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1. [bookmark: _Toc71793546]Introduction
Innovation and leadership are two concepts that can summarize the current moment of Tesla. The company understood that mistakes also mean an opportunity for achieving excellence. The success of Tesla is not only to have permanent innovation but also to find the necessities of people and to discover a way to solve them. In this sense, Strategic Management of the organisation plays a crucial role because planning is not only to design what are ‘the rules of the game’ for a company but also to have a vision about its future and how to build a solid architecture that creates a competitive advantage. The company is a model that broke with the predominant model, it symbolizes leadership. Tesla understood that it is essential to reinvent itself, this is the main goal of Tesla.

2. [bookmark: _Toc71704648][bookmark: _Toc71793547]Company background
Tesla is an American automotive and energy company that was founded in 2003 in Palo Alto, California, by a group of engineers, but in 2004 was Elon Musk led the organisation and became chair. In 2009, Daimler invested in the company, injecting the capital necessary. In this sense, Daimler affected the company with experience in the electric car market. In the same year, Tesla had other important partnerships such as Panasonic (battery) and Toyota (engineer support). However, the company suffered some falls because of the innovative idea of total automation. The CEO, Elon Musk, wanted to create a model of a company that builds machines by machines, but the process became low, and in 2018 the company recorded a net loss of $743 million on revenue of $4 billion. In 2015, Tesla created its first ‘Gigafactory’ that is the largest battery factory in the world because it wanted to produce its own battery and reduce costs. Although the organisation could not develop a totally automatic system of assembled. The CEO of Tesla continued looking for an innovative company. Currently, Tesla has 4 Gigafactories around the world, and the company will build more in the next years. The goal of Tesla is to create electric cars but doing focus on the luxury market. Its idea is to offer a zero-emission car. Tesla products are electric cars, battery energy storage, solar panels, and solar roofs. The company also sells accessories such as wall connectors, wheels, air filters, etc. Tesla offers services such as car maintenance, charging, insurance, software upgrades, etc. The most important models of cars of the company are Tesla Model S, Tesla Model 3, Tesla Model X, and Tesla Model Y.

3. [bookmark: _Toc71704649][bookmark: _Toc71793548]Tesla Success Factors
The company is the leader in the electric segment in part because it decided to produce only Electric Cars (EV). Permanent innovation is the main concept of Tesla. Competition based on innovation races has heightened since the early 1990s, as Cezanne and Saglietto (2019) define. Thus, the architecture of Tesla is based on Vertical Integration. The company is a piece of a new generation of business that incorporates a concept called vertical integration, building, and mastering every part of the market themselves (Sherman, 2020).  Gigafactories meant to reduce time and costs of production, making their own components such as batteries. The company is more than a typical organisation, it is a team that think constantly about how to create products of quality and innovation. Mullins and McLean (2019) remark that companies have no goals, only people do, and the success of the business is calculated by the progress of people satisfying goals set by people. Tesla is a company that reflect technology, but the human factor is elemental. The success of Tesla is also based on motivating workers are part of the process of innovation. According to Brooks (2018), the involvement of people in the change process has potentially great effects on personal motivation.
[bookmark: _Toc71704650][bookmark: _Toc71793549]3.1 Business Model
A Business Model explains the mechanics of the company, how the business generates value for customers and shareholders, and it must correspond with its market strategy (Valentin, 2015). As we wrote, Tesla has Vertical Integration as strategy. In this sense, Tesla has factories formed by robots, which the company build its own components. Currently, Tesla has 4 Gigafactories: Nevada, New York, Shanghai, and Berlin (Gigafactory of Texas will run at the end of this year). Tesla does not want that suppliers make most of the build process, Gigafactories help to reduce the number of parts of Electric Vehicles.  Tesla designed a kind of battery-less expensive because that reduces the cost of its electric cars. The company has a prominent level of modernization. Also, the organisation offers a service online and they sell their cars in its own stores. An important aspect is the company broke with the idea of commission: all its sellers have a stable salary. Also, the company has its own charging network. Williams (2015) explains that products of Tesla had problems with battery cost and charging infrastructure, manufacturing capacity would have undermined the vehicle, no matter how good. Organisations that make battery continues to reduce the cost per kilowatt-hour, the economics of owning an EV become increasingly attractive for consumers (Teece, 2018). Reducing costs with better quality of its products is part of the strategy of Tesla.

