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[bookmark: _Toc112601859]Introduction
Strategic planning has a vital role in the managerial process of any business; therefore, having a well-structured and ongoing updated strategy helps any business to gain and maintain its competitive advantage.
This report will conduct a strategic analysis for a chosen case study (Tesla Inc), applying frameworks and analytical tools to analyse the external variable in the industry and the macroenvironment. The report is divided into three sections.
The first section will cover the fundamentals of the strategy, definition, and strategic management process, in addition, covering the exploring strategy model, where it is explained the strategy position, strategic choices and strategy in action. And finally, exploring Tesla’s mission and strategic objectives and the company’s success factors.
Section two will conduct an environmental analysis assessing the microenvironment and industrial evaluation by implementing pestle and porter’s five forces models to identify opportunities and threats. 
In the last section, the report will include Tesla’s value chain analysis highlighting the primary and secondary activities of the company. Also, the VRIO and SWOT framework will be applied to identify Tesla’s resources and capabilities, strengths, weaknesses, threats, and opportunities.
To complete this section, it is included porter’s generic strategy to sustain competitive advantage and Ansoff Metrix growth strategy.  
And finally including conclusion and recommendations.















Section one
[bookmark: _Toc112601860]Tesla Company background
Tesla Inc is known as an automotive corporation that built electrified vehicles; however, Tesla is also elaborating in creating renewable energy generation and storage systems. Tesla is credited that the earlier the world shifting away from crude oil and toward a zero-emission future will be better for planet. In the year 2003, an engineering team founded Tesla and aimed to prove that driving an electric vehicle wasn't necessary to be sacrificed. Electric cars could be better, faster, and more enjoyable to drive than fuel automobiles (Tesla, 2022).
The corporation has two activity segments: Automotive and Energy Generation and Storage. Tesla Motors Inc designs, develops, produces, and distributes completely electric automobiles and sophisticated electric-cars powertrain components and energy storage technologies. The Roadster, unveiled in 2008, showcased Tesla's cutting-edge battery technology and electric motor. Indeed, Tesla built the first luxury all-electric automobile from the ground up, the Model S, which has since become the top vehicle in every group by making a coherent combination of safety, performance, and efficiency (Tesla, 2022).
Tesla offers four categories of cars: Model 3, Model Y, Model S, and Model X. Model S cars are four-door full-size sedans with Autopilot technology, a prominent touchscreen user interface, and over-the-air software upgrades, and rapid charging. Model X is a mid-size SUV with a distinctive falcon wing door mechanism allowing greater access to the second and third seating rows. (MarketLine, 2022)
Tesla uses direct channels to provide its customers with products through retail locations and the company’s official website. And they are operating across the North American continent, Europe and Asia.  Tesla automobiles are manufactured at the company's factories in California and Shanghai. The company group is headquartered in Palo Alto, California. United starts. (Tesla, 2022).
The company reported a total number of employees of 99,290 in 2022, which increased significantly from 70,757 in 2020, after a decline in the workforce of 1.6% between 2018 and 2019. This increase reflects the growth of production. The company manufactures roughly 306.000 vehicles in the fourth quarter of 2021 (Statista, 2022).
For the fiscal year that ends December 31, 2021 (FY2021), the firm reported sales revenues of (US Dollars) US$53,823 million, a 70.7% increase over FY2020. In the fiscal year 2021, the firm's operating margin was 12.1%, up from 6.3% in the fiscal year 2020. In the fiscal year 2021, the 'firm's net margin was 10.3%, up from 2.2% in the fiscal year 2020 (MarketLine, 2022).
Even if he wasn't initially Tesla's CEO, Elon Musk has always had a significant role in the company. Since 2008 his role has been chief executive and director of the company. He was the chairman of SolarCity Corporation from 2006 until 2016. Musk served as Chairman, Chief Executive Officer, and Chief Technology Officer of Space Exploration Technologies Corporation. He co-founded The Boring Company and Zip2 Corporation, as well as PayPal, an electronic payment system (MarketLine, 2022).
The mission of Tesla company is to speed the transition of the globe to use sustainable energy. The company is planning to continue growing manufacturing quantities and product accessibility. In more specific terms, by 2030, they intend to sell 20 million electric vehicles per year (up from 0.94 million in 2021) and utilise 1,500 GWh of energy storage (compared to 4 GWh in 2021) (Tesla, 2021).


