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Introduction 
The real essence of businesses being started arises from the investment question of how a business’ inputs can be converted into outputs in such a manner that they end up having a greater value than the original cost of creating them. This question doesn’t come as dry as it may, but in the real sense it is a matter of fundamental essentiality to companies as it addresses the economic logic of why these entities are established in the first place (Koc and Bozdag, 2017). The process of converting the inputs of a company into its business to end up with higher value outputs is not a constant one; there are multiple forces in the market that influence how this process changes with time and consumers want different services and products that manufacturers have to be aware of and focus on meeting these needs before another company delivers and takes away the consumers from them (Koc and Bozdag, 2017).
Manufacturing companies create value, or increase the value of a product by acquiring raw materials and processing them into something that meets the needs of a specific group of customers. Retailers, on the other hand, bring together a range of the products developed by the manufacturers and then present these products to customers in a way that is convenient to them. The retailers are sometimes supported in their mission by services such as personal shopping advisers and fitting rooms for fashion manufacturers and showrooms or bazaars for motor vehicle manufacturers and retailers (Koc and Bozdag, 2017). Companies seek to limit the cost of converting raw materials into valuable products so that they can increase their profit margin as the margin is defined by the difference between the value created and the cost of creating the value of the product from a raw material. The process of creating value includes various activities including manufacturing or physical creation, sales and marketing, maintenance, and support of the product or service (Koc and Bozdag, 2017). 
Value chain analysis of the electric vehicle market 
Electric mobility has been one such a disruptive change in the market as more consumers become more environmentally sensitive. Therefore, the demand in the automotive market for electric vehicles or hybrid brands that minimize the adverse environmental impacts and at the same time remain sustainable in terms of power requirements and range coverage. When electric mobility is mentioned in terms of it being a disruptive change in the global automotive market, the most popular brand that comes into people’s minds is Tesla (Masiero et al., 2017). The American brand may not be the first one to seek success in manufacturing electric vehicles as there have been attempts by others in the past, but it can be solely credited for pushing the limits in this market in a way that has changed the way the market is perceived and also attracted traditional automobile manufacturers towards hybridization and full electric mobility. This document provides an analysis of the value chain of the global electric vehicle market with a specific focus on Tesla Motors (Masiero et al., 2017).
Recent development in electric propulsion systems are the major cause of the revolution being experienced in urban transport and, most specifically, electric vehicles (EVs) are increasingly becoming an alternative to internal combustion engine vehicles (ICEs) (Masiero et al., 2017). The rise of the demand for EVs has not been incidental or unprecedented in its entirety, although probably a few decades ago it would have been looked at from the point of view of a technological advancement in the automotive market that would maybe have taken longer than it has to get its foothold in the market. The breakthrough, however, is not as obvious and complete as forecasts indicate it will be in the next one to two decades (Masiero et al., 2017). 
Transportation is responsible for most of the oil consumed in the world market and passenger transportation accounts for a large portion of the oil consumption. Globally, a rising middle class in India and China is among the leading causes for the increased demand for passenger cars, which in turn leads to an explosive demand for oil (Koc and Bozdag, 2017). Industry projections indicate that in 2010, there were about 750 passenger cars on the roads, and that this will double to 1.5 billion units by 2050. Since the oil reserves are limited, a long-term solution had to come up and electric mobility seems to be leading the charge towards that change (Koc and Bozdag, 2017).
Porter’s Value chain primarily focuses on systems in the automotive industry rather than looking at accounting cost types and departments within the industry. The focus on systems looks into how inputs are converted into outputs purchased by the end consumers (Koc and Bozdag, 2017). The primary activities that are directly linked with the process of converting the raw material inputs into finished products include inbound logistics, which encompass all the processes that relate to receiving, storage, and distribution of inputs internally, thus making suppliers a key factor in creating value. Outbound logistics, on the other hand, encompass collection, storage, and distribution systems that may be both internal and external for delivery of the products to the customers (Koc and Bozdag, 2017). Operations are activities involved in transforming the inputs into outputs, while marketing and sales include the activities aimed at convincing the customers to purchase the product from a brand instead of its competitors by creating systems of effective communication that aim at informing the consumers of the value created. After the consumers purchase the products, service activities are associated with maintaining the product’s value to the customer (Koc and Bozdag, 2017).
Inbound logistics in the automotive manufacturing industry include such activities as warehousing, vehicle and shipping scheduling, inventory control, material handling, and returns to suppliers. Every company within the industry has its defined way of scheduling and controlling its supplies, inventories, and assembling plants as each one of them seeks to optimize transportation and logistics costs (Liu and Meng, 2017). Similarly, it is upon the companies to seek the best ways to carry out outbound logistics activities such as shipping to different markets around the world through which they can reduce the overall cost of the production process and increase their profit margin. Manufacturing processes are determined by various forces in the market such as the customer preferences, geographical regions, and applications of the vehicles (Liu and Meng, 2017). 