4. [bookmark: _Toc71704651][bookmark: _Toc71793550]Market analysis 
The main competitors in electric vehicles marker are BYD, MMW, Volkswagen, and Nissan Motors. Electric car sales have grown around the world, especially in the last years incentivized for a set of measures such as government stimulations. However, cars with traditional fuel are still cheaper. Despite an adverse macroeconomic environment due to Covid-19, the largest markets in the Asia pacific had a growth in 2020, Europe also grows by 50% (MarketLine, 2020). On the other hand, the aim of the European Union is to reduce emissions by 2030, this would produce a massive buy of electric cars.

[image: ]


China is the largest electric vehicle market, followed by Germany, the US, France, and the UK. This growth was during the last five years and is important because it decides what is the market that global companies of EV must develop their business. In this sense, Tesla understood that it must have a predominant presence in China, and it built its Tesla Giga Shanghai in 2019. However, Chinese companies are growing quickly. Worldwide, Tesla continues to lead the sale of electric cars, although its competitors are increasingly close.

[image: ]
5. [bookmark: _Toc71704652][bookmark: _Toc71793551]External analysis
Donnellan and Rutledge, (2019) argue that to know and develop the sources of competitive advantage, organisations are applying mechanisms to analyse their external (Porter's 5 Forces, PESTLE analysis) and internal (Value Chain analysis, SWOT) environments.

[bookmark: _Toc71704653][bookmark: _Toc71793552]5.1 PESTEL analysis 
PESTEL analysis presents a comprehensive list of impacts on the possible success or failure of strategies (Johnson et al., 2012). In this sense, the external environment changes depending on distinct factors, for that reason PESTEL is an analysis that can change after a time. Whittington et al. (2020) affirm that PESTEL analysis highlights six environmental factors in particular: political, economic, social, technological, ecological, and legal. We are going to see that each company exist under its Macro Environment or PESTLE. These external forces can influence about diverse measures. Those forces can build opportunities or threats. Why it is important that the company know the external factors? If Tesla can identify on time its PESTLE, the company can design and develop strategies to deal with each issue.
[bookmark: _Toc71793553][bookmark: _Toc71704654]5.1.1 Political: This factor is about government rules and activities and how these influences the company. Czinkota (2011) clarifies that Political factor play a critical role, and it has a diversity of levels. Tesla has a privileged position because the current situation helps it to stimulate the buy of electric cars. Governments are supporting innovative ideas like Tesla, especially for cars with zero-emission. It is a great moment for Tesla because it can grow on a global scale. On the other hand, Tesla must deal with environmental protection laws in some countries. Finally, some governments, especially in northern Europe, have subsidized sustainable technology. 
[bookmark: _Toc71704655][bookmark: _Toc71793554][bookmark: _Hlk60488635]5.1.2	Economic: This factor is about economic conditions. Venugopal (2010) says that economic factor influences the buying behaviour of customers. Thus, we can see that an important part of their costs of production depends on lithium, while the price has a low price, the company can reduce its costs. Fluctuation in the price of lithium can affect Tesla. Although an instable global economic due to Covid-19, Tesla could see a growth its production.
[bookmark: _Toc71704656][bookmark: _Toc71793555] 5.1.3	Social: Globally, there is a big need for transportation. Also, the trend is to buy a technologic car and Tesla has an important opportunity to grow its sales. It is growing the idea about protection of environment. 

[bookmark: _Toc71704657][bookmark: _Toc71793556]  	5.1.4 Technological: This factor is about how the technology impact on the company.  Lancaster & Reynolds (2005) advise that technology changes quickly, and organisations have to play a part in the technological process of developing new applications. Tesla is synonym of technology. The current environment is a permanent stimulation of the creation of modern technology that supports the goals of the company. The expansion of the internet is helping the electric car industry.
[bookmark: _Toc71704658][bookmark: _Toc71793557]5.1.5	Ecological: Tesla sells a product friend of the ecology with electric a car with zero-emission. This factor is a great strength for the company. Also, climate change is a fantastic opportunity to increase the sales of Electric Cars.

[bookmark: _Toc71704659][bookmark: _Toc71793558]5.1.6 	Legal: The legal systems are adapting globally to electric cars. There is an international trend to stimulate rules to allow the expansion of electric cars market. 

PESTEL analysis helps us to understand the current situation with the global pandemic. These factors are favourable for Tesla.
 
