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Executive Summary
This business development proposal considers the prospects that Tesla has to enhance its ultimate competitiveness by boosting the usage of low-cost electric vehicles (EVs) within developing markets through sustainable innovation and digital transformation. A combination of ingenious battery technology, artificial intelligence, autonomous driving, renewable energy options, and a clear business concept with a focus on sustainability as its core value made Tesla one of the world’s most popular manufacturers of electric cars. Although the company has achieved global success, it still has gaps to fill as it expands beyond the premium market segment, particularly in developing countries where affordability is the biggest challenge to the adoption of electric vehicles. The proposal recognises a strong market opportunity developed by the increase in environmental consciousness, the growth in government subsidies on clean forms of transport, rapid urbanisation, and a growing need for affordable ways to travel in the emerging economies (Palmié et al. 2024). 
Despite the current increase in demand for electric vehicles across the world, the demand for Tesla vehicles has remained inaccessible to most middle-income consumers mainly because it is expensive, there is a lack of charging facilities, and also because consumers are less aware. Rival products like BYD, MG, and Tata Motors have consolidated their position by launching cheaper electric vehicles, which are more affordable and suit local buying capacity.
 Market research proves the costs of batteries are steadily decreasing, the infrastructure of charging is growing, and the governments are implementing incentives to use EVs the above developments put Tesla in an advantageous position to launch low-budget car models without compromising on its technological dominance. Moreover, customer trends show an increasing demand for digitally connected, eco-friendly, technology-focused automobiles, which goes hand in hand with Tesla already possessing strengths of software integration, AI, and over-the-air software updates. 
Analysis of the Business Model Canvas reveals that Tesla has powerful strategic assets, such as a globally known brand, Gigafactories, improved battery technology, artificial intelligence features, highly evolved work personnel, and diversified sources of revenue (Purnawan, 2024). The company enjoys a direct relationship with customers, integrated production, ongoing research and development, and being a closed-loop energy ecosystem. Nevertheless, the evaluation has also identified a number of weaknesses, such as premium pricing, reliance on vital battery materials, vulnerability to supply chains, and a low number of charging infrastructure in the new markets. The proposal suggests a number of strategic initiatives to overcome these challenges. These involve opening up manufacturing plants in the countries, enhancing supplier alliances in the regions, enhancing efficiency in battery production, improving investment in charging systems, and launching cheaper car models that are tailored to meet emerging markets (Khaleel et al. 2023). 
Besides this, Tesla ought not to stop the move toward augmenting digital offerings, software subscriptions, and renewables to generate recurrent revenue and add value to customers. On the whole, it can be concluded in this proposal that Tesla has the capacity to successfully expand to emerging markets in the event that it implements a strategy of affordability without undermining innovation and sustainability. Through digitalisation, operational performance, and strategic alliances, Tesla would strategically enhance market access, customer satisfaction, expand market share worldwide, and solidify its mission of speeding the world to sustainable energy. By following these recommendations, Tesla will not just be able to contribute to profitability in the long term but also increase the role of the company as a contributor to global environmental sustainability and as an accelerator of the development of the electric vehicle market (Akinsooto, Ogunnowo, and Ezeanochie 2025).
On the financial front, the proposal entails a preliminary investment of around US$3 billion fin understanding, manufacturing in-country, charging infrastructure, and the expansion of the digital platform. It is to be implemented over three years with the projected annual revenue to be more than US$8 billion due to the emerging markets, and the anticipated figure of the payback on the investment (ROI) is approximated to be around 20% within the next five years (Investing, 2026). The implementation will be in the form of a series of steps such as localisation, low-cost EV manufacturing, scaling of charging networks and integration of digital services.


[bookmark: _Toc236324581][bookmark: _Toc238207523]Company description 
[bookmark: _Toc236324582][bookmark: _Toc238207524]Introduction
In present time, Tesla has been operating as global electric brands. Also, with the change in time, the selected business has invested in EVs and focused on mass transportation, resulting in supporting a rapid flow of innovation, managing a renewable energy solution, and developing the business on effective leadership as well as sustainability practices (Tesla, 2026a).
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[bookmark: _Toc238207585]Figure 1: About Us
(Source: Tesla, 2026a)
The choice of Tesla in this business development proposal is to explore how the company can continue to grow its market share by focusing on more electric vehicles in the emerging markets at an affordable price. Despite Tesla achieving tremendous success in the developed world, there is a lot to explore in the developing world, where electric vehicle penetration is still minimal. This research proposal aims to explore the ways in which sustainable innovation and the provision of digital transformation can assist Tesla in overcoming the issue of affordability and offer more access to a wider range of customers.
[bookmark: _Toc236324583][bookmark: _Toc238207525]Business Name and Business Idea
The business development proposal will be based on Tesla, Inc. Tesla is a company that is involved in the automotive, energy, and technology segments of the industry, where its core business venture will centre on manufacturing electric cars and renewable energy opportunities. Since its foundation, the company has paid attention to the development of new technologies that will decrease the use of fossil fuels and contribute to ecological sustainability (Tesla, 2026a).
[image: ]
[bookmark: _Toc238207586]Figure 2: Extreme weather is challenging Tesla's resilience
(Source: Tesla, 2026a)
The main business concept addressed in this proposal is the growth of the affordable motor vehicle adoption of electric cars in the emerging markets. As Tesla has created a formidable range of technologically sophisticated cars, many of its products are still in premium market sectors. This poses a challenge to consumers in developing economies where purchasing power is relatively lower. Thus, the concept of business development is directed towards better affordability, greater access, and ultimately long-term market growth by sustainable innovation, digital transformation, localised production, and greater efficiency in operations.
[bookmark: _Toc236324584][bookmark: _Toc238207526]Background of the Founder and Company History
In 2003, Tesla was established by a team of engineers who felt that electric-powered vehicles would be a better alternative to the current petrol and diesel-powered vehicles. The business was established on a mission of demonstrating that there was a practical and desirable way to make electric transportation. Thus, during the early development of the business, leaders have focused on setting goals that led toward the major success of the brand. Also, the leadership of Musk has contributed to innovative as well as strategic growth of the business during the first year (Forbes, 2022).
The way he viewed the future as being sustained by inventing new technologies largely influenced the mission and future goals of the company. Tesla now has a greater ecosystem under its watch, being a vehicle maker but also creating renewable energy products, battery storage solutions, artificial intelligence applications, and software mobility solutions.
The initial significant product of Tesla was the Roadster, which showed that electric cars could be highly performing and have no direct emissions. The company has since launched a variety of cars such as the Model S, Model X, Model 3 and Model Y after the success of the Roadster. All these products helped Tesla to captivate a variety of customer groups and to gain a presence in the international automotive industry (Tesla, 2026b).
Gradually, Tesla has increased its production capacity by building a series of massive production centres called Gigafactories. These plants were meant to enhance efficiency in production, save on battery prices and enable it to meet the demands around the world. The firm also had a heavy emphasis on research and development with battery and autonomous driving technologies, artificial intelligence, and digital connectivity.
Tesla is a technology-based organisation currently operating in various markets globally. Its innovation, which it has always held dear to its heart, has helped the company to sustain a competitive stand in a highly changing industry.
[bookmark: _Toc236324585][bookmark: _Toc238207527]Products and Services
Tesla has a wide variety of products and services other than conventional vehicle manufacturing. 
[image: ]
[bookmark: _Toc238207587]Figure 3: Model of Tesla 
(Source: Tesla 2026c)
Tesla's electric vehicle models include the Model S, the Model 3, the Model X, the Model Y, and the Model Y. These cars are meant to be made with a blend of environmental friendliness and high performance, advanced security, and digital connectivity. Tesla cars are commonly known to have a large range of applications in driving, software and constant advancement of technology (Musarrofah, 2023).
Besides electric cars, Tesla has penetrated the renewable energy industry. The company offers solar energy products, such as solar panels and Solar Roof systems, which allow households and businesses to produce clean electricity. Other energy storage products provided by Tesla include Powerwall and Megapack, which are central to enabling users to store renewable energy and enhance energy efficiency.
Tesla also provides services in both digital and software-based solutions. The company has launched over-the-air software updates that enable vehicles to be improved in performance, as well as with new features, without the need to make physical modifications. Tesla simultaneously creates new systems of driver assistance and artificial intelligence applications that would work to enhance vehicle safety and driving efficiency (Zaidat et al. 2023).
The combination of automotive, energy, and digital technology enables Tesla to develop a fully integrated ecosystem that cannot be seen in most traditional automobile producers.
[bookmark: _Toc236324586][bookmark: _Toc238207528]Customer Problem and Market Gap
Although all over the world, electric vehicles are becoming increasingly popular, numerous obstacles still hinder their implementation in the developing markets. Such difficulties result in the existence of a considerable market niche, which can be exploited by Tesla in the future.
Affordability is one of the greatest obstacles. The cost of electric vehicles is higher than that of normal vehicles in terms of purchase (Ma, 2025). In emerging markets, long-term operating expenses might be lower, but a good number of consumers are still very price-sensitive with regard to the first purchase price. This has made EVs, which sell at high prices, unaffordable to many people in the population.
The other issue is concerned with charging infrastructure. Other up-and-coming economies do not have the necessary charging networks, especially beyond large cities. Customers might thus have reservations in terms of convenience, access to charging, and vehicle range. These issues usually put off the idea that electric cars can be a viable choice of transportation in the minds of potential buyers. Another significant obstacle is consumer awareness. Misinformation about the technology of electric vehicles in certain regions also leads to a lack of belief in the battery life, maintenance needs, charging procedure, and the performance of the vehicle. Misinformation about electric cars can decrease the levels of trust and lower the rate at which they are adopted.
Tesla has its current product range that would mostly meet the needs of higher-income customers. Although the strategy has worked well in developed markets, it restricts access by middle-income earners in developing economies. As a result, Tesla has a massive growth prospect to increase customers by offering affordable solutions for electric vehicles that will respond to the local conditions and demands of the consumers (Rosenberger et al. 2024). 
In this proposal, it is proposed that these barriers can be overcome with the help of sustainable innovation and digital transformation. The reduction of costs, the local manufacturing relations, supply chain optimisation and digital technologies help Tesla become more affordable without losing the quality of products and technological advantage.
[bookmark: _Toc236324587][bookmark: _Toc238207529]Mission and Vision
The mission of Tesla is to make a swift shift to sustainable energy in the world. This mission is a reflection of the desire by the company to minimise the impact on the environment through the creation of clean transportation and renewable energy. Instead of just selling cars, Tesla wants to do its part in transforming the entire energy production, storage and consumption process.
The vision of the company is highly attuned towards making a future in which sustainable transportation and renewable energy become a common household (Tesla impact, 2026). By introducing constant innovativeness and development of technologies, Tesla aims to shape the patterns of global mobility and contribute to environmental sustainability goals.