[bookmark: _Toc112601861] Exploring Strategy
Definition of strategy
Strategy is an organisation’s long-term path reflecting a comprehensive view of the direction. There is no one standard definition agreed upon it by economists of strategy. 
According to Alfred D Chandler, strategy is the placement of a firm's long-term aims and objectives, in addition to the choice of plans of action and the allocation of resources required to achieve these goals. Michael Porter considers competition a vital element of the definition of strategy and being distinctive is a competitive method. It comprehends consciously picking up a new collection of operations to give a distinct composition of value. Both of those theorists belong to the Harvard school.  
Alternatively, Henry Mintzberg believes that strategy is less determinate and employs the term "pattern" to reflect the reality that strategies may not necessarily follow a carefully selected and rational plan but might arise in more and unstudied ways ( Johnson, et al., 2017).
Strategic management process
 even if it is not sure whether a company is utilising an adequate strategy, it is feasible to underestimate the probability of making mistakes. Numerous theories suggest that the best way to do this is for the organisation to select its strategy precisely and systematically by following the strategic management process. This process is a sequence of analyses and choices that will reinforce setting a convenient strategy that effectuates competitive advantages (Barney & Hesterly, 2019).
[image: ] figure1:The Strategic Management Process
Source: (Barney & Hesterly, 2019)
The process starts when the company defines its long-term goals and mission by simultaneously identifying what it wants to achieve in the future and what it wants to avoid. And it is like a road map of the company’s vision. Although the mission is essential in the strategic management process as a first step, it doesn’t need to lead the company to choose the right strategy. Therefore, the next step in the process is to set high-quality objectives to measure and track the firm’s performance through its mission. Afterwards, examining the internal and external environment of the firm to identify the opportunities and imminences as well as strengths and weaknesses of the firm, so it is ready to make a strategic choice and formulate the strategy and implement it by adopting organisational practices and structures in favour of creating more value than the rivals and gaining a competitive advantage (Barney & Hesterly, 2019).
             
            [image: ]
Figure2: Exploring Strategy Model
Source: ( Johnson, et al., 2017)
 the exploring strategy framework contains strategic position, strategic choices, and strategy in action.
The strategic position of the firm includes the evaluation of the organisation’s culture, environment, industry, resources, and the firm’s stakeholders. The strategy in action will be chosen from the strategic choices. Together, the three elements form are a helpful framework for examining strategic situations.
[bookmark: _Toc112601862]Tesla’s mission and strategic objectives 
Tesla Inc quotes in the company mission statement that the goal of the business remains the same as when it started up the company decades ago (Tesla, 2022). The company’s objective was to develop zero-emission electric vehicles as an alternative to gasoline ones and accelerate the adoption of sustainable transportation and compelling mass production as quickly as possible.
Tesla is a pioneer in the production of electric vehicles. The luxury electric car that was launched in 2008 received a massive response at first; the customers were wealthier individuals. Tesla later released less expensive versions such as Model-s, Model-x and Model-3, penetrating the market and targeting mass customers. Tesla is deeply involved in the green car industry. This is the undeveloped market segment on which it is concentrating its efforts. It has dedicated all its research and development (R&D) efforts to this goal (Ahmad & Azmi Khan, 2019).
[bookmark: _Toc112601863]The operation strategy of tesla includes a high level of vertical integration. This contains both component production and proprietary charging infrastructure. To take benefit from economies of scale, the corporation has Giga manufacturing units. It makes electric powertrain components for vehicles made by other automakers, including Daimler AG and Toyota (Ahmad & Azmi Khan, 2019).