[bookmark: _Toc71704660][bookmark: _Toc71793559]5.2 Porter’s Five Forces Analysis
Buttle (2008) believes that the Porters 5 forces are separated into horizontal conditions (competitive rivalry, the threat of substitutes, and the threat of new entry) and vertical conditions (bargaining power of customers and bargaining power of suppliers), these sources will measure the profitability of an industry.
[bookmark: _Toc71704661][bookmark: _Toc71793560]   5.2.1 Competitors: Level is moderate. EV car market has a high concentration by a small number of companies. The market in competitive. Tesla dominates the market due to its constant innovation.

[bookmark: _Toc71704662][bookmark: _Toc71793561]   5.2.2 Suppliers: The level is low. Tesla builds most of the pieces. Suppliers have low control of the distribution of the parts. The company decided to build its own pieces and it does not have dependence on suppliers.

[bookmark: _Toc71704663][bookmark: _Toc71793562]   5.2.3 Customer power: The level is moderate. The company sells EVs to clients and governments. EV market has an important number of buyers, but it is small if we need to compare with traditional car market, due to the prices of EV are higher, they are considered luxury goods. Customers do not have a strong influence on the prices of EVs.
[bookmark: _Toc71704664][bookmark: _Toc71793563]   5.2.4 Threat of new entrants: The level is moderate. There are strong entrance barriers such as costs of brand development and building a good brand reputation. There are companies dominating. In this sense, Tesla has an exceptionally good brand. However, fresh players are growing in the market. 
[bookmark: _Toc71704665][bookmark: _Toc71793564]   5.2.5 Substitutes: The level is high. The company must deal with non-electric cars, and trains, taxis, etc. On the other hand, Tesla depend on the zones where live the people, because is most difficult use the public transport for people who live in suburban areas, this can reduce the power of substitutes. 
Johnson et al. (2012) articulate that forces of Porter recognize the attractiveness of an industry because if the five forces are high, industries are not attractive to compete in. In this sense, Porter’s forces show that only Substitutes have a prominent level. This tool decides that Tesla has a friendly panorama. According to Morden (2016), Porter’s forces are interrelated. There exists a strong link between the Five Forces because they are analysed at a specific moment and for one specific business. 

[bookmark: _Toc71704666][bookmark: _Toc71793565]  	5.3 Industry Life Cycle
This tool shows us what the evolution of the company is: introduction, growth, maturity, and decline. Lynch (2018) clarifies that in the introductory stage, organisations effort to develop an interest in the manufactured goods, as the company moves towards growth, rivals are interested in its potential and enter the market: from a strategic perspective, competition increases, but growth slows down, and the market becomes mature. The author affirms that although expansion has decelerated, new competitors may still be paying attention to the market: each organisation then must play harder for its market share, which becomes more fragmented – that is, the market share is broken down into smaller components, and the sales enter a period of decline. 

[image: ]

Globally, Tesla is in the Maturity stage because its products are known, and the company has an excellent image. Specifically, in some countries, it is in the Growth stage and the company understood that in these cases it is necessary to build more Gigafactories (Tesla is planning to build at least five more in the next years). The Chinese market can be the field where Tesla is struggling, and it is possible that soon the company is in the Decline stage.   