[image: ]
[bookmark: _Toc238207588]Figure 4: GHG Emission
(Source: Tesla Impact, 2026)
The suggested business development plan is consistent with the mission and vision of Tesla. The increased uptake of affordable electric vehicles in the growing economies would help spread access to sustainable transport and aid the global push towards a reduction in carbon emissions. It would enable Tesla to become even stronger in terms of sustainable innovation and digital transformation.
[bookmark: _Toc233370964][bookmark: _Toc236324588][bookmark: _Toc238207530]Legal Structure and Ownership Structure
Tesla is a publicly listed company. This legal structure allows the firm to tap into major sources of financial resources through the capital markets without a lack of transparency and shareholder accountability. Being a publicly listed organisation means that Tesla must meet a number of legal, financial and regulatory requirements in the different countries where it runs its activities.
The ownership of the company is a blend of institutional shareholders, individual shareholders, and executive shareholders. State ownership offers Tesla a source of investment capital that can be utilised in research and development efforts, expansion of its manufacturing, and international growth efforts (Tesla Corporate, 2026).
The corporate governance framework is also configured to facilitate crucial decision-making as well as meet all the legal and regulatory obligations. This system of governance aids Tesla in dealing with extensive global business and undertaking long-term business growth prospects.
[bookmark: _Toc233370965][bookmark: _Toc236324589][bookmark: _Toc238207531]Operating Model and Global Presence
The high level of verticalisation characterises the operating model of Tesla. In contrast to other conventional automotive manufacturers, Tesla still has a lot of control over major categories along the value chain, such as battery, software, automobile designs, and manufacturing processes.
The business has multiple plants for manufacturing in different nations, and this has resulted in meeting demand and managing overall production capacity; the company is also leaning toward developing innovative batteries (Tesla, 2026c).
One of the main characteristics of the operating model of Tesla is its direct-to-consumer strategy. Instead of depending largely on individual dealerships, the company operates with direct-to-customer one-reseller operations by use of company-owned outlets and online sales portals. This strategy will allow Tesla to gain more control over customer experience and positioning.
The company is spread globally in North America, Europe, Asia and other world markets. This global presence offers future opportunities to introduce to new markets of the emerging economies, where the adoption of electric vehicles can be projected to grow over the next few years.
[bookmark: _Toc233370966][bookmark: _Toc236324590][bookmark: _Toc238207532]Target Customers
Tesla has a wide spectrum of customers presently. The target audience mainly includes environmentally conscious consumers with a digital-focused behaviour. Another significant type of customer is corporate organisations interested in sustainable fleet solutions.
To focus on the middle-income consumers in the emerging markets, special consideration is given to them in this proposal. This range of customers offers great prospective development in the future as there is growing urbanisation, more environmental consciousness, and a growing need for affordable mobility solutions (Palmié et al. 2024). Tesla can reach a broader range of the global market and focus more on diverse cost groups since the creation of more affordable electric vehicles will enable it to leave the formerly exclusive high-end markets and capture a bigger portion of demand.
[bookmark: _Toc233370967][bookmark: _Toc236324591][bookmark: _Toc238207533]Unique Selling Proposition (USP)
The combination of sustainability, innovation, and high-tech in one business model is the unit-selling proposition of Tesla. The company has positioned itself by constant investment in research and development, which has allowed it to come up with products that tend to be front-runners in terms of performance and efficiency in the industry (Purnawan, 2024).
The major aspects of Tesla's competitive advantage are the development of innovative and efficient battery technologies, the integration of artificial intelligence, the ability to drive autonomously, the improvement of the vehicle software, and a successful brand image. The capability of the company to provide software updates via the air also sets its products apart from various competitors.
Tesla also has good sustainability, and the upholding of its efforts is a significant advantage of the company and will attract environmentally conscious individuals and will help the company to be retained longer in the market. Tech Leadership and Green Responsibility: The combination of both technologies and eco-friendliness accounts for a distinct value proposition that other vendors might not duplicate entirely.
[bookmark: _Toc233370968][bookmark: _Toc236324592][bookmark: _Toc238207534]Aim and Objectives of the Business Development Proposal
Aim
The aim of this business development proposal is to explore how Tesla can expand affordable electric vehicle adoption in emerging markets through sustainable innovation and digital transformation.
Objectives
· To evaluate Tesla's present innovation approach in electric vehicle development and digital technologies.
· To understand barriers to affordable electric vehicle adoption in emerging markets, including consumer awareness, cost, and infrastructure limitations.
· To propose strategic solutions for improving the affordability and accessibility of electric vehicles through digital transformation and sustainable innovation.
[bookmark: _Toc233370969][bookmark: _Toc236324593][bookmark: _Toc238207535]Chapter Summary
This chapter has given a general account of Tesla and where it fits in the international market of the electric car industry. The background, history, products and services, mission, vision, ownership structure, operating model, target customers, as well as the unique selling proposition of the company were discussed. Another major market gap, as observed in the chapter, was the affordability of electric vehicles in emerging markets. 


[bookmark: _Toc236324594][bookmark: _Toc238207536]Market research and validation 
[bookmark: _Toc236324595][bookmark: _Toc238207537]Current market position
Tesla is among the top battery electric vehicle (BEV) manufacturers in the world and has enabled a strong reach of the global electric vehicle (EV) industry due to continuous innovation, modern battery technology, artificial intelligence, and sustainable energy solutions. The company has, since its inception, changed the attitude of people towards Daimler AG Electric cars from being an exclusive fashion item to being a mode of transport. The business model integrating electric vehicles, renewable energy products, software development and the charging network has seen Tesla establish a powerful business brand globally and a competitive edge. 
In the past few years, there has been booming growth in the electric vehicle market worldwide. International Energy Agency (IEA) estimated that over 20 million electric vehicles were sold globally in 2025, which equates to a quarter of all new car sales in the world. China was followed by far the largest EV market, with an approximation of 60% of all the global electric vehicle sales and Europe and the United Kingdom saw quite a lot of growth because of government policies and the growing needs of consumers to use vehicles that are sustainable (BBC, 2026). Further evidence from the market underscores the fast growth of the EV industry. The International Energy Agency (IEA) estimated that the worldwide sales of electric cars had topped 17 million units in 2024, about one-fifth of the number of newly sold cars worldwide. China collected some 60 per cent of the sales of EVs worldwide, which validated its market dominance. It can be reinforced with a supporting chart of electric car sales growth worldwide and regional market shares (IEA, 2025).
Tesla remains an award-winning product in battery electric cars, as it is viewed as one of the most powerful worldwide rivals. Its well-known models such as Model 3 and Model Y are still selling well in various markets across the globe. Investment in battery research, the use of over-the-air software updates, autonomous driving technology, artificial intelligence, and a network of Superchargers worldwide promote the company as a competitive advantage and make Tesla stand out from traditional car manufacturers in terms of customer loyalty. 
On the whole, Tesla is still one of the first in the electric car industry in the world; nevertheless, it is becoming more and more reliant on the development of the market outside of the luxury segment in the long term. Growing its competitiveness by creating cheaper electric vehicles through sustainable innovation, local production, and digital transformation would help Tesla leverage its market competitiveness and tap into the expanding electric-mobility demand of the new markets, which directly supports the goal of this business development proposal.
[bookmark: _Toc236324596][bookmark: _Toc238207538]Market trends
The global electric vehicle (EV) market is growing very fast based on technological development, governmental incentives, environmental issues and shifting consumer demands. The given trends in the market provide Tesla with a positive opportunity to gain in the new markets and promote the displacement of its budget-friendly electric cars with the help of sustainable innovation and digital revolutions.
[image: ]
[bookmark: _Toc238207589]Figure 5: Global EV sales
(Source: IEA, 2026)
A crucial market development is the fast growth in the world toward electric cars. Governments globally are coming up with more stringent rules on carbon emission regulation as well as high-level promotion towards fleet replacement of internal combustion engines with electric vehicles. The use of financial incentives, tax advantages, and investments in charging infrastructure has fast-tracked the adoption of EVs in most countries (Khaleel et al. 2023). The International Energy Agency (IEA) reports that electric vehicle sales are always on the rise annually, with emerging economies projected to contribute a bigger portion of the market demand in the future as urbanisation levels keep rising and income levels rise.
Battery technology is the other major trend since it is undergoing constant advancement. Over the last few years, the cost of manufacturing a battery has been considerably reduced due to technological changes, economies of scale, and increased capacity (IEA, 2026). The decreased prices of batteries are also rendering electric cars less expensive to manufacture and purchase. 
Another significant market trend has been local manufacturing. Numerous international automobile industries are locating their plants in developing countries to save on transportation expenses, evade import taxes, enhance their supply chain efficiency, and provide goods at more advantageous rates. This method will also help companies to be more responsive to customer preferences and government regulations, which vary by region (Memon and Rossi 2025).
Moreover, the concept of sustainability has been a significant business strategy in the automotive industry. Investors, governments and consumers are demanding that manufacturers cut down the production levels of carbon and pursue production methods that are environmentally friendly. Tesla has a chance to take advantage of these long-term trends in the industry as a company, the mission of which is the acceleration of the world's transition to sustainable energy. All these trends show that harnessing increasing demand for affordable electric vehicles by implementing sustainable innovation and digital transformation is a plausible and opportune business growth endeavour for Tesla in new marketplaces.
[bookmark: _Toc236324597][bookmark: _Toc238207539]Customer trends
The preferences of customers in the automotive sector worldwide are evolving fast as consumers are becoming more environmentally aware, digitally oriented and price-conscious. The evolving trends in behaviours are also providing novel opportunities to electric car makers, especially in the emerging economies of the world where there is growing demand for affordable and sustainable transportation.
The emergence of environmental awareness as one of the major customer trends has been the most relevant. Climate change, air pollution and fuel consumption are other issues becoming more important to consumers, prompting some to regard electric vehicles as an eco-friendlier alternative to more traditional petrol and diesel-powered cars. Education on the advantages of low-emission transportation to the population by governments and environmental campaigns has also enhanced acceptance of electrically powered cars (Akinsooto, Ogunnowo, and Ezeanochie 2025).
Affordability has been given as one of the most significant factors to consider in purchasing, especially in new economies. The high initial cost of purchase will still dishearten many prospective consumers despite consumers being aware of the long-term savings that there will be due to low fuel and maintenance expenses. With a considerable percentage of the population being middle-income, these households would like to have cars that can be of good value to them without affecting quality or technology. This can be interpreted as the increasing need for cost-effective electric vehicle models instead of high-end ones (Kaya 2025).