Tesla’s success factors
R&D efforts are concentrated on creating new products and enhancing current ones. The company's specialities are powertrain, innovative manufacturing, vehicle engineering, and energy storage. The business spent USD 1,491 million, or 11% of its earnings, on R&D in FY2020. (MarketLine, 2022).
Tesla’s financial statement shows rapid growth. The increase in revenue in the year ending December 2020 is due to a significant rise in the cash deliveries of model 3 and model Y (MarketLine, 2022).
Tesla Motors sets itself apart from competitors by focusing exclusively on making electric vehicles. As a result, because it focuses on this market, it has more opportunities for creativity than its competitors. Tesla's involvement in the energy storage and general electrical powertrain industries has increased its capacity for innovation in the hybrid vehicles market m. A noteworthy development is that Tesla has continued to grow its network of fast-charging stations in the US, which has increased its market share. (Marketline, 2021).
Although Tesla Motors is the global leader in the electric vehicles segment and its Model 3 was a best-seller worldwide in 2019, BMW dominates the European market for electric cars, making it one of the world market leaders with a predicted market share of 21%. The second-largest auto manufacturer in China, BAIC (Beijing Automotive Industry Holding Co., Ltd), is also the country's biggest producer of electric vehicles. After the Tesla Model 3 with second-highest global sales. (Marketline, 2021).
Section two
Critical analysis of Tesla’s external environment
[bookmark: _Toc112601864]Pestel analysis
the process of analysing the company's external environment (macro environment) is named “PESTEL”, which comes from the initials of political, economic, social, environmental, and legal. Changes accruing at any listed situations impact any organisation, positively or negatively, by creating opportunities or threats and influencing the strategy followed by the organisation (Johnson, et al., 2011).
Political analysis
 The political environment emphasises the government's and other political considerations' roles in the macroenvironment and the role of the government in a particular industry. For Tesla, the incentives offered by the US government to electric vehicles as encouragement for the alternative to the fuel ones are in favour of the company; Tesla has so far been able to gain the most. For example, as an incentive, the US government provides USD 7500.00 tax credits to every purchaser of a new electric car. Because Tesla only sells ZEV electric vehicles, the company always has extra regulatory credits received by the states, therefore, selling them successfully at a 100% profit. (Kharpal, 2021).
Moreover, the trade war between the United States and China has heated up under the Trump governance. Musk finds himself on the opposing side as the Chinese government currently supports more EVs than the US government, which is considered a threat to Tesla (Rosenbaum, 2018).
 Similarly, the announcement by the US president Biden Government about an incentive of $ 4500 for buying vehicles assembled in a union does not favour tesla. Musk believes these incentives unfairly benefit GM, Ford, and Stellaris (Fortuna, 2021).  

Economic Environment
Economic growth, inflation, unemployment, interest rates, and exchange rates are all factors to consider when scanning the economic sector. The economy and financial system are now universal and highly interdependent, and they are integrated into a finite complex with opportunities and threats to the organisation (Garner Stead & Stead, 2017).
The covid pandemic impacted the world economy, all industries, and the automotive industry. Tesla found itself pausing its production in the new Shanghai factory and later shut down the Californian factory that supplies the US and Europe markets. The factories closed due to government lockdown orders, with a large numbers of people have lost their employment, and millions more work remotely, and the demand for new cars has dropped significantly. Despite this, Tesla produced more than 100,000 vehicles in the first quarter of 2020 but delivered only 88,400, a 21% de-escalate from the number of sales in the previous quarter (Isodore, 2020). 
Social-Cultural Environment
Technological developments and internet access have converted the world into one village and raised individuals’ awareness of the threat of carbon emissions and pollution. Now they seek to create sustainable humanity for both humans and the environment. This new behaviour increases the demand for battery electric vehicles (BEVs)is favourable for Tesla considering tesla is promoting its products as a step toward a sustainable future. Tesla as a pioneer is seen as an attractive and innovative brand to customers who thrive on purchasing innovative and different products. (Long, et al., 2019).
Technology Environment 
It is critical to conduct a technology macro-environmental analysis to determine sources of opportunity for innovative activity. Considering Tesla, a technology company, this factor is vital; therefore, the company is investing in research and development. Tesla has spent 11% of its revenue in the fiscal year 2020, the sum of$ 1,491 million. In 2021, the R&D budget doubled to $ 2,593 million (Carlier, 2022).
[image: ]
 Figure3: Tesla’s Research and Development Expenses
Source: Startista.com (Carlier, 2022)
Environment
In today’s world, the prolusion and climate changes are a severe threat to humanity and the planet and founding a solution to this eminence is the responsibility of every government, business and individual. The awareness of building a sustainable world has been increasing over the last decade. Governments impose new regulations to force companies to contribute and reduce CO2 emissions. Many businesses have started to change their behaviour toward the environment and begin to adopt an environmentally friendly culture. 
The front page of tesla’s impact report, 2021, displays the amount of 6.8 million metric tons of CO2 emission avoided by the customers who purchased Tesla’s fleet compound by Vehicles, Energy storage and solar panels. For Tesla, sustainability plays an integral part in its strategy, and its objective is to speed up the adoption of sustainable transportation, as is published in the company purpose statement (Tesla, 2021).
Legal
Regulations and laws establish parameters for business decisions. And regulations vary from one state to another. Because Tesla is expanding its market globally, it needs an ongoing update. It scans the new law in a particular market it is seeking to enter, especially the restrictions placed on direct sales. In the USA, federal states developed programs to improve air quality in the country and incentivised individuals to purchase Zero Emission Vehicles; moreover, the US Government offers energy loan programs for manufacturing electric vehicles. And this is favourable for Tesla, which provides these products (Musonera & Cagle, 2019).
[bookmark: _Toc112601865]Industry Analysis: Porter’s five forces
Posterior to the macro environment, it is evident that the company has opportunities and threats, and industrial analysis will examine the industry where Tesla is operating.
[image: Diagram
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Figure4: Porter’s Five Forces Model
Source: www.planiumpro.com