[bookmark: _Toc71704667][bookmark: _Toc71793566]6. Internal Analysis
[bookmark: _Toc71704668][bookmark: _Toc71793567]      	6.1 Financial and Business Highlights
This paper is based on the Balance Sheet and Income Statement of Tesla. We are going to see that a Balance Sheet (see Appendix 4), is an analysis of the way the company holds its wealth (McLaney, 2011). It is an instrument essential because each organisation needs to see what its current situation is and to have information to design future plans. Understanding a Balance Sheet is fundamental for the managers who need the information for decision-making (Mohammed, 2019). A Balance Sheet is a guide that determines how the company needs to grow. In the same sense, Atrill and McLaney (2010) remark that Income Statement and Balance Sheet are not substitutes, because Income Statement shows the flow of wealth over a period, and the Balance Sheet shows the numbers in a single moment in time.
Tesla business is concentrated in Electric Cars, Lithium-ion batteries, and solar panels, but also the company sells services such as direct sales (stores), vehicle service centres, and Supercharger stations. In 2020, Tesla had revenues of $31,536 million an increase of 28.3% over FY2019, its operating profit was US$1,994 million in FY2020, compared to an operating loss of US$69 million in FY2019, and its net profit was US$690 million in FY2020, compared to a net loss of US$870 million in FY2019 (MarketLine, 2021). Last year, Tesla improved its gross margin from 18.7% to 23.7%. This ratio is a measure of profitability in buying and selling goods or services, but it is before any other expenses are considered (Atrill and McLaney, 2010). Thus, Gross Margin is a calculate of how much profit you are making on each unit of sales after variable costs alone, as Cinnamon and Helweg-Larsen (2006) define.
[image: ]
The Tesla Income Statement is growing through the last years. The great jump was last year because Tesla had an increase in Gross Profit from $4,096 (2019) to $6,630 (2020) and Net Income grow from $-870 (2019) to $690 (2020). This result due to an injection of capital last year (see Appendix 4), in which cash on hand grew from $6,268 (2019) to $19,384 (2020). In this sense, the assets of the company grew from $34,309 (2019) to $ 52,148 (2020). In this sense, were Chinese banks that loan $1.4 billion. This investment helps to expand the production of Tesla, especially in the competitive Chinese market.
[bookmark: _Toc71704669][bookmark: _Toc71793568]6.2 Value Chain analysis
A value chain means several actions that a company must be done to bring a product from raw materials to the point that it can be sold to a final customer, as Barney and Hesterly, (2019) describe. Tesla has a Vertical Integration through Gigafactories. Most parts of their Electric Cars are built by themselves, this creates a competitive advantage. In the same line, the company sells their own products and their own Supercharger. In the US companies such as Nissan, Mercedes-Benz or Porsche are plugging into third-party charging systems, such as ChargePoint, EVgo, and Electrify America, but there are automakers who have made strategic investments in its businesses (Karkaria, 2018). This is the Tesla case.

[bookmark: _Toc71704670][bookmark: _Toc71793569]6.3 Tesla Strategic Resources and Capabilities 
Lynch (2018) affirms that studying the resources and capabilities of a business means analysing the effects of the main resources, but also developing an understanding of two key issues: first, how resources can deliver higher incomes: second, which resources and capabilities deliver a competitive advantage to the business and how they can be better over time. In this sense, Tesla encourages its employees to create new projects and solutions. When existing a problem, Tesla motivates that each integrant of the organisation design idea to solve them. The company has the capability to respond quickly to trends, this is a competitive advantage. The organisation builds not only vehicles but also components of its vehicles and batteries. The company has the capacity to be self-sufficient not only with its Electric Cars but also with its pre-sales and post-sales. The company has the capability to grow to new markets around the world and they have a plan to build Gigafactories in strategic parts of the world. In the same line, strategic management is a business strategy, depending on the situations, can be a combination of cooperation and competition, for example, Tesla Motors-Daimler AG alliance and Tesla Motor-Toyota alliance, both temporary alliances and it means the opportunity to achieve their own specific aims, as Cheong, Song and Hu (2016) conclude.
One of the most important parts of the resources of a company is its employees. Thus, strategic human resource management (SHRM) supports enhancing the responsiveness, imagination, and innovation capability and possibility of the organisation (Baykal, 2019). Employee resourcing strategy is to make sure that an organisation achieves a competitive advantage by employing more capable people than its rivals (Armstrong, 2008). Although organisations such as Tesla are living in a process of world expansion, the company must encourage its employees to follow the culture of the business, because an international business market is not synonymous with a change of paradigms. Globalization is only conceivable when companies can move their unique knowledge assets abroad into a new international market, because if there is any strategic advantage to be found in an organisation HRM capability, then this HR capability itself must also be transferred into different geographies around the world (Scullion and Collings, 2011). In the same line, Tamzini et al. (2017) believe that a major challenge that globalization, therefore, poses to these companies is how to manage human resources effectively within the international setting. 
[bookmark: _Toc71704671][bookmark: _Toc71793570]6.4 VRIO Framework 
 Donnellan and Rutledge (2019) remark that one of the most difficult things to do is to admit that what has always worked so far may no longer have a place as a rare, inimitable, or valuable means to support the firm's competitive advantage. VRIO means Valuable, Rare, Inimitable, and Organized. This tool helps us to understand the sources to sustain a competitive advantage. Resources are valuable when they have the capability to improve the business of an organisation. Rare means when a resource is not easy to obtain by competitors. A resource is inimitable when it is difficult to copy by competitors. Finally, Organized means when a company can take advantage of the resources and make profits. 
Innovation is a concept that is part of the company, it is the reason for its existence. However, it is fundamental analyse what the market position is because Tesla is part of a set of companies that are growing in the global market. Also, the Supercharger station is a product that supports the company to take a competitive advantage. As we said, another concept also crucial is the leadership of the company and de brand image, in which we are going to see how these factors can impact the customers. According to our paper, we can find the next resources:  