The growing demand for digital technologies in cars is another essential trend. The characteristics that modern consumers desire include smartphone connectivity, smart navigation, cell phone-based applications, advanced driverless safety measures, AI, and regular software updates. The younger consumers especially perceive vehicles as digital products instead of a means of transport. Tesla has experience in software integration, artificial intelligence and over-the-air updates that place the company in a good position to fulfil these changing customer expectations.
On the whole, it is evident that the present customer trends form the future industry demand based on affordability, sustainability, digital innovation, and convenience. These tendencies justify the purpose of this proposal and prove that Tesla can reach a significantly greater number of customers in the new markets by creating more affordable electric vehicles backed by sustainable innovation and digital revolution (Sebo 2024).
[bookmark: _Toc236324598][bookmark: _Toc238207540]Competitor activity
The global electric vehicle (EV) market has gotten very competitive as the already established automobile producers and upcoming EV producers are ever increasing their product lineups. Although Tesla still enjoys high recognition as one of the most electric vehicle brands in the world, this rising competition, especially among new markets, has placed greater pressure on the company to unveil cheaper products and solidify its market position.
One of BYD's competitors is Tesla, which has been expanding its business rapidly all over the globe and is one of the largest manufacturers of electric vehicles. As careful as it is with higher battery-charging costs, BYD has a range of low-priced battery-only electric and plug-in hybrids that it can use to capture buyers in the middle-income demographic (China, Brazil, Thailand, and other economies in development). Its local production strategy and competitive prices have helped BYD gain market share rapidly (Gnanavendan et al. 2024). 
Electric vehicles made in China through the efforts of Chinese companies like SAIC Motor (MG), Geely, and Chery are also consolidating their positions by manufacturing cheaper and more modern electric cars. Such firms are venturing into Asia, the Middle East, Africa and Latin America as they use aggressive pricing and combine with local distributors. The fact that they are able to produce cars at a lower cost poses a great competitive threat to Tesla.
Conventional car producers have also hastened to invest in electric vehicles. Firms like Hyundai, Kia, Volkswagen and Ford have rolled out new electric models at various price points and enjoy the benefits of strong manufacturing bases, dealership networks, as well as after-sales support (Veza et al. 2024). Tata Motors has emerged as the most successful electric car manufacturer in India by selling inexpensive models targeted at local buyers. This shows how necessary it is to be conversant with the market conditions in different regions and come up with products that are within the buying capacity of the customers.
[bookmark: _Toc236324599][bookmark: _Toc238207541]Pricing information
Electric vehicle pricing is a crucial factor in electric vehicle uptake, especially in the emerging markets where buyers are extremely sensitive to the costs of making purchases. Even though electric vehicles, in general, have lower operating and maintenance costs compared with typical petrol or diesel vehicles, one of the largest barriers to widespread use is the cost of initial purchase. Pricing in the case of Tesla is a critical element that determines its ability to venture into developing economies.
Tesla has established itself as a high-end electric vehicle brand. Several of their models, like the Model 3 and Model Y, are fairly priced in the developed markets, but are relatively costly to consumers in various emerging countries due to import tariffs and taxes, transportation expenses, and reduced average incomes (Tesla, 2026c). As a result, Tesla mostly appeals to people who have high income levels, which restricts its ability to penetrate well into the market that comprises middle-income earners who occupy the largest market niche in the developing world.
On the contrary, other rivals like BYD, MG and Tata Motors have embraced more cost-effective pricing strategies that include local production of vehicles and creation of vehicles that match the regional markets. With these companies, electric vehicles can be offered at much lower prices with tolerable performance, safety, and technology. Their pricing policies have allowed them to grow their sales at an impressive rate and capture market share in China, India, Thailand and Brazil.
[bookmark: _Toc236324600][bookmark: _Toc238207542]Industry challenge
Although the global electric vehicle (EV) industry is expanding rapidly, there are a number of threats that face manufacturers of electric vehicles looking to expand to new markets. These difficulties impact the cost of production, the number of customers who will adopt it, the need to develop its infrastructure and the competitiveness of the market in general. In the case of Tesla, it is necessary to combat these problems to effectively enhance the uptake of affordable EVs
The cost of battery production is one of the greatest challenges. Despite the fact that the cost of batteries has been falling at a slow pace because of advancements in technology, lithium-ion batteries are the costliest aspect of an electric vehicle (Ren et al. 2024). Unpredictability in the prices of raw materials, including lithium, nickel and cobalt, would lead to an increase in the cost of production and make it impossible for manufacturers to lower vehicle prices.
The second challenge is that many emerging economies have a small size of charging infrastructure. Even though developed nations have put a lot of investment in public charging systems, some of the developing markets still lack sufficient charging infrastructure, most especially beyond large metropolises. This raises issues of vehicle range and convenience in charging, lowering trust in electric vehicles.
It is also a significant industry problem of supply chain disruptions. The electric vehicle industry is dependent on a regular supply of batteries, semiconductors, and other valuable minerals bought in different regions of the world. Anything happening around the globe- trade restrictions and travel time waste can interfere with production, increase costs, and affect the supply of vehicles. Strong and diversified supply chains have therefore emerged as the key to companies such as Tesla (Veza et al. 2023).
[bookmark: _Toc236324601][bookmark: _Toc238207543]Opportunities 
Tesla has high growth prospects in the global electric vehicle (EV) market, where the need for sustainable transportation is on the rise, especially in the emerging markets. Increasing environmental awareness, government assistance, technological advancement, and the development of economies are creating favourable circumstances under which the spread of cheap electric cars can occur.
The high demand for electric vehicles in developing countries is one significant opportunity. The fast pace of urbanisation, population increase, and disposable incomes are providing a boost to consumers who are using cleaner and more efficient means of transportation. Tax breaks, subsidies, and investments in charging infrastructure are encouraging governments in such countries as India, Indonesia, Brazil, and Thailand to adopt EVs, which is why these markets are getting more and more appealing to manufacturers (Barman et al. 2023).
Setting up production plants or strategic alliances in developing economies would help cut down transportation expenses, reduce import taxes, enhance supply chain efficiency, and help Tesla provide vehicles at competitive prices. Moreover, Tesla has proved to be sophisticated in terms of renewable energy products, battery storage and digital connectivity, which allows Tesla to create a targeted sustainable mobility ecosystem that sets the company at a differentiated position with regard to rivals.
[bookmark: _Toc236324602][bookmark: _Toc238207544]Threat 
Although the market is favourable, Tesla has a number of external threats that may impact its development into the new markets. Among the major threats is the growing level of competition due to both established automobile companies and fast-growing Chinese electric vehicle companies. Tesla cannot compete with lower-priced electric vehicles sold by its competitors like BYD, MG, Geely, and Tata Motors, as these are specifically targeted at local markets.
Economic uncertainty is another significant threat. Consumer purchasing power may be diminished by inflation, changes in exchange rates and lower economic growth, more so in developing countries where price sensitivity is very high among customers. Such conditions might lead to postponing the purchase of electric vehicles and decreasing the overall market demand (Haghani et al. 2023).
Also affecting Tesla are supply chain risks, which are demonstrated by its reliance on key raw materials like lithium, nickel and cobalt in the production of batteries. The volatility of prices, geopolitical tensions and disruptions to the global supply chain can affect the cost of manufacturing and postpone production. Moreover, the transformation of government policies, import tariffs, and environmental regulations in various countries can pose a barrier to entering the markets and can lead to operational complexity.
[bookmark: _Toc236324603][bookmark: _Toc238207545]Evidence indicating a problem or growth opportunity 
As the market analysis in the foregoing projected, there is considerable evidence that Tesla can indeed expand its business by launching cheaper electric vehicles in the new markets. Despite its ever-growing demand in the world market, the present line-up of Tesla products has concentrated on high- and middle-income consumers and therefore cannot reach masses of customers in the developing economies because of its high-priced products.
In most of the emerging markets, the largest obstacle to the uptake of electric vehicles is affordability. Although consumers appreciate the environmental and economic potential over the long term of electric vehicles, many of the potential customers cannot afford to spend on the initial purchase cost of the cars, which makes it impossible to change the system of buying traditional petrol and diesel cars (Ma 2025). Simultaneously, other competitors like BYD, MG, and Tata Motors have managed to gain significant market share with cheaper electric vehicles, more in line with local purchasing power. This means that price continues to be one of the most significant aspects that impact the decision of the customer to buy the product.

[bookmark: _Toc236324604][bookmark: _Toc238207546]Business model canvas 
[bookmark: _Toc238207596]Table 1: Business model canvas
(Source: Self-generated)
	Key partnership 
Suppliers for battery
Raw material suppliers
AI technology partners
Government EV incentive provider
Renewable energy suppliers
	Key activities 
Battery development
AI and autonomous driving software 
Global marketing
Services for customers
Software developers
Charging infrastructure provider (Kupczyk et al. 2024).
	Value proposition 
Focused on offering a premium EV with advanced technology that comprises a long driving range as well as autonomous driving capability, with inclusion of a renewable energy ecosystem as well as a strong brand reputation. 
	Customer relationship 
Online purchasing, Direct customer interaction, after-sales services, customer community, and digital support. 
	Customer segment 
Technology enthusiasts, environmental focus, middle-income customers in future emerging markets. 

	
	Key resources 
Battery technology
AI-based software
Tesla brand
Gigafactories 
Workforce 
Financial resources
Manufacturing facilities  
	
	Channels 
Direct online sales
Service centre
Mobile-based application
Stores of Tesla 
Tesla website
	

	Cost structure 
R&D practices
Manufacturing of battery
Raw material
Gigafactory operations
Marketing
Infrastructure for charging 
	Revenue streams 
Full self-driving subscription
Software update 
Supercharging services
Regulatory credits 



Key Partners
The Business Model Canvas reveals Tesla has a robust system of strategic partners to facilitate its business and retain its competitive edge. Such partners are battery suppliers, providers of raw materials, semiconductor builders, logistics companies, renewable energy providers, and government agencies that promote the use of electric vehicles through their incentives and environmental policies. These deals help Tesla access vital materials, enhance its production and increase its business activities internationally. Moreover, cooperation with tech firms contributes to the ongoing advancements in the field of artificial intelligence, the creation of autonomous driving systems and software (Setiawan 2023).
Key Activities
As the Business Model Canvas indicates, the major activities of Tesla are designing, manufacturing and selling electric vehicles and making continuous investments in technological innovation. One of the most crucial operations of the company is research and development, which assists domestic companies in enhancing battery performance, vehicle safety, artificial intelligence and autonomous driving technology (Pasaribu, Shalsabila, and Djatmiko 2023). Tesla also develops renewable energy-based products and provides over-the-air software updates that improve the functionality of their cars/vehicles once they are purchased. These operations show that Tesla operates in the market by competing with innovations and not just producing vehicles. The long-term development of products increases customer satisfaction and enhances the company's technological leadership.