In this way, manufacturers create a variety of vehicles for different markets with different pricing models and similarly diverse marketing and sales strategies. Companies like Toyota have become famous and successful for having invented ways to control their logistics and invoices through the Just-In-Time model where the manufacturer and the suppliers collaborate closely to ensure that all materials and products are received at the right time according to need (Liu and Meng, 2017). In this model, the company shaves a huge amount from the cost it would otherwise incur through storage and warehousing, and that has made it one of the most valuable brands in the automotive industry today. The key to making the logistics valuable yet keeping the overall cost of the entire process low is having clear documentation of the entre process as these is essential for full visibility and control of the invoice (Liu and Meng, 2017). 
Value chain analysis of Tesla Motors 
Tesla Motors is a United States-based automobile company that manufactures fully electric vehicles alongside a wide range of other energy products that assist businesses and individuals in reducing their carbon footprint through the use of renewable energy sources (Valentin, 2019). In recent years, the company with its headquarters in Palo Alto, California, has been experiencing steadily increasing revenues from the sales of its electric vehicles. Most significantly, the release of Model 3, the company’s most affordable car, contributed to the company’s sharp rise in car sale revenues in 2019 (Valentin, 2019). Tesla is popular for its focus on innovation since its vehicles are loaded with smart technological features that include autonomous driving technology and many more security features. The company strives to find unique ways for its customers to experience pollution-free as well as luxurious and comfortable driving experience (Valentin, 2019). 
Tesla Motors has successfully managed its supply chain and production network excellently. Of all aspects of the company’s operations, the Chinese market is a strategically important one as the demand for Tesla products continues to grow there (Valentin, 2019). The company is, as a result, optimizing its value chain with an aim to achieve higher efficiency and to deliver increased satisfaction to its customers in the Chinese market as well as other markets in the world. By optimizing the value chain, Tesla is able to increase its operational efficiency and also build new sources of competitive advantage through both primary and support activities. The following is an analysis of Tesla’s Value Chain (Valentin, 2019).
Inbound logistics
Tesla has a large number of warehouses that are located within the United States and an extra one in Taiwan. Most of these are leased facilities but the company fully owns the principal manufacturing facility in Fremont, California (Teece, 2018). This facility is used for both manufacturing and warehousing purposes and is, for warehousing reasons, used together with other facilities located in Livermore and Lathrop in California, Sparks in Nevada, Elkridge in Maryland, and Bethlehem in Pennsylvania. These facilities are used for storage and distribution of materials and products for the company. The facility in Taipei City in Taiwan is also used for administrative and service reasons (Teece, 2018).
Operations
The company is relatively young in the business as it has been in existence since 2003. It launched its Roadster in 2008 and then later Tesla Model S was also introduced. Although the company is headquartered in Palo Alto, California, in the United States, it has continued to expand its global outreach and has operational administration in other parts of the world (Teece, 2018). Tesla’s European operations are administered from Amsterdam in the Netherlands and it also has a manufacturing facility in Tilburg where it carries out such operations as testing, quality control, and final assembly for Model S and Model X that are for sale in the European Union market (Pratap, 2019). The company manufactures fully electric motor vehicles and this means that their powertrain is unique and battery-dependent, making it necessary for the company to have a facility where it produces these batteries among other energy storage products. This facility, known as Gigafactory 1, is located in Reno, Nevada, where drive units for Model 3 are manufactured. Gigafactory 2 is located in Buffalo, New York, while Gigafactory 3 is located in Shanghai, China (Pratap, 2019).
Outbound Logistics
Gigafactory 1 and the Fremont facility are vital components of the company’s operations. Operations in the Fremont facility include final vehicle assembly and end of line testing, while in Tilburg they also include parts distribution for service centers in Europe. Other facilities are basically involved in storing or shipping of parts or completed vehicles, including the Shanghai facility that produces Model 3 cars for the Chinese market (Pratap, 2019). 


Sales and Marketing
Due to the heavy competition in the automobile industry, most manufacturers use a combination of several marketing channels that include both traditional and digital channels for the promotion of their brand and products. However, Tesla invests far less in marketing when compared to other companies in this industry (Pratap, 2019). The company uses its website and other digital channels for product marketing and promotion, and the company’s CEO, Elon Musk, particularly makes use of social Media, primarily Twitter, to engage the company’s fans and followers from all parts of the world (Pratap, 2019). The company also has a huge network of company-owned galleries and stores that are used for promotion, marketing, and service. These stores are vital as they help the company receive customer feedback rapidly and they also increase Tesla’s visibility in most major metropolitan markets (Pratap, 2019). 
Products and services
Since introducing the Roadster in 2008, Tesla has gone on to launch additional products including Model S in the same year. Tesla Model X was launched in 2015 and a year later Model 3 was launched. The company’s product portfolio includes Model S, Model Y, Model 3, Model X, Roadster, and Cyber truck, a new truck model that resembles a Sci-Fi vehicle that is made for an environmentally safe, powerful, and safer driving experience. The company also has a diverse portfolio of energy and storage products (Pratap, 2019). 
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