	
	Valuable
	Rare
	Inimitable
	Organized
	Competitive advantage

	Innovation
	Yes
	Yes
	Yes
	Yes
	Yes

	Market Position
	Yes
	Yes
	Yes
	Yes
	Yes

	Supercharger stations
	Yes
	Yes
	Yes
	No
	Yes

	CEO Elon Musk
	Yes
	Yes
	Yes
	Yes
	Yes

	Brand image
	Yes
	Yes
	Yes
	Yes
	Yes



This tool helps the company to analyse what the factors are that can create a competitive advantage for Tesla. Why is it important? Because an organisation needs to determine what is its market position and what are their resources to take a competitive advantage. What is the mean of this last concept? Competitive advantage is a strategy, it is a plan, it is a tactic that organisation use to be competitive in the market where other rivals also want to sell more. VRIO builds an architecture about the present moment of the companies because shows them what are the most important resources to grow. VRIO does not show us a possibility, VRIO remarks clearly based on the current moment of the business.

[bookmark: _Toc71704672][bookmark: _Toc71793571]6.5 SWOT Analysis
Sheehan (2011) remarks that SWOT analysis is a method that shows us what the current situation of the company is. This tool is important to design a strategy.   

[bookmark: _Toc71704673][bookmark: _Toc71793572]   6.5.1 Strengths: Kotler, Armstrong & Opresnik (2018) think that strengths are the sources and positive factors that help the business to achieve its goals. Tesla has an elevated level of technology. The company has its own battery, charging station, and stores. Tesla has a prominent level of innovation. The company produces other components and is investing in new products (innovation). Its product has an elegant design. They sell in its stores. Gigafactory produces several of its components. Electric cars are zero-emission. The company has an environmental sustainability image.

[bookmark: _Toc71704674][bookmark: _Toc71793573]6.5.2 Weaknesses: Kotler, Armstrong & Opresnik (2018) emphasize that weaknesses are internal limitations and situations are not favourable that interfere with the performance of the company. The company needs a lot of money to investment because permanently is creating new models and accessories, so a big problem is its liquidity. The company has a limited presence around the world. Tesla has a brief history as a company. Its products have a high price. Tesla has a limited marketing strategy. Sometimes, there are accidents with autopilot mode of its Electric cars. 

[bookmark: _Toc71704675][bookmark: _Toc71793574] 	6.5.3 Opportunities: Tesla can create new models that are less expensive for ad other target customers. The company can sell batteries and accessories on a global scale. Presidents like Biden in the United States promised to stimulate the purchase of zero-emission cars. The company can grow because the trend is to protect the environment and global expansion is a big opportunity. Some countries are signing free trade agreements, Tesla can export Electric Car. Future increase of petroleum prices can help to increase sales of EVs. The company must develop its own and modern AI chip for autopilot. Solar systems, electric vehicles and charging systems make an important opportunity to develop economy of scale. 