Key Resources
According to the Business Model Canvas, Tesla has various resources at its disposal that can bring sustainable competitive advantage. The greatest asset of the company is the brand with global recognition, which symbolises innovation, quality and environmental responsibility. Tesla also has highly developed manufacturing plants, Gigafactories, that aid mass production and reduce production costs. There are other valuable resources like proprietary battery technology, artificial intelligence software, patents, intellectual property and a very skilled workforce. Such resources allow Tesla to launch new innovative products, and it retains a high level of positioning in the market. The engineering strengths and the ongoing research and development pose a lot of barriers to competitors for the company.
Value Proposition
The canvas reveals that Tesla has positioned itself in terms of innovation and not price rivalry. Tesla buyers buy its cars due to their technological excellence, excellent brand image and sustainability. The present value proposition, however, is used primarily by premium customers who have relatively high purchasing power. The vehicle cost has been one of the biggest hindrances to consumers in emerging economies since affordability is a key determinant in buying behaviour. 
To enhance its business strategy, Tesla ought to expand its value to include more economical electric cars that target the middle-income clientele. Local production, basic car design and production efficiency would aid in saving costs without affecting the quality of the product. Such an extension of the value proposition would achieve higher market penetration, appeal to a new generation of customers and help Tesla hasten the global adoption of sustainable transportation (Kurek et al. 2023).
Customer Relationships
The Business Model Canvas emphasises the fact that Tesla has established a good relationship with the customers based on its direct-to-consumer business model. The customers buy the cars at the Tesla site or stores owned by the company, which allows the company to have complete control over the customer experience. The canvas shows that digital technology will be relevant in ensuring continuous communication with customers even after they have acquired a vehicle. Tesla does not use any dealerships to maintain direct contact with customers, unlike traditional users who prefer to use dealerships during the ownership experience (Rosati et al. 2023).
Channels
According to the Business Model Canvas, Tesla follows the direct distribution model in order to provide its products and services to its customers. Tesla does not rely on independent automobile dealerships to sell its vehicles as traditional car manufacturers do, but uses its official website, retail stores and mobile app owned by the company. This direct-to-consumer model enables the company to have better control of prices, branding and customer experience. Besides this, Tesla assists customers via Supercharger stations, service centres and electronic communications. Social media also comes into the limelight in marketing the products of the company as well as keeping the customers entertained.
Customer Segments
According to the Business Model Canvas, the key customer groups include environmentally conscious customers, tech-savvy people, buyers of high-end cars and companies that need to find environmentally-friendly transportation. Such customers appreciate innovation, car performance, digital connectivity and greenery.
Cost Structure
The Business Model Canvas demonstrates that innovation, manufacturing and developing technologies are the major cost drivers at Tesla. Research and development, battery manufacturing, raw materials, manufacturing processes, software creation, employee wages, logistics, as well as the growth of charging infrastructure are major expenses (Albats, Podmetina, and Vanhaverbeke 2023). The active introduction of new high-level technologies helps Tesla retain its competitive edge even more but leads to a higher cost of operations.
Revenue Streams
The Business Model Canvas has shown that Tesla is able to receive a variety of income streams and not just the sale of vehicles. The sale of electric vehicles, such as the Model 3, Model Y, Model S and Model X, are the main source of revenue for the company, along with Full Self-Driving software subscriptions, vehicle servicing, Supercharging services, insurance products, solar energy systems, battery storage systems, and regulatory environmental credits. It is depicted in the canvas that Tesla has been able to diversify its revenue base by incorporating digital services and renewable energy products in its operations. Such diversification has minimised risks based on the sale of vehicles and opened the potential of recurrent revenue via software subscriptions and associated services. Further, Tesla may enhance its financial performance through further expansion into subscription-based digital services, the addition of more software features and more sales of renewable energy products in developing markets. By further interconnecting electric vehicles with energy storage solutions, it would also generate long-term customer value and augment recurring revenue.
Overall Evaluation of the Business Model Canvas
Business Model Canvas shows that Tesla has created a powerful and very innovative business model that focuses on technological leadership, sustainability and ongoing innovation. The company analysis indicates that the company is favourably endowed with resources, excellent customer relations, high manufacturing capacities and diversification of revenues. Its direct-to-consumer model of sales, coupled with a renewable energy ecosystem as well as constant investment in research and development, has helped Tesla to create a leading position in the entire electric vehicle industry of the world (Kupczyk et al. 2024).
In spite of these advantages, the Business Model Canvas also demonstrates a number of spheres which should be improved. High-end pricing makes it unaffordable to middle-income earners, especially in developing economies where price is a significant buying factor. Reliance on batteries made of critical materials results in supply chain risks, and limited charging infrastructure and service centres lower trust in developing markets among customers. In addition to this, it would be beneficial to increase local production and relationships with suppliers in the region to enhance production efficiency and lower operational expenses (Setiawan 2023).
On balance, the Business Model Canvas suggests that Tesla has a competitive and sustainable business model, and has good preconditions to develop in the future. Enhanced affordability through augmented charging infrastructure, improved regional operations and diversified supply chains may all help Tesla become more competitive globally and could overcome the challenges of entering emerging markets. These are strategic enhancements that directly aid in the mission of the company to accelerate the process of global shift towards sustainable energy and secure profitability and business development in the long term.
In addition, Tesla needs to enhance its business model by becoming more collaborative with local governments, charging infrastructure companies and financial firms to enhance customer accessibility in new markets. Financing schemes, battery leasing schemes, and arrangements with local suppliers would also help to lower the barriers to purchases and facilitate quicker market growth. The company will also be required to undertake local-level research and development to get to know the regional preferences of customers and the regulations it will be required to operate under. These upgrades would ensure operations are more flexible, production and logistics costs would be reduced, customers would be happier, Tesla would have a better competitive advantage and sustainable long-term growth in different markets around the globe.



[bookmark: _Toc236324605][bookmark: _Toc238207547]Marketing and Sales Strategy 
[bookmark: _Toc234404000][bookmark: _Toc236324606][bookmark: _Toc238207548]Current target market
Tesla is now appealing to consumers who care about the environment, technology lovers, savings people, and corporate clients who are interested in innovative and sustainable transportation options (Michael, 2024). The core customer base of the company is marketed in more developed markets, including North America, Europe, and China, which have high purchasing power, government subsidies, and charging facilities to improve the use of high-end electric vehicles. Tesla's iconic products, i.e. the Model 3 and the Model Y, are aimed at consumers who attach importance to high-tech tools, self-driving attributes, high-performance, and a high range of the vehicle. Moreover, the customer segment of businesses and fleet operators is also increasing in significance as organisations strive to cut carbon emissions and achieve sustainability promises.
Nevertheless, the current target market that Tesla is pursuing is a small portion of the premium and upper-middle-income group, diminishing its capacity to penetrate into the emerging markets where most of the target audience falls into the middle-income group. To attain long-term growth, Tesla must expand its target market through the launch of cheaper electric vehicles that are also price-sensitive and target consumers in countries like India, Brazil, Indonesia, and Thailand. The target market would consist of young professionals and middle-income families, first-time EV buyers, and small business owners who are interested in cost-efficient and environment-friendly mobility options (Ramadoss et.al. 2025). Implementing the local purchasing power and consumer preferences into its marketing plan will enable Tesla to achieve much greater market penetration, build its global customer base, and enable sustainable transportation faster to achieve its long-term growth goals as well as supporting its long-term development goals.
[bookmark: _Toc234404001][bookmark: _Toc236324607][bookmark: _Toc238207549]Customer profile
Tesla's major customers are currently wealthy, environmentally-minded, and technologically-driven people aged 30 to 55 with high buying power and understanding of innovation, performance, and sustainability. These consumers are usually professionals, business owners and business executives who require high-end electric cars with high features that include autonomous driving, software updates on the cloud and a smooth digital connection (Ušinskis et.al. 2024). They are also very active on online platforms and use online research, customer opinions, and social media in making their purchasing decisions.
In order to justify the suggested business growth, Tesla ought to ensure it expands its customer base to incorporate middle-income earners in the new markets. This segment consists of young professionals, urban families, first vehicle purchasers and small businesses who will focus on affordability, low operating costs, dependability and environmental responsibility. These are customers that are price sensitive and are more concerned with sustainable mobility solutions. Creation of cheap electric vehicles with easy financing, in-location services after sales and web-based customer association would enable Tesla to appeal to this new customer segment and ensure long-term growth of the market (Godecke, 2025).
[bookmark: _Toc234404002][bookmark: _Toc236324608][bookmark: _Toc238207550]Positioning
Tesla has placed itself as a luxury maker of electric vehicles that integrates innovative technological advancements, performance and eco-compatibility. Its brand image is anchored on innovation, excellent battery technology, autonomous driving ability, and strong resolve to speed up the world adaptation to sustainable energy. This high positioning has helped Tesla to build good brand equity and loyal customers in developed markets where customers are ready to spend more on advanced functionalities and a high driving experience (Pourmirza et.al. 2024).
Nevertheless, to facilitate growth into the emerging markets, Tesla ought to consider a two-positioning strategy by retaining its luxury image and launching new affordable electric vehicle models to middle-income buyers (Liu, 2025). This strategy would enable Tesla to maintain its technological leadership and make it more accessible and enter the market more readily as well as compete better with the less expensive competitors like BYD and Tata Motors without diluting its brand identity.
[bookmark: _Toc234404003][bookmark: _Toc236324609][bookmark: _Toc238207551]Pricing
Tesla has also established itself as a luxury electric automaker that believes in the integration of innovative technologies, performance, and environmental sustainability. It has a brand image that is created based on innovation, exceptional battery technology, self-driving applications, and a dedication towards the faster adoption of sustainable energy across the globe (Ajao and Sadeeq, 2023). This high-end positioning has seen Tesla build good brand equity and customer loyalty in the developed markets, where consumers can afford better prices for advanced features and high-quality driving experiences.
Nevertheless, as a factor to aid the growth into new markets, Tesla ought to take a two-polar positioning approach, continuing with the premium, but at the same time launching low-cost electric vehicle types to middle-income buyers. Such strategy would help Tesla to remain technologically ahead and reach greater proportions of accessibility, market penetration and compete more with low-cost rivals such as BYD and Tata Motors without compromising on the brand names that define Tesla (Yadav et.al. 2026).
[bookmark: _Toc234404004][bookmark: _Toc236324610][bookmark: _Toc238207552]Branding
Tesla has managed to build one of the strongest brands in the electric car market globally as it has turned into a symbol of innovation, sustainability, and technological excellence. The innovative battery technology, autonomous driving, high quality, and proclaiming to accelerate the transition to sustainable energy are linked to the brand identity of this product. This good reputation has facilitated Tesla to earn great customer confidence, brand loyalty and international fame (Sagar, 2023).