The Five Forces Methodology is used for sector analysis, and it evaluates five fundamental industry forces: competitors, customers, potential entrants, suppliers, and substitutes. These factors, when considered together, provide an insight into the market position and competitive strategy ( Johnson, et al., 2017).
The threat of new entrant
New entrants would be required to bring something entirely new to access and survive in the electric automotive industry. Nevertheless, the overall situation indicates that the barrier of entry is relatively high since Tesla Inc. has invested heavily in R&D and is using this research to build a strong economy of scale. It’s supercharge network makes a barrier to entering the industry. With the existing car manufacturers, there is a likelihood that Volkswagen, Audi, and BMW will enter this market  (Musonera & Cagle, 2019). Therefore, the threat of new entry for Tesla is low. 
Threat of substitute
the threat of substitutes for Tesla in the entire automotive industry is high because the customer has plenty of choices and brands to choose between.  Nisan's hydrogen energy vehicles posed a significant threat to Tesla. However, in terms of the overall process of car electrification, whenever lithium battery progress is slow. No one tends to focus on lithium battery technology whenever it develops more quickly than expected. Conventional fuel vehicles are still the preferred mode of transportation for some people. They like not to be concerned about a lack of power or enjoy the engine’s roar. They don't have to worry about new energy vehicles' unknowns. The hydrogen fuel cell is a future technology, but it will only exist in the future for a limited time. Today, lithium battery performance and costs are improving much faster than expected. In terms of the technical requirements for vehicle electrification, Because of numerous issues that must be addressed urgently, hydrogen fuel cell technology is gradually decreasing in popularity (Yang, 2022).
Power of buyers
Three factors must be considered when determining buyer power: switching cost, the volume of purchase, and substitute availability (Musonera & Cagle, 2019). For Tesla, the bargaining power of buyers is low. Tesla’s marketing strategy targets a niche market and differentiates its products from traditional combustible vehicles, and the competition is minimal. Tesla is targeting a segment where individuals seek unique and unusual vehicle characteristics.
Power of suppliers
Tesla Inc. operates in an industry that is heavily reliant on its suppliers. Forward integration, supplier size, and supply level are all critical factors determining supplier influence. Regarding forwarding integration, Tesla Inc. suppliers have moderate power because some suppliers use third parties for distribution while others transact directly with Tesla (Musonera & Cagle, 2019).
Power of rivalry 
The power of rivalry is moderate to high for Tesla in the automotive industry. Even though the car industry is highly competitive, Tesla has established itself as the brand that provides pure electric, sporty, and luxurious cars. Its target market includes people who desire and can afford premium vehicles. The firm is developing more affordable models to ensure that the switch from fuel power goes smoothly and gradually. Tesla has moderated its competition due to its market position. Now, full or partial hybrid alternatives include the Toyota Rav4 Hybrid, Toyota Prius, Chevrolet Volt, and Honda Civic. Other automakers have carved out their niches by offering partial options such as turbo diesel and hybrid vehicles, but Tesla remains the market leader in the electric vehicle market (Musonera & Cagle, 2019).

