disposable income available to consumers (Chu, 2018).

Banking collapse - A repeat of the 2008 banking crisis, could be catastrophic to global businesses. Even with their enormous wealth, Tesla would not be immune (Economist, 2013).

Gross Domestic Product (GDP) fluctuations – Changes to a countries GDP could influence Tesla’s decision to invest or further invest capital (Kramer, 2022).

	Social/Environmental
Pandemics – Contagious widespread global pandemics can have a disastrous consequence for businesses. They impact supply-chains, manufacturing capabilities and ultimately the firm’s bottom line (World Bank, 2021).

Consumer sustainability awareness – Customers are increasingly aware of organisational sustainability. Corporate Social Responsibility (CSR) is a crucial factor for customers, before making a purchasing decision (Öberseder et al, 2013).

Customer buying habits – These changes can be both positive and negative for Tesla. Example: Preferences for homegrown/homemade products, over foreign goods could develop (Bruning, 1997).

Developing trends – Trends can be impactful on businesses. Some products/services can be short-term fads/crazes, whilst others are long-term transitions. Such as the eco-friendly revolution we are currently experiencing (Alsop, 2020).

Work and lifestyle choices – These choices can leave an impression on organisations. Tesla could be affected, should a large portion of the customer base decide to cycle to work (Obordo, 2017).
	Technological
Competitive innovator – A rival could develop superior technology. This would be severely damaging to Tesla’s market share (Porter, 1979).

Research & Develop expenditure – Tesla must spend an enormous amount of capital ($2.6B), to retain a competitive advantage within the market (Carlier, 2022).

Cyber-attacks – Organisations with large amounts of customer data are prize targets for hackers. Should Tesla suffer a data-breach, customer confidence would be affected and the firm would also be subject to legal consequences (Smith, 2021).

Infrastructure degradation – Firm’s with large-scale manufacturing, are susceptible to grander scale breakages. These degraded tools and machinery must be replaced, to remain competitive.











3 PESTEL analysis amalgamated with Porter’s Five Forces  

Political/Legal – The election of President Joe Biden, could shake-up the protectionist stance of the American trade system. Under President Trump import taxes were increased, creating an advantage for American firms (BBC, 2019). President Biden could adopt a new approach and reduce import taxes, opening the market to foreign trade on equal footing. This would intensify the rivalry in the US market (Porter, 1979), where Tesla have enjoyed a near monopoly over recent time. Political tensions between the US and Russia, with the imposed sanctions (Borger, 2022), prevent Tesla from becoming a new entrant into the Russian electrical car market (Porter, 1979). This could provide a market for other manufacturers to become established. Unresolved trade negotiations between the US, UK and EU, surrounding BREXIT, could be problematic to Tesla. Import taxes, tariffs and quotas on goods (Radcliffe, 2022), will inflate the price of Tesla vehicles. The bargaining power of regional suppliers, will increase as a result (Porter, 1979). The national minimum wage of a country could be increased by the government. Tesla would be required to pay more in wages and the cost of goods/materials is also likely to increase as a result. This could potentially provide an avenue for new entrants into the supply-chain (Porter, 1979), to exploit the inflated goods/material prices.

Economic – The war between Russia and Ukraine has impacted the price of oil, gas, other consumables and stock prices globally (Sillars, 2022). This firmly places bargaining power in the hands of suppliers (Porter, 1979) as costs of goods, materials and logistics will increase. The COVID-19 pandemic continues to have an effect on the economy, driving up the costs of consumables and driving down the disposable income of potential customers (Chu, 2018). This can drive customers to seek substitutes (Porter, 1979). Customers could maintain current vehicles, over purchasing new, or utilise public transport. A repeat of the 2008 banking crisis, could be catastrophic to global businesses (Economist, 2013). Buyers would have bargained power (Porter, 1979) in this instance, as only essential products would be purchased. Even with their enormous wealth, Tesla would not be immune. Fluctuations in Gross Domestic Product (GDP) cold influence Tesla’s decision to invest or further invest capital, due to the rising costs of manufacturing in the country (Kramer, 2022). GDP fluxes will create a threat of substitution (Porter, 1979), as consumers will be less inclined to spend in raised cost markets.

Social/Environmental – The COVID-19 pandemic had widespread disastrous consequence for businesses. Supply chains were impacted, manufacturing capabilities drastically reduced and many firms went out of business. These factors also had an effect on consumers (World Bank, 2021). The threat of substitutes was very real for businesses (Porter, 1979). Regular customers tightened their purse strings and sacrificed luxury cars, in preference of general household bills and sustenance. Consumers are becoming increasingly aware of organisational sustainability. Corporate Social Responsibility (CSR) is a crucial factor for customers, when making a purchasing decision (Öberseder et al, 2013). The more widespread the awareness, the more bargaining power the buyers possess (Porter, 1979). Organisations that fail to consider CSR, risk negative press and potential customer boycotts. Customer buying habits could be both positive and negative for Tesla. Preferences for homegrown/homemade products could develop, favouring the business in the US (Bruning, 1997). This could drive up the price of raw materials and increase the bargaining power of suppliers (Porter, 1979). Trends can be impactful on businesses. Some products/services can be short-term fads/crazes, whilst others are long-term transitions (Alsop, 2020). A trend for a particular foreign luxury car could develop, increasing the threat of new entrants into the market (Porter, 1979). Work and lifestyle choices can leave an impression on organisations. Tesla could be affected, should a large portion of the customer base decide to cycle to work (Obordo, 2017). The demand for cars would decrease in favour of a substitute (Porter, 1979).