To help Tesla penetrate the new markets, the company ought to streamline its branding by emphasizing on innovations and affordability without the need to compromise its high-end branding. The marketing should focus on highlighting the savings in the long-term costs, environmental effects and reliability of the low-cost electric vehicles and also tailor the messages according to the principles of local cultures and the needs of consumers (Hopkins and Lazonick, 2024).
[bookmark: _Toc234404005][bookmark: _Toc236324611][bookmark: _Toc238207553]Promotion
Tesla predominantly uses a low-cost promotional strategy, which is linked to their good brand image, innovative products, social media interactions, customer referrals, as well as media coverage, instead of more conventional promotional methods. The strategy has been effective in building global brand awareness, customer interest and minimising marketing costs (Pourmirza et.al. 2024). Nevertheless, more promotional activities should be done to raise awareness and inform people in developing markets that lack awareness of the use of electric cars and their long-term benefits.
Tesla ought to introduce special promotional measures to enhance market penetration by focusing on low prices, sustainability, and reduced lifetime ownership expenses (Alzoubi et.al. 2025). These campaigns shall make use of local influencers, online advertising, experience campaigns, and education programmes to counter the misconceptions towards electric vehicles and create trust in consumers. These promotional programs would raise brand awareness, create more interest among the customers, and prompt more people in the middle-income classes in the developing economies to adopt them.
[bookmark: _Toc234404006][bookmark: _Toc236324612][bookmark: _Toc238207554]Digital marketing
Tesla does digital marketing which is structured upon its official webpage, mobile application, social media and direct online customer-interaction (Jing, 2023). The use of online content, new product lines, testimonials, and online interest groups do not rely on use of costly advertising campaigns alone by the company but in enhancement of brand recognition and customer interests. 
Tesla needs to capitalise on its visibility in the emerging markets by incorporating further localised digital marketing campaigns that appeal to the regional language and cultures, as well as the tastes of the consumers. The business ought to use search engine optimisation (SEO) and targeted but effective social media marketing, partnerships with influencers, and tailored email marketing to reach the target customers. Also, data analytics and artificial intelligence may be employed to provide personalised content, enhance customer engagement and boost conversion rates, which will contribute to the sustainable growth of sales (Kaswan et.al. 2024).
[bookmark: _Toc234404007][bookmark: _Toc236324613][bookmark: _Toc238207555]Sales channels
Tesla uses a direct-to-consumer sales channel with an official web page, retailer-owned stores, a phone app and service centres, so traditional dealer networks are not required. This kind of strategy enables the company to maintain a greater amount of control over the selling price, customer experience and brand consistency and provide consumers with a smooth buying procedure. The combination of online sales and digital support and after-sales services has also created customer convenience and efficiency of operations (Ferraz et.al. 2023).
To assist its growth in new markets, Tesla ought to increase its sales points by establishing more retail outlets, service centres and Supercharger points in strategic locations. Access would also be enhanced by strategic partnerships with local financial institutions and mobility providers for financing and leasing. Increasing digital capabilities to sell products and local customer service would enable the company to have a better market reach, greater customer satisfaction, and more vehicle sales in the price-sensitive markets (Hamzah and Pontes, 2024).
[bookmark: _Toc234404008][bookmark: _Toc236324614][bookmark: _Toc238207556]Customer acquisition/Retention
Tesla has been able to obtain customers with the help of its strong brand name, innovativeness, direct-to-consumer structure of sales and its internet marketing. Good customer experiences, recommendations from friends and colleagues, referral programmes, and media coverage have been very instrumental in attracting new purchasers and reducing dependence on print advertising. The company is also adopting a retention policy through delivering customers over-the-air software updates, constant car upgrades, high-quality after-sales services, and accommodating the Supercharger network, which increases customer satisfaction and retention (Nitami et.al. 2024).
In their effort to acquire and retain customers in upcoming markets, Tesla ought to initiate various referral schemes targeting specific customers, dynamic financing schemes, and loyalty schemes that reward repeat purchases and utilisation of services. Enhancing local service centres, making the charging network more accessible, and providing personalised digital support via the Tesla mobile application would also contribute to an enhanced ownership experience. Customer feedback surveys conducted routinely and customer relationship management systems powered by AI might also assist in determining evolving customer needs, enhancing services delivered to customers, and developing long-term relationships between customers that eventually boost customer lifetime value and the economic sustainability of a business (Ahmad et.al. 2024).
[bookmark: _Toc234404009][bookmark: _Toc236324615][bookmark: _Toc238207557]Sales or growth
The long-term growth plan by Tesla is focused on ensuring that the electric vehicles are widely used across the world with constant innovation, building up more manufacturing power capacity, and developing sustainable energy solutions. Even though the company has realised good sales performance in its developed markets, the future business will keep focusing on increasing its operations in the emerging markets where demand to use cheap and environmentally friendly means of transport is growing at an impressive rate. The high pricing approach by the company, however, restricts its capacity to access the huge middle-income customer base, which is also a huge growth prospect (Penmetsa et.al. 2023).
The Tesla Company ought to set achievable goals to ensure sustainable growth in sales by developing benchmark goals to ensure its market share increases in selected emerging markets with new affordable modes of electric vehicles and opening up local production plants. The company should also strive to sell more vehicles per year by pricing the cars strategically, offering better finance deals and providing better charging systems. Also, closer cooperation with the governments and financial institutions can help to promote the broader adoption of EVs with the help of subsidies and incentive programmes (Zaino et.al. 2024). The use of key performance indicators such as growth in sales, market share, cost of acquiring customers, retention of customers, among others, will allow Tesla to assess the viability of its marketing strategy and make evidence-based decisions that will enable it to grow its business in the long run and to be profitable.
[bookmark: _Toc234404010][bookmark: _Toc236324616][bookmark: _Toc238207558]Performance improvement 
Tesla needs to consider a more market-oriented approach that will enable it to balance its high-end brand image with more affordability in the emerging markets, hence improving its overall performance in terms of marketing and sales (Monteiro et.al. 2026). Although the company has established a good global brand due to innovation and technological leadership, it needs to work on its prices, customer interactions, and the availability of services to enter low-end markets. Local production and the enhancement of regional supply chains would lower the cost of production and distribution, and Tesla would be able to sell electric vehicles at competitive prices without compromising the quality. The growth of the charging infrastructure and after-sales service centres would also increase customer confidence and long-term growth in the market.
Another way Tesla can enhance its digital capabilities is through artificial intelligence and customer data analytics that enable the company to personalise marketing campaigns, improve customer relationship management, and anticipate evolving consumer preferences. Close observation of essential performance variables such as sales revenues, market share, customer satisfaction, customer retention and payback of marketing investment would facilitate an ongoing assessment of the business performance (Liang and Yubin, 2025).
[bookmark: _Toc236324617][bookmark: _Toc238207559]Operations Plan
[bookmark: _Toc236324618][bookmark: _Toc238207560]Current Operations
Tesla boasts of one of the most vertically aligned business models in the worldwide electric vehicle (EV) market. Tesla has its own manufacturing facilities, sale, design and development which means that unlike traditional car manufacturers, the company out sources only minor production processes, but carries out the majority of its operations in-house via digital sale points. This combined operating model helps the company to strictly control the quality of products, efficiency during manufacturing process, development of software, and experience provided by the company to customers (Hopkins and Lazonick, 2024). The Gigafactories that are spread across the United States, China, and Germany, among other strategic locations support the operations of Tesla by producing vehicles, battery cells, energy storage systems, and other vehicle parts. The concept of vertical integration has helped Tesla to decrease the cost of production as well as increase the speed of innovation with regard to battery technology and artificial intelligence (Tesla, 2026b).
Tesla sales model that occurs directly to consumers is another component of the company. Customers shop on the official site of Tesla, or they visit the stores belonging to the company, instead of using their independent dealerships. This plan enables Tesla to dictate the prices, customer relationships as well as the after-sales services and minimises the intermediary bills. The 2025 Production and Deliveries Report revealed that Tesla was able to manufacture 1.65 million cars and deliver at least 1.64 million cars in 2025 across the world indicating that the company possesses excellent production capacity to compete with other companies as they grow (CNBC, 2026).
[bookmark: _Toc236324619][bookmark: _Toc238207561]Strengths and Weaknesses
Tesla has some operational competitive advantages that offer sustainable competitive advantages. Vertical integration is one of its biggest strengths and it enables the company to produce batteries, create proprietary software and assemble vehicles, over an extremely robust network of production (Yahdiyani et.al. 2023). The integration of them decreases dependency on the suppliers, and enhances the efficiency of the operations. One additional significant strength is the fact that Tesla is still investing in research and development (R&D). Huge investments in battery innovation, autonomous driving systems, AI, and energy storage solutions allow the company to secure a constant improvement of the products and to stay in the technical lead even now. Moreover, Tesla has a globally recognised brand that boosts customer confidence and promotes the expansion to new markets.
These strengths notwithstanding, Tesla has weaknesses in its operations. Premium pricing approach by the company limits its markets in the emerging economies with affordability being the major purchasing factor. Lithium, nickel and cobalt are other critical battery materials that Tesla relies on and this exposes the enterprise to fluctuations in prices of raw materials and supplier delays (Pourmirza et.al. 2024).
[bookmark: _Toc236324620][bookmark: _Toc238207562]Departments Involved
The operations of Tesla necessitate a cross-functional cooperation between several departments in order to attain operational efficiency and unceasing innovation.
Research and Development (R&D) Department comes up with next generation battery technologies, artificial intelligence software, driverless software systems, and renewable energy solutions (Hu et.al. 2025). The unending innovation enables Tesla to enhance the performance of its vehicle and lower its production costs as well as strengthen its technological domination.
The Manufacturing Department is in charge of production operations at Gigafactories, with production of battery cells, manufacture of vehicles, quality control and maintenance of equipment (Novita and Santoso, 2025). Robotics and automation are widely accepted so as to maximise efficiency in manufacturing.
The Supply Chain and Procurement Department will take care of the sourcing of raw materials, negotiating of supplier contracts, inventory management, and the global logistics coordination. Because the operation of Tesla depends on lithium, nickel, cobalt, semiconductors and electronic parts, effective procurement is necessary in order to maintain constant production flow.
The Sales and Marketing Department is in charge of direct online selling, customer contact, brand promotion, the digital marketing campaigns and the activities of the retail stores. Unlike other car manufacturers, Tesla has a personal connection between the company and the customers at all points of purchasing a car (Chitmanasak, 2024).
[bookmark: _Toc236324621][bookmark: _Toc238207563]Suppliers and Partners
Tesla has established strategic alliances with suppliers and technological firms to have an avenue of helping in its manufacturing processes without compromising quality.