[bookmark: _Toc71704676][bookmark: _Toc71793575]   6.5.4 Threats: Expanding Hybrid cars are a direct threat. Also, capital necessary to invest in the new plans can stop the growth of the company. More companies are starting to build EV models. 
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7. [bookmark: _Toc71704677][bookmark: _Toc71793576]Strategies to Sustain Competitive Advantage
For Tesla it is vital to know what its resources and its environment are. Armstrong (2012) says that Strategic Fit is an important method to achieve competitive advantage because reaching and sustaining better results than business competitors, thus placing the firm in a predominate competitive position. An organisation has a competitive advantage when it can generate more economic value than its competitors, thus, economic value is simply the difference between what customers are willing to pay for a product of the company and the total cost of producing these products (Barney and Hesterly, 2019). As we said, Tesla is synonym of innovation, and these ideas must grow in a friendly environment. Cezanne and Saglietto (2019) think that there is a significant interaction between human capital and innovation because human capital is one of the key contributors to innovation. In this sense, generic human capital resources could not be a source of competitive advantage because the value that they produce corresponds to the costs of buying them (Bhattacharya, 2017). Companies must develop strategic human resources to evaluate a keep specific human capital, with specific education, or experience. Although the company has strong leadership, Tesla encourages its employees to take part with ideas and solutions. Strategic human resource management (SHRM) encourages and helps in applying business strategies of the organisation successfully, and it produces and keeps competitive advantage for the business (Baykal, 2019).
[bookmark: _Hlk71461568]Management plays a fundamental role in the strategies to sustain competitive advantage. Hughes et al. (2015) determinate that management should incorporate developing skills in complex thinking, the capability to conduct preparation and organization to quickly mobilize organisational resources, as well as motivating, to develop a 21st-century sustainable competitive advantage. Innovation is a concept that changes depending on necessities and trends. The competitive advantage is to understand this necessity and change it into a product. This result must have quality and innovation. Armstrong (2008) remarks that quality (customer satisfaction) is recognized today as the key to the achievement of competitive advantage. Finally, Tesla has an opportunity to grow quickly because the current situation helps to develop business-like Electric cars zero-emission. Environmental sustainability knowledge offers a sustainable competitive advantage because environmental sustainability and its method applications resulting in innovations, branding and market positioning (Ordóñez, 2013).

[bookmark: _Toc71704678][bookmark: _Toc71793577]7.1 Tesla Strategic Priorities
Strategic priorities are based on different necessities that customers and companies link through the times. Nowadays, organisational tactics change because the environment updates regularly. In this sense, the work of strategy is to describe and communicate the goal of a business through its mission, vision, values, and aims (Whittington et al., 2020). A big challenge is to link goals and innovation as components of Tesla culture because both are part of the same way, but they are not statics. Also, innovation makes repetition erode and makes a path for an innovative method of resolving a crisis, and yet innovation is not confined by any area where it can be used, as Yadav (2018) decides. Innovation and management are two ways that Tesla must develop constantly because trends change. Comprehension management captured in organizational learning can build several years of competitive advantage experience internationally (Cezanne and Saglietto, 2019). The organisation has different components in its business that are, and they will be priorities, but several times depending on how the company can manage its resources to obtain a better result. A crucial aspect is the batteries, they are an important advantage for Tesla, especially when we refer to Electric Car. Gigafactory produces lithium batteries which helps to reduce the prices of vehicles and the company must pay attention to how to innovate constantly. 
On the other hand, the world is seeing how the trend is growing to prevent climate change and use renewable energy resources. Tesla understood that both topics are part of its business, and it can offer alternatives. This should be the main strategic priority for Tesla: show the world that they are an alternative to save the planet. Unfortunately, the company does not make a lot of investments in marketing, which produces minimum diffusion about the benefits of its work. Finally, Tesla is a company that stimulates employees, management offers a bridge of communication with its workers. A lot of employees have high motivation because they think that their work can change the world. The more highly encouraged the employees the more likely positive result of the company in achieving its aim, motivation is at the basis of all business activity (Mullins and McLean, 2019).
8. [bookmark: _Toc71704679][bookmark: _Toc71793578]Growth Strategies
The company is not only Electric Cars. Tesla has a solar energy business as an important part of its organisation. The increased ratio of solar energy business can help the level of growth opportunities that will be accessible for the solar panel business of the organisation. The company must focus on both areas because it needs to develop them in parallel. Also, battery technology helps the company get bigger. Growth strategy means knowing what resources are available and understanding what the capabilities of the organisation are. When Tesla started to work, the company must design a plan based on its real possibilities. The ambition of Tesla was to introduce an Electric Car with the kind of variety and performance no earlier EV had been able to match, this could be done only by significantly increasing capacity (Williams, 2015). The company must build more Gigafactories to respond to the necessities of customers and new customers. The same happens with their Supercharger stations because the number of stations is limiting the growth of the company. If the company wants to show itself as a sustainable organisation, they must supervise all the process of creation and that includes the part that they do not elaborate. According to Dubey et al. (2016), sustainability must be implemented across the partners of a supply chain for it to be successfully legitimized. 

As we said, the human factor is crucial to the growth of the company. Labour satisfaction of the workers with their performance and their labour environment, called Organizational Climate, is an especially important aspect that must be managed (Yadav, 2018). In this sense, Tesla created a field in which it is possible a friendly workplace with stimulus for their employees. Communication between different components of the company is part of its grow strategy. Humans are verbal organisms, as Redmon, Mawhinney and Johnson (2013) conclude. In this sense, Tesla remarks that its employees work with passion about to support to save the planet.