Technological - A rival could develop superior technology. This could severely damage Tesla’s market share (Porter, 1980). The threat of new entrants (Porter, 1979) into the tech sector is always high, due to constant organisational diversification. Tesla spend an enormous amount of capital ($2.6B) on research and development (R&D) annually (Carlier, 2022), to maintain competitive advantage (Porter, 1980). Competitive rivalry (Porter, 1979) exists in the electric car market, with other large manufacturers meeting Tesla’s R&D budget. Firms such as Tesla are high profile targets for cyber-attacks. Should hackers access Tesla databases and extract customer data, customer confidence could be damaged and legal consequences felt (Smith, 2021). The bargaining power of buyers (Porter, 1979), would increase as customers sway from untrustworthy sellers. Firms with large-scale manufacturing, are susceptible to grander measure breakages. These degraded tools and machinery must be replaced, to remain competitive. Failure to maintain buildings, equipment and machinery can increase the rivalry among existing competitors (Porter, 1979).
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5 Bowman’s strategic clock
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6 Resource and competence mapping
The following table was developed by merging the works of work Barney (1991) and Prahalad and Hamel (1993). 
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Table 1: Blythe and Megicks — Resource Marketing Audit
Element Resource Detail
Property, plant and | All under six-years-old. Condition — new. Valuation for 2021 - $18.98 (Macrotrends,
equipment 2021).
Physical Six Gigafactories worldwide. Oldest — Gigal Nevada, opened 2016. Giga6 Texas, cost
resources Buildings $1B to build (Akgunduz, 2022).
HQ, Austin, Texas. Opened — 2021. Cost $1.18 to build (Carlson, 2021).
99,000 retained employees. Industry experts in engineering/project
Staff capability | management/research and development/executives (Gaglier, 2021). Specialised
marketing team, as Tesla’s advertising budget is $0 (Khemchandani, 2022).
Human Tesla is a business of choice for new graduates (EVANNNEX, 2020). “Employees are
resources Motivation motivated to seek innovative ways to carry out their roles” (Liberty mind, 2021).
Tesla employees in Glgafactaries, have poor working conditions. They are paid well,
Commitment | but injuries and stress levels are high (Carrie, 2017).
Financial Tesla's company value is over $1T (Isidore, 2021).
resources Financial resources | Tesla’s total liabilities for 2021 were $30.5B. $10B were short-term accounts.
payables (McDonald, 2022).
Tesla is the world’s most valuable car manufacturer ($42.6B) (Statista, 2021). They
Brands also own five other companies (SolarCity/Maxwell Technologies/Grehmann,
Engineering/Perbix Machine Co/Hibay Systems (Johnston, 2020).
Elon Musk has 18 personal patents. Tesla have 3,304 patents, of which 2,147 are
Intangibles Patents active (Insights grey, 2022).
Best in-class manufacturer for electric cars (EDF energy, 2020), but also have poor
Reputation customer service (Salinas, 2019).

(Blythe and Megicks, 2010)
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PRODUCT PRICE

PROMOTION —_—

+ Fully-electric cars. Model's: , E, + Eco-friendly alternative product. « Positioned as luxury high-end

« Billboard advertising.
+ Social media presence

Xand Y (Tesla, 2022).
«  Occupies first mover status
(Porter, 1980) .

products. Focussed
differentiation product pricing
strategy (Bowman, 1997).

PEOPLE
PLACE —_—
+  Charismatic leader/CEQ in Elon Musk (World’s
richest man) (Ferris, 2016).
+  Limited staff contact with the customer —
Online dominant (Hern, 2019).

+ Small bricks and mortar presence. Large
online presence - Suggestion brand could
become 100% online (Hern, 2019)

PROCESS PHYSICAL EVIDENCE
« Secretive supply-chain and manufacturing processes (Posner, 2020). + GIGA factories on three continents Carlier, 2021).
+ Customer focused (Thomas, 2021). + HQ facility in Austin, Texas (Carlson, 2021).

- Enormous R&D expenditure $2.68 (Carlier, 2022) + Social media presence on all major platforms.
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Necessary Resources

Unique Resources

Industry experts
‘Testaretain 99,000 industry experts
(engineers/marketing executives/project

Humans: managers ) (Caris, 2021). Tesa re also
Adirectand ndirect combination o | - choice firm for engineering scholars (EVANNEY,
workers 2020]
Servies:
Incernational websites, speciicaly talored fo each
county
Physic Gigbal network:
Resources | Premises/Equpment/inventory ~A | - Worldwide manufacturing and logistics Zucch,
place t conduct business, 2022)
cquipment o process/manufacture
and producs o el
Weath
Most valuable car manufacturer (Satista, 2021).
Reputation:
First manufacturr o  ully electric cor (2008)
Financol: (Tesla, 2022).
Funding - Capital o enhance the
organisation. Bestin-lass manufacturer for electic cars Tesla
vehides have the greatest miage range] (EDF
energy, 2020
Threshold Competences Core Competences
Basic ustomer service. Poor customer service:
Tesla have developed 2 poor customer service
reputaton (alinas, 2019)
Basic market knowledge. WMarket knowiedge:
Expert market knowledge,fist markes entrant
ucch, 2002)
A A supply-chain. Disressed supply-chain:

Tesia have issued procuring chips and other
components (B5C, 2022).

Basic ecruftment.

Trademar/Copyright:
Trademarked logo, copyrighted websies and own
brand products (Tesla, 2022).

Basic Health & Safety.

Efficent processes:
Streamiined and efficient manufacturing

processes (BBC, 2022}
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