The battery materials are supplied by top suppliers around the world such as Panasonic, LG Energy Solution and CATL who supply lithium-ion battery cells and cutting-edge battery technologies. The lithium, nickel, cobalt and graphite used as raw materials are secured over the long term by supply contracts with mining companies to minimize procurement risks (Ali et.al. 2025).
Another strategy through which Tesla strengthens its global supply chain is by partnering with semiconductor producers, AI technology, logistics firms, renewable energy firms and charging infrastructure firms. Governmental strategic alliances also help to advance factories, incentives on EVs, and renewable energy (Ryghaug et.al. 2023).
It is expected that in the context of Tesla suggested expansion into the emerging markets, the importance of local suppliers collaboration will grow. The benefits of regional sourcing include: fewer costs in transportation, less use of import duties, greater resilience in the supply chain, and economic development of the host local community.
[bookmark: _Toc236324622][bookmark: _Toc238207564]Technology and Equipment
Tesla has been successful with the help of technology. The company has very automated manufacturing systems with the use of robotics, machine learning, artificial intelligence, Internet of Things (IoT) gadgets and sophisticated manufacturing programs. The technologies can be used to real-time track the production performance, predictive maintenance, optimisation and better scheduling of production.
The Gigafactories of Tesla utilise thousands of industrial robots in welding, painting, battery assembly and tasks in the final vehicle manufacturing (Kaur and Sharma, 2025). Machine vision technology is implemented in automated quality inspection systems which detect defects in the manufacturing process and prevent vehicles leaving manufacturing lines.
The innovation of batteries has been a significant technological strength. Tesla is also researching on high-energy-density, battery cells such as its 4680-battery technology, which aim at enhancing driving range, reducing production costs, and creating more efficient production. The Full Self-Driving (FSD) software operating in Tesla is also autonomously driven by artificial intelligence and after sales are enhanced through software updates delivered over air.
[bookmark: _Toc236324623][bookmark: _Toc238207565]Manufacturing and Delivery Process
The concept of an integrated manufacturing process is adhered to by Tesla starting with the battery cell production and the manufacturing of the components in the Gigafactories. Automated production lines are used to assemble battery modules, electric motors, power electronics, vehicle frames, software systems then through various inspection phases (Sharma et.al. 2023).
After the production phase, cars are thoroughly tested with respect to their battery performance, software functionality, safety systems, autonomous driving technology and general quality standards. A delivery network of Tesla provides vehicles around the world to regional delivery centres or directly to customers.
The direct-to-consumer delivery model used by Tesla has no contacts with dealerships and thus lets the customer order the vehicle online, track the progress of production, finish digital paperwork, and plan the delivery online. 
[bookmark: _Toc236324624][bookmark: _Toc238207566]Quality Control
The process of quality control is incorporated across the manufacturing process of Tesla to maintain high levels of safety, reliability, and performance of its vehicles. To control battery manufacturing, assembly of components and paint quality, as well as final assembly of a vehicle, artificial intelligence and computer vision technologies help the automation to monitor production (Ashourpour, 2024).
Prior to delivery of each vehicle, the functionality is thoroughly tested, involving battery check, software testing, brake performance tests, autonomous driving calibration, charging, and road tests. The constant flow of collected data with our connected vehicles can enable Tesla to detect operational problems at an early stage, and update its software by making over-the-air changes.
Tesla also adheres to the internationally accepted practises in quality management and adheres to the automotive safety standards in various markets. The constant tracking of customer suggestions, warranty records and operational efficiency is used to enable continuous improvement in processes hence ensure the product retains its reliability to allow the company to pursue its long-term strategy of increased production of affordable electric vehicles in the emerging markets (Jones et.al. 2023).
[bookmark: _Toc236324625][bookmark: _Toc238207567]Customer Services
In Tesla the model used is the direct-to-consumer customer service, and this model allows the company total ownership experience. Customers have the option to shop and buy vehicles via the official Tesla web media or a mobile application and receive after-sales services without having to use independent dealerships. Customers service entails remote diagnostics, over-the-air (OTA) software updates, mobile servicing, warranty, roadside assistance and Tesla Service Centres. Artificial intelligence (AI) can also be used to detect numerous technical errors before customers enter a service centre turning the company into a more time-saving and cost-effective organisation (O'Neil, 2023). Moreover, the Tesla mobile app enables clients to check battery levels, book servicing, manage charging, as well as interact with service personnel. 
[bookmark: _Toc236324626][bookmark: _Toc238207568]Legal and Regulatory Requirements
Tesla functions within a variety of international legal and regulatory systems of vehicle safety, environment protection, labour and information privacy. All vehicles are to adhere to the safety standards provided by the governmental bodies like the National Highway Traffic Safety Administration (NHTSA), in the United States, the European New Cars Assessment Programme (Euro NCAP) and other such organizations in Asia. Battery production and recycling should also be done in accordance with environmental laws concerning carbon emissions, management of hazardous wastes as well as the sourcing of essential minerals like lithium, cobalt, and nickel in a sustainable way (Mehra and Samuel, 2024). 
[bookmark: _Toc236324627][bookmark: _Toc238207569]Possible Operational Improvements
Tesla ought to open local manufacturing plants and more partnerships with suppliers regionally to enhance its operational performance in emerging markets. Local production would minimise transportation, importation tariffs and lead times in delivery and enhance the supply chain resiliency. More Supercharger stations and service centres would be a good step that would boost customer confidence and promote adoption of EVs. Artificial intelligence that predicts the need to conduct maintenance should also be extended by Tesla to enable operational problems to be detected before the attempts of failure and this ensures that less of a fortune is spent on warranties and the reliability of the vehicles is also enhanced (Sun, 2024). 
[bookmark: _Toc236324628][bookmark: _Toc238207570]Human Resource Capital Allocation
[bookmark: _Toc236324629][bookmark: _Toc238207571]Staffing Structure
The human resource strategy of Tesla is also critical towards sustaining its international business, innovation, and business expansion. When the company is launching in emerging markets, by introducing a range of affordable electric vehicles (EVs), a proper staffing system will be needed to ensure that the company remains efficient, technologically ahead of the curve, and satisfy its customers. Tesla has an existing functional structure in the organisation that allows various departments to be in close collaboration to promote quick decision making and innovation (Manduva, 2024). This structure needs to be further reinforced by the suggested business development plan, which implies staffing the organisation with qualified employees, the workforce needs localisation, and talents management.
The employees are segregated in Tesla into a few fundamental functional spheres which include research and development, manufacturing, selection chain management, selling and marketing, client care, finance, people metrics, legal issues and information technology. The various sections of the company add to the overall business model of the firm and contribute towards its mission of speeding up the process of making the world a sustainable energy source.
To implement the suggested expansion to new geographical markets, Tesla ought to form regional operation teams to assist in the local production plants, distribution hubs, and charging centres, as well as, customer service activities (Wu, 2025). This will be facilitated by local recruitment which will help in saving labour costs, control better communication with our customers and determine better the requirement of the market in the region. Recruitment of the local workers also favours the localisation of governments and builds stronger nets with the communities and government.
The Research and Development (R&D) will still use engineers, software developers, battery scientists, artificial intelligence experts, robotics engineers and product designers who will develop technologies of affordable electric vehicles. Ongoing battery performance, autonomous driving, software, and renewable energy product innovations will be one of the competitive advantages of Tesla. Production managers, automation engineers, technicians, machine operators, maintenance personnel, quality control inspectors, health and safety officers will be needed in the Manufacturing and Operations department. Introducing new markets will demand more workers to run local Gigafactories and provide efficient assembly of vehicles and at the same time not compromise on quality like Tesla does (Lekan et.al. 2023).
Supply Chain and Procurement department will hire managerial logistics, procurement managers, supplier relations managers, inventory managers, and transportation managers. The tasks of these employees will be to procure raw materials, deal with suppliers relations, lessen the procurement risks, and maintain production flow.
Sales and Marketing department will include digital marketing professionals, retail sales advisors, customer relationship managers, market researchers and business development professionals (Bormane and Blaus, 2024). As Tesla operates within a direct-to-consumer business model, staff in this department will concentrate on digital communication, Internet sales, educating customers and marketing its brands in new markets.
Inclusion to the Customer Service teams will be service technicians, Mobile service engineers, technical support specialists, customer care representatives and software support staff. They will be tasked with offering effective after-sales support, remote diagnostics, software updates, warranty services and maintenance services that enhance customer satisfaction and retention.
Recruitment, training of employees, performance, compensation, diversity and inclusion, employee engagement and succession planning will be undertaken by the Human Resource department (Chun et.al. 2023). Since Tesla will be operating internationally, HR professionals will make sure that labour regulations in individual countries are adhered to, at the same time providing the company with the innovative organisational culture.
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[bookmark: _Toc238207590]Figure 6: Tesla organizational chart diagram
(Source: Self-generated)
[bookmark: _Toc236324630][bookmark: _Toc238207572]Brief History
The phenomenal progress of Tesla has been pegged on human capital since its inception in 2003. Since its initial days in the small-scale technological start-up, Tesla has grown to be among the top producers of electric vehicles, renewable energy products, as well as high-quality software in the world (Kozlovskyi et.al. 2026). In its evolution, the firm has all along invested in the highly talented employees that are able to spearhead innovation and change the automotive industry.
In the first years of operation, Tesla hired engineers and other technology experts who have experience in battery technology, electrical and software engineering and automotive design teams. With the Tesla Roadster, it was established that the electric cars could be both high performance and environmentally friendly. With this success Tesla encouraged increases in workforce on which to count new product development as well as manufacturing capabilities.
With the introduction of the Model S, Model X, Model 3 and Model Y, the organisation achieved a fast growth in the world. The creation of Gigafactories in the United States, China, Germany, and other strategic areas demanded that thousands of engineers, workers of production and technicians, logistics experts and administrative personnel were employed (Bolman and Deal, 2026). The constant investment in the skills of employees helped Tesla to enlarge the production capacity without mentioning that the level of the product quality and technological development remained high.
Another aspect that Tesla has developed is a culture of creativity, constant development, and problem-solving. The workers are also urged to come up with new ways of solving things, adopt new technology and collaborate within the departments. The culture of innovation has helped Tesla to be in the forefront of battery technology, artificial intelligence, autonomous driving, and renewable energy systems (Abro et.al. 2023). The number of its workforce has been growing in tandem with the international business. Currently, Tesla has a wide range of professional personnel who work in the manufacturing, engineering, software development, research and customer service, sales and finance, and corporate departments. Since the proposed business development strategy will encompass the expansion of affordable electric vehicles to the emerging markets, Tesla will still be investing in the development of its workforce in areas such as recruitment, employees training, development of leadership, and knowledge transfer. 