9. [bookmark: _Toc71704680][bookmark: _Toc71793579]Conclusion 
The market based on cars with typical fuel is sentenced to die. Traditional car companies know that, and they started to create models of vehicles with electric energy. The future competence will not be between traditional and electric cars. The big challenge for Tesla will be hybrid cars. Change climate accelerated the process of changes in consumer trends, but between old choice (typical car) and future choice (EV) there is a potential enemy that is growing in sales. Human beings live the process the changes with different responds, but the mostly will select a hybrid car, consumers will prefer to live a moderate transition if EV market do not develop a marketing strategy more aggressive. Hybrid vehicles are closer than electric vehicles, hybrids work with petrol and electricity. In this sense, Morden (2016) believes that the current moment has seen amplified international emphasis on ecological environment in which society live, this importance had resulted from heighted general concern about the sustainability and impact of industrial and customer society on the several environments in which it runs.
Tesla has several competitive advantages such as an own battery, for now, lithium resources exist in several locations, but the company is creating new methods of extracting lithium and even they could use zinc to replace it. Also, they sell their own product in their own stores; they do not need a lot of suppliers and the company has its own Supercharger stations (20, 000 superchargers in the USA are a great step, but it is not enough). In this context, environmental sustainability is also a competitive advantage, because car pollution is a problem that governments are thinking about how to deal with. Tesla shows itself as a solution for pollution because the company produces eco-friendly vehicles. However, it is important that Tesla supervise the labour of its suppliers. External institutional pressures from the governments, front and back supply chain allies, rivals, and customers always exist, these play a crucial role and pave the way for achieving the goal of sustainability (Dubey et al., 2016). Unfortunately, continues delay of Tesla production produces an enormous impact not only in the economic sense, but also in the brand. Customers sometimes do not want to wait and choose other company. In the same line, fresh players are appearing in the USA, Europe, and China, the mostly are locals.
An important aspect is that Tesla has a strong leader, Elon Musk, who is a charismatic CEO. Musk knows that Tesla is important not only in the car market, but also in the global market, and he showed it when he said that Tesla will suspend the use of bitcoin to purchase its vehicles, that information produced immediately a big fell off bitcoin by almost 17%. On the other hand, the company develops different strategies in human resource management because the human factor is the motor of the organisation. Although globalization, Tesla keeps its structure and culture. Globalization has not changed the core aim of the HRM purpose (Torrington et al., 2014). Managers play a significant role because the employees work in an environment that offers stimulation. The company understands that know its resource is elemental. Methodically collected and examined human capital information can support managers to begin to understand factors that will have a direct impact on the people they manage (Baron and Armstrong, 2007). Tesla is a technologic company, the organisation creates constantly and its Gigafactories are elementals achieving its aims, but Tesla is not a robot completely, Tesla is an organisation that understood that can create machines done by machines, but is the human being is who innovate by other human beings.

[bookmark: _Toc71704681][bookmark: _Toc71793580]10. Recommendation
-Vehicle autonomous will reduce the cost of mobility, but it is necessary to develop more tools for the car such as sensors of temperature, vision, and pressure. 
-The company must create more affordable models. The luxury market was its first niche, but it is necessary to extend its target.
-PESTEL analysis showed us that technology aspect is a big challenge for Tesla. The organisation must update its production constantly. 
-If the goal of Tesla is installed EV around the world, the company must build more Gigafactories around the world, but in key countries. 
-New infrastructure by Supercharger network is necessary. Tesla needs an accelerated growth of its network if wants to capture more customers.
-Tesla do not spend much money on marketing. It is an important aspect that the company must develop. Marketing is fundamental if the company wants to grow around the world.
-Lithium battery has a great capability but also major flaws (for example Galaxy Note 7 of Samsung). 
-Due to environmental laws around the world, coal as energy is becoming more expensive. Tesla must take this competitive advantage because cars are based on zero-emission vehicles.
-Innovation is paradigm for Tesla. The first model of Tesla has almost disappeared, need to build model with capacity to update constantly.
-EV companies from China are growing quickly and if this trend continues, soon they will be the first in Europa and the USA. Tesla must be careful with negotiations with the Chinese government about technology. In this sense, Tesla should not share its knowledge. 
-Why does not Tesla create an alliance with Chinese companies? When Tesla needed to grow, historically made alliances (Panasonic or Toyota). This method can reproduce in a market as China. 
-Diversification: Batteries and solar panels are other businesses that Tesla can develop and incorporate in its global business, but they need to be developed with deeper.
-Tesla is a tech boom, but it needs to predict the future problems and permanent innovation, otherwise it will repeat the history of companies like kodak or IBM.
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Figure 3: Stages of the industry life cycle