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[bookmark: _Toc238207591]Figure 7: Tesla Roadster
(Source: Caranddriver, 2026)
[bookmark: _Toc236324631][bookmark: _Toc238207573]Skills Gaps and Training Needs
The proposed expansion of Tesla to emerging markets will demand a highly skilled workforce with technical, digital and cross-cultural skills. Experts in battery technology, artificial intelligence, robot, software engineering, data analytics, supply chain management and digital customer service will be required to help the production and delivery of low-cost electric vehicles. Moreover, regional teams working in other countries will need to have local knowledge of the market, communication skills and regulatory awareness (Rudola et.al. 2023).
Although Tesla is quite technologically strong, a number of skill gaps could appear as the company enters into new markets. Hiring enough battery experts, AI developer, automation, trained production managers might be even more complicated due to high competitiveness of the high skills in the world market. Moreover, the new hires of the local staff might not be well-versed in the system of Tesla manufacturing, its standards of quality, and digital operating model.
Tesla should look into unrelenting staff training and development programmes to overcome these challenges. The technical training needs to be based on the production of batteries, automation solution and artificial intelligence applications and quality management and leadership programmes need to equip managers to work with multicultural teams and handle organisational change (Provitera et.al. 2024). The CCT and e-learning needs to be established to enhance collaboration in global functions also. Tesla can enhance the efficiency of its operation by building up the capabilities of its employees and addressing the identified skills gaps to facilitate innovation and implement successfully its strategy of entering new markets with affordable electric vehicles.
[bookmark: _Toc236324632][bookmark: _Toc238207574]Management
The Tesla management model will help the company to be fast in innovation, operational excellence and strategic decision making in its entire global business activities. Since Tesla is a publicly traded company, it has a corporate governance structure that allows it to be accountable to its shareholders and at the same time the business is allowed to develop in the long-term (Loureiro, 2025). Strategic oversight, corporate governance, and risk management are undertaken by the Board of Directors, and executive leadership undertakes the implementation of the vision and operational goals of the company.
Key business functions that are covered by senior management include manufacturing, engineering, finance, sales, supply chain management, human resource, legal compliance and information technology. The departmental managers organise day to day activities, resource distribution, staff performance and goal attainment of an organisation. Cross-functional collaboration enables the departments to cooperate in coming up with new technology, which enhances efficiency in production, and customer satisfaction (Nwabekee et.al. 2025).
In the case of the intended expansion into emerging markets, Tesla ought to engage in a regional management to merge on a central strategic control approach with the local operational leadership. The regional managers are supposed to manage the manufacturing plants, marketing, supply chains, customer services and government relations operations in their local markets. The resulting decentralised management will allow decisions to be faster, more responsive to local markets, and regulatory compliance higher.
Development of leadership will be one of the key areas in the future human resource strategy of Tesla. Management capabilities should be enhanced in the company by executive training programmes, succession planning, mentoring and continuous professional development (Anos, 2025). The leadership competencies will be invested in to enable the managers lead multicultural teams, handle organisational change, and promote innovation in the global expansion.
Measurable key performance indicators (KPIs) pertaining to productivity objectives, product quality objectives, customer satisfaction objectives, employee engagement objectives, innovation objectives and sustainability objectives should be included in the performance management systems. The reward systems ought to reward individual and team performances based on the salary, performance bonuses, stock-based remuneration, and growth opportunities. Such efforts will encourage employees, retention, and culture of innovation and high-performance that Tesla has (Akuffo-Aduamah, 2025).
[bookmark: _Toc236324633][bookmark: _Toc238207575]Business Analysis Models
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The PESTLE analysis and evaluation is done on the external macro-environment factors that affect the proposed strategy of Tesla to extend the adoption of affordable electric vehicles (EV) in the emerging market by offering sustainable innovation and digital transformation. Knowing these external factors can help Tesla to create business opportunities, reduce risks and build business strategies accordingly (Al Halbusi et.al. 2025).
Political Factors: There is a massive impact on government policies on the development of electric vehicles industry. Incentives, such as tax breaks, purchase subsidies, lower rates on importing technology, and incentives to support investments, have been introduced in many emerging economies, including India, Brazil, Indonesia, and Thailand, to promote the use of electric vehicles and curtail greenhouse gas emissions. These favourable policies have presented Tesla with a chance of setting up local production units and gain market penetration (Susanto and Ellitan, 2024). The shift in the priorities of the government, political risk, restrictions on trade, and the difference in environmental laws in different countries can however elevate uncertainty in operations and risk in investments. Consequently, Tesla ought to have good relations with governments and regulatory bodies to assist in the growth in the long run.
Economic Factors: In economic conditions, buying power and demand of electric vehicles are directly influenced. There are great growth potentials that arise out of increasing disposable incomes, high rates of urbanisation and increasing middle-class populations in emerging markets. However, consumer spending on high-value products like electric vehicles can fall due to inflation, exchange rate volatility, high interest rates and economic uncertainty (Rapson and Muehlegger, 2023). By producing locally, sourcing in different regions, and managing the supply chain efficiently Tesla can cut down on its production expenses and be able to sell more affordable cars within the purchasing power of consumers in the middle-income bracket.
Social Factors: The rising consumer perception of and awareness of the environment regarding sustainable transport and the shift in consumer attitudes to electric cars are driving demand at a rapid rate across the globe. The younger generation of consumers attach more importance to nature-friendly products, to digital connection and to modern technologies in vehicles. Nonetheless, lack of understanding of battery functions, charging infrastructure, and the benefits of long-term ownership are still obstacles in various developing nations (Gautam and Bolia, 2024). To foster consumer confidence in electric cars and enhance the overall knowledge about the new technology among people, Tesla needs to invest in educational campaigns, digital marketing, and customer engagement programmes.
Technological Factors: One of the biggest competitive advantages Tesla has is technological innovation. The same battery technology, artificial intelligence, autonomous driving system, robotics, and over-the-air software updates help the company enhance the performance of vehicles as well as decrease the cost of production. Additionally, digital transformation increases the efficiency of operations based on automation and predictive maintenance and data insights (Aldoseri et.al. 2024). The further focus on research and development will help Tesla achieve its goal of creating low-cost electric cars without losing technological dominance.
Legal Factors: In various markets, Tesla has to adhere to legal requirements of automotive safety, environmental, labour, intellectual property, and data privacy laws. The proper international expansion is impossible without adhering to battery recycling regulations, vehicle certification and local manufacturing policies. Loss of legal compliance may lead to financial fines, damage to reputation and complaints to disruptions in operations.
Environmental Factors: The business strategy of Tesla is once based on environmental sustainability. The growing world worries about global warming, carbon emissions and air pollution are all the incentive governments and consumers seek to pursue clean ways of transportation. The sustainability of Tesla energy, battery recycling, and manufacturing are also oriented to these environmental priorities and reinforce its competitiveness (Cintra et.al. 2025). Still, the main issue is that responsible sourcing of such critical minerals like lithium, nickel, cobalt is required to reduce the environmental effects and promote the development in a long-term perspective.
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[bookmark: _Toc238207592]Figure 8: PESTLE Analysis
(Source: Businessanalystmentor, 2026)
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The SWOT analysis analyses the internal strengths and weaknesses of Tesla along with the external opportunities and threats, which impact its planned expansion into emergent markets with affordable electric vehicles (EVs). This model assists in recognizing the strategic elements that can aid in sustainable business development.
Strengths: Tesla has a set of competitive advantages, which make it stand out among other electric vehicle manufacturers. The firm enjoys a world-renowned brand of innovation, sustainability and high quality. Its sophisticated battery technology, artificial intelligence (AI), autonomous driving, and over-the-air software updates have a powerful technological edge on most other competitors. Other advantages of Tesla, such as vertically integrated operations, Gigafactories, and massive investment into its research and development, allow Tesla to have a stronger control over the production efficiency, quality of its products, and innovation (Sun, 2024). Moreover, the model of direct-to-consumer sales has been creating stronger customer relations and advancement of the ownership experience.
Weaknesses: In spite of these strengths, Tesla has a number of internal challenges. The high pricing of its products and services would restrict middle income consumers to buy its products, especially in emerging markets, where purchasing power is low. Tesla is vulnerable to disruptions of the supply chain development and fluctuating prices due to reliance on essential raw materials like lithium, cobalt, and nickel. Moreover, the lack of sufficient charging infrastructure and service centres in most developing countries decreases customer trust and slows down the uptake of electric vehicles.
Opportunities: Tesla has substantial opportunities, as the world is growing more inclined towards sustainable transportation. Electric vehicle adoption in the developing economies is being pushed by government incentives, environmental legislation, and invested in charging infrastructure (Shamsuddoha and Nasir, 2025). To minimise the cost of production, minimise the import tariff, and enhance efficiency of the supply chain, one can set up local production plants and regional suppliers networks. Moreover, the diversification of revenue streams through additional digital service offerings, software subscriptions, renewable energy offerings, and affordable car models would help Tesla increase its competitive edge in developing markets.
Threats: Tesla is similarly externally threatened due to the existence of strong competitors, especially for cheaper products (BYD, MG, Geely, and Tata Motors) which are already entrenched in emerging markets (Carrara et.al. 2023). The consumer purchasing power can decrease, and operational risk increases in case of the economic uncertainty, inflation, and exchange rates variability, geopolitical tensions, and changed government policies. To ensure competitiveness over the long-term, Tesla cannot cease investments in innovation, enhance the resilience of supply chains, enhance affordability, and increase its charging station network adjusting the business strategy to the factors of the local markets.
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[bookmark: _Toc230692206][bookmark: _Toc238207593]Figure 9: SWOT Analysis
(Source: BusinessBalls, 2026)
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Tesla is in a highly competitive market of electric vehicles (EV) in the world, with main manufactures of automobiles but also new companies that produce and sell electric vehicles as they broaden their production lines. Tesla retains a good reputation of innovativeness, high-quality and high-technology, but as competition intensifies (at least in the new market) Tesla needs to reinforce its affordability strategy and its presence in the local market.
BYD is also one of the key competitors of Tesla and has also managed to become one of the largest manufacturers of EV in the world with its vast array of affordable battery electric and plug-in hybrid car models (Cui and Zhao, 2024). The pricing strategy, the verticalization of its battery manufacturing as well as its formidable manufacturing base has seen BYD secure large market shares in China, Brazil, Thailand among other emerging economies. Its capacity to manufacture cheaper cars that fit in the local consumer demands poses a considerable risk to the expansion that Tesla aims to have in the price-sensitive market.
Tesla competes also with MG (SAIC Motor), Geely and Chery which have swiftly stepped up in Asia, Latin America, Africa as well as the Middle East. They are oriented to provide the technologic advanced electric vehicles at the reasonable prices and enjoy the advantages of the local manufacturing, effective supply chains and solid regional distributional networks. Their prices plans render them competitive options to the middle-income buyers.
Old automotive giants, such as Hyundai, Kia, Volkswagen and Ford, have been on the forefront to hasten the adoption of electric mobility by launching EV models in the various price brackets. Well established manufacturing capacity, good dealership networks and after sale services are some of the advantages of these firms that have enhanced their competitive advantage in the international markets (Montes Torralbo, 2024). Tata motors in India have become the market leader in affordable electric vehicles by providing products which are specially designed to the local customer needs and this has proved regional adaptation and competitive prices.
With such competitive forces, Tesla continues to have considerable strengths including its globally recognised company name, better battery technology, artificial intelligence, autonomous driving features and software updates, which occur over the air. Nevertheless, to maintain its market leadership, it will have to diversify its market and lower pricing strategy on the basis of electric vehicles, enhancing the local production, the relationships with its suppliers in the region, and investing in the charging network. A strategic focus on market-specific strategies, a technological leadership and a competitive price offer Tesla sufficient opportunity to compete not only with commercial automotive producers but also with innocent new EV manufacturing companies while fostering long-term growth in developing markets.
[bookmark: _Toc236324637][bookmark: _Toc238207579]Porter's Five Forces
Porters Five Forces analysis assesses competitive environment factors that affect Tesla strategy to increase affordable electric vehicles (EVs) in emerging markets. The framework accentuates the external forces influencing the profitability and long-term competitiveness.
Threat of New Entrants: There is a moderate threat of new entrants. Despite the emerging industry participants, joining the EV market requires an abacus of capital, a high-quality battery, good research and development range, as well as, meeting stringent regulation factors. The already brand reputation, technological prowess and massive scale manufacturing capabilities of Tesla prove to be major impediments to new competitors entering the market.
Bargaining Power of Suppliers: Tesla has a high bargaining power of suppliers since it requires some of the essential raw materials: lithium, nickel and cobalt, and semiconductor parts. There may be limited world sources and price volatility in the prices of raw materials which would make production more expensive (Ren et.al. 2025). The dependence can be mitigated by enhancing regional collaboration with suppliers and diversifying their sourcing plans.
Bargaining Power of Buyers: Bp of buyers is high and especially in emerging markets where buyers are very price sensitive and can also purchase alternative brands of EVs. BYD, MG and Tata Motors are among the competitors that provide less expensive vehicles, thereby raising customer options. To gather middle-income customers, Tesla needs to work on the price but does not compromise quality and innovation of the products (Pourmirza et.al. 2024).
Threat of substitutes: a medium to high threat of substitutes. With substandard charging networks, the buyers still have the option of buying traditional petrol or hybrid cars. This can be mitigated by enhancing charging stations, and government subsidies over the years.
Competitive Rivalry: Competitive rivalry is also quite intense as there are international automakers in the market, as well as Chinese EV-makers that have been growing at a high rate. The constant stream of innovations, fair price policy, national production, and investment in online technologies will help Tesla to stabilize its positions in the market and sustain growth in the emerging economies (Purnawan, 2024).
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[bookmark: _Toc238207594]Figure 10: Porters Five Forces
(Source: Self-generated)
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Ansoff Matrix is a strategic planning model that determines the growth opportunities by identifying the four strategic options, which include market penetration, market development, product development and diversification. In the case of Tesla, a market development strategy knowing with product development would be the most appropriate; thus, the organization can increase the adoption of cheap electric vehicles (EVs) in the growing markets without understanding its obligation to sustainable innovation and digital transformation (Kottala et.al. 2025).
Market Penetration: Tesla can enhance its core presence in current markets by retaining more customers, expanding Supercharger locations, augmenting after-sales support, and boosting online interaction via its mobile app and over-the-air software updates. The existing customers should also be encouraged into upgrading or referring a Tesla car through promotional campaigns that demonstrate the long-term cost savings, sustainability and the sophisticated technology to gain more market share without the need of going into new markets (Martínez-Peláez et.al. 2023).
Market Development: This is the most important growth strategy of Tesla. The company has the opportunity to grow into the emerging markets of India, Brazil, Indonesia and Thailand where there is the growing demand to have safe and affordable means of transport, which is environmentally friendly. Creating local production centres, creating local supplier partnerships, and working with governments to leverage EV incentives would save on production, reduce importation expenses, and enhance accessibility (Zhang et.al. 2023). Extending charging networks and charging centres would also boost customer confidence and in addition market growth.
Product Development: Tesla needs to open up an electric vehicle product with low-cost models that target middle-income customers in the emerging markets (Ka et.al. 2026). These cars are expected to keep the fundamental technological strengths of Tesla, such as effective battery technology, artificial intelligence, digital connectivity, over-the-air software updates, and make some premium features affordably chosen. Another opportunity to increase customer value and create a recurrent revenue is additional subscription-based digital services and energy solutions.
Diversification: Diversification has its future prospects, but can only be a long-term method. A progression to an extensive renewable energy ecosystem can be achieved by Tesla through the incorporation of affordable EVs into solar energy systems, battery storage options, smart-charging solutions, and AI-based energy emission control systems. This would form a full sustainable mobility system and enhance the competitiveness of Tesla.
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[bookmark: _Toc238207595]Figure 11: Ansoff Matrix
(Source: Self-generated)
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[bookmark: _Toc238207597]Table 2: Tesla Cash Flow Analysis (FY2024 vs Q1 2026)
	Cash Flow Indicator
	FY2024
	Q1 2026
	Analysis

	Net cash provided by operating activities
	US$14,923 billion (TTM)
	US$16,528 billion (TTM)
	The cash flow was operating up by about 10.8 per cent implying greater cash production through the fundamental activities of Tesla.

	Capital expenditure (CapEx)
	US$11,342 billion (TTM)
	US$9,528 billion (TTM)
	Capital spending was reduced; there was better efficiency of investments and expansion and development of technology continued.

	Free cash flow
	US$3,581 billion (TTM)
	US$7,000 billion (TTM)
	Free cash flow was increased by nearly twice, and thus economic mobility to invest more and grow the business.


[bookmark: _Toc236324640][bookmark: _Toc238207582]Cash Flow Analysis
A recent financial status of Tesla shows that the company has a solid cash-generating potential in the face of a more competitive market of electric vehicles. The Tesla Q1 2026 Update Report noted that in trailing twelve months (TTM) the company reported US$16.528 billion in the operating cash flow, as compared to the US $14.923 billion in FY2024. This performance indicates that the company is more efficient in its operations and can still use its sales to turn them into cash and help it sustain its manufacturing and technology operations worldwide (Tesla, 2024). 
The capital expenditure is lower compared to US11.342 billion in FY2024 and is US9.528 billion in Q1 2026 (TTM). Shower of the lesser investment flow indicates that Tesla is experiencing growth in an efficient manner and still investing in Gigafactories, battery technology, artificial intelligence, charging infrastructure and manufacturing automation. A stricter investment regime also enhances liquidity, long-term profitability(Tesla, 2026d). 
The best one is the free cash flow of the company which grew to US7.000 billion in Q1 2026 as compared to US3.581 billion in FY2024 (TTM). It is a big step forward, meaning that the company is making a much greater cash after investment of capital investment. An increase in free cash flow will increase Tesla's capacity to fund research and development, increase production capacity, launch cheaper electric cars to the new markets, decrease dependence on debt financing, and will counter uncertainties in the future market (Tesla, 2026d). 
Generally, the cash flow position indicates that Tesla is in a strong financial situation, and its operating cash generation continues to improve, as does its capital spending and increasing its free cash. These financial capabilities enable the company to have adequate internal avenues to prioritize the proposed strategy of entering those emerging markets with affordable electric vehicles and continue to invest in innovation and sustainable long-term growth.


[bookmark: _Toc236324641][bookmark: _Toc238207583]Reflection 
This business plan has been a learning process and has gone a long way in enhancing my knowledge about strategic business planning and practically applying the theory of business management. The choice of Tesla as a topic of my analysis allowed me to investigate how international organisation could adjust to new market conditions, to technologies and developing competition and maintain long-term development of the business. In this project, I have gained more knowledge concerning the interplay of various business functions in ensuring organisational success.
The most valuable thing that I learned was the essence of carrying out an extensive business analysis and then making strategic suggestions. Using analytical theories like the PESTLE Analysis, SWOT Analysis, Porters Five Forces, the Business Model Canvas and the Ansoff Matrix, I managed to analyze Tesla in varying strategic perspectives. All of the frameworks assisted me in recognizing various opportunities, threats and competitive forces influencing the company. This exercise enhanced my critical thinking ability and provided me with the lessons of presenting business recommendations based on facts as opposed to being opinionated.
Knowledge of marketing strategy was also improved in this project. When examining the target market of Tesla, its customer profile, positioning, pricing, branding, promotional activities and its digital marketing plans, I became aware that to expand into emerging markets a thorough study on customer behaviour, purchasing power and market conditions of the local market had to be realised. I got to understand that making electric vehicles affordable cannot be merely reduced by lowering prices but also upholding the quality of the product, innovations in technology and customer satisfaction. This knowledge enabled me to formulate viable marketing suggestions that would be in line with long-term strategic goals of Tesla.
My knowledge on internal business functions contributing to organisational performance was also enhanced as I did the work on the operational and human resource sections. The facts I acquired are that an international expansion cannot only be effective through investment of money but also through proper operations, proper supply chain management, highly developed technology and a well-developed team of skilled workforce. The examination of Tesla staffing scheme, roles and functions of the management and future manpower need led me to appreciate the value of hiring brilliant employees, training them, and developing leadership skills to advance the business to greater heights. I also realised that there will be a need to tackle the upcoming skills shortages, especially in battery technology, artificial intelligence and software engineering, to help Tesla achieve further success.
The other significant learning outcome was the enhancement of my analytical skills of financial data. A couple of latest financial reports that I reviewed about Tesla made me realize that operating cash flow, capital expenditure and free cash flow are critical in determining the financial health of a company. I also understood that having a good cash flow allows organisations to invest in innovation and increase production plants and venture new markets without the strong use of an external source of funds. This experience enhanced my capability of interpreting financial statements and how they can assist in making a strategic business decision using financial data.
In the course of this assignment, my skills in academic research and writing also enhanced. I also learned to collect data through the company reports, academic journals and credible sources in the industrial field to assess the information and incorporate it into a well-planned business plan. Regular academic writing, proper use of Harvard referencing styles and use of logic arguments involved keen planning and detailing. Such experiences have enabled me to become more confident in my abilities to produce professional academic work.
A reason that made this project challenging is my need to strike a balance between the premium brand image of Tesla and my advice to Tesla to launch cheaper electric cars. First, I struggled to fathom how the company would remain a premium brand and still sell to middle-income earners. Nevertheless, I got to learn through further studies that organisations can effectively employ varying strategies in the market when dealing with different customer segments, and still retain their fundamental brand name. This made me understand how strategic flexibility can be important in attaining sustainable competitive advantage.
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