Introduction;  Growth Maturity | Decline

Industry sales

Time

SOURCE: LYNCH (2018)





image4.png
Table 1: Tesla Income Statement 2015 2020

Annual Data | Millions of US § except per share data

Revenue Lt
Cost Of Goods Sold Lt
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Research And Development Expenses il
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Operating Income Ml
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Pre-Tax Income Lt
Income Taxes Lt
Income After Taxes Lt
Other Income
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Net Income Lt
EBITDA il
EBIT Lt
Basic Shares Outstanding Lt
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Appendix 4: TESLA BALANCE SHEET 2010- 2020

Annual Data | Millions of US $ except per share data 2020-12-31 2019-12-31 2018-12-31
Cash On Hand Lt $19,384 $6,268 $3.879
Receivables Lt $1.886 $1,324 $949
Inventory Lt $4.101 $3,552 $3.113
Pre-Paid Expenses Lt $1,346 $959 $366
Other Current Assets - - -

Total Current Assets Lt $26,717 $12,103 $8,307
Property, Plant, And Equipment Lt $12,747 $10,396 $11,330
Long-Term Investments - - -
Goodwill And Intangible Assets Lt $520 $537 $350
Other Long-Term Assets Lt $7,515 $7.608 $7.241

Total Long-Term Assets Lt $25431 $22,206 $21,433

Total Assets Lt $52,148 $34,309 $29,740

Total Current Liabilities Lt $14.248 $10,667 $9.993
Long Term Debt Lt $9.607 $11,634 $9.404
Other Non-Current Liabilities Lt $3,330 $2,691 $3,039

Total Long Term Liabilities Lt $14,825 $16,175 $13,990

Total Liabilities Lt $29,073 $26,842 $23,983
Common Stock Net Lt $1 $1 -
Retained Earnings (Accumulated Deficit) Lt $-5,399 $-6,083 $-5318
Comprehensive Income Lt $363 $-36 $-8
Other Share Holders Equity - - -

Share Holder Equity Lt $23,075 $7,467 $5,757

Total Liabilities And Share Holders Equity Lt $52,148 $34,309 $29,740

2017-12-31

$3,523.237
$515.381
$2,263.537
$268.365
$6.570.52
$10,027.52
$421.739
$7,062.335
$22,084.85
$28,655.37
$7.674.67
$9.418.39
$4752.192
$15,746.12
$23,420.78
$0.169
$-4974299
$33.348

$5,234.588
$28,655.37

2016-12-31

$3,498.735
$499.142
$2,067 454
$194 465
$6,259.796
$5,982.957
$376.145
$6,404.796
$16,404.28
$22,664.08
$5,827.005
$5.879.12
$4,201.036
$11,298.98
$17,125.99
$0.161
$-2,997.237
$-23.74

$5,538.086
$22,664.08

2015-12-31

$1,219.536
$168.965
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$2,782.006
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$78.38
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$2,811.035
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$1,658.717
$4,173.2
$6,984.235
$0.131
$-2,322.323
$-3.556

$1,083.704
$8,067.939

2014-12-31

$1,923.66
$226.604
$953.675
$76.134
$3,180.073
$1,829.267
$54 583
$2,650.594
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$1,876.981
$642.539
§2,811.791
$4,918.957
$0.126
$-1,433.66
$-0.022

$911.71
$5,830.667

2013-12-31

$848.901
$49.109
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$27.574
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$30.072
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$667.12
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$27.122
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$450.382
$989.49
$0.115
$-1,065.606

$124.7
$1,114.19

2011-12-31

$303.803
$9.539
$50.082
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$372:838
5298 414

$30.439
$340.61
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$271.165
$23.753
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$489.403
$0.104
$-669.392
$-0.003

$224.045
§713.448

2010-12-31

$173.155
$6.71
$45.182
$10.839
$235.886
$114636
$27.597
$150.196
$386.082
$85.565
§72.324
$18.362
$93.469
$179.034
$0.095
$-414.982

$207.048
$386.082

SOURCE: MACROTRENDS
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