Section three
Analysis of Tesla’s internal environment
[bookmark: _Toc112601866]Financial and business highlights
to evaluate Tesla’s business performance, Ratio analysis is instrumental in assessing the profitability of the company and its operational performance and financial health. 
                   [image: ]                                                                                                
Figure5: Profitability, leverage and liquidity ratios
Source: (Qin, et al., 2021)

The ROCE raised from - 21.31% in 2018 to -14.94% in 2019, owing primarily to an increase of 137,969 Model 3 cash deliveries, which drove the 14.2% increase in asset turnover. From 2019 to 2020, the ROCE shifts from negative to positive, showing that Tesla has ultimately benefited from its business operation. This is because of the increase in net profit margin from -3.51% to 2.29% in 2020, which cancels the negative effect of reduced asset turnover caused by COVID-19. Furthermore, it reimburses a more significant equity portion of the financing, owing to a 114% increase in additional paid-in capital to $27,261 million. As shown in Fig. 2, the net profit margin shifts from negative to positive due to improved cost-of-sales management, particularly in operating expenses, and an increase of 129,268 Model 3 and Model Y cash deliveries (Qin, et al., 2021).
The rise in two long-term solvency ratios indicates that the financing preference is shifting to equity. This is primarily due to a decrease in long-term debt and finance leases from $1232 million in 2019 to $1094 million in 2020. Furthermore, capital growth from $12737 million in 2019 to $27,261 million in 2020 is a cause of this situation (Qin, et al., 2021).
[image: ]Both the current and quick ratios increased significantly from 2018 to 2020. The rise in cash is the most significant driver of the increase in current assets, promoting a considerable rise in the current and quick ratios. An increase in the current ratio indicates an increase in debt-paying capacity (Qin, et al., 2021).  



[bookmark: _Toc112601867]Value chain Analysis           
[bookmark: _Hlk112151911]Michael Porter, a professor at Harvard business school (1985), presented a value chain model in his book Competitive Advantage: Creating and sustaining superior performance. He highlighted various steps and determined the primary and secondary activities of the firm in favour of creating value for the customers. The purpose of this value chain is optimal performance. High revenue is generated because the value provided to the client outweighs the cost of manufacturing that value.  (Lynch, 2018).
According to porter’s, the firm has two activity categories: primary and secondary.
Tesla’s primary activities
· Inbound Logistic: Tesla utilises raw materials such as aluminium, lithium, nickel, copper, steel, and cobalt to constrict vehicles, energy storage systems and solar panels (Marketline, 2021). Tesla has numerous manufacturing facilities across the United States and outside the continent. The warehouses are used to produce and store the products and raw materials. The main production facility is in Fremont, California. Lithium-ion batteries power Tesla vehicles; however, the company intends to switch to iron-cathode batteries due to issues with obtaining nickel and scaling manufacturing to a massive scale.  (Tesla, 2021). 
· Operation: Tesla offers four models of electric vehicles; model Y is the most recent one, starting delivery in March 2020. Tesla operates in California, Netherlands, and Shanghai, China, factories. Tesla has two segment markets: electric vehicles and energy generation and storage (Tesla, 2022).  Tesla continues to operate on a design business model, with most clients customising their cars when they buy them. Because of the minor differences between most vehicles, mass production becomes more complicated. On the other hand, using robots in manufacturing results in a highly specialised production line (Marketline, 2021).
· Outbound logistics: Tesla remains the leader in electric vehicle production with 16% of the market share, and the sales revenues continued to rise significantly in 2021. As mentioned previously, Tesla’s sales revenues were $31.5 billion for the fiscal year 2Theh the incentive program was launched in Europe, the United States and China for the production and consumption of electric cars. More and more traditional car producers are interested in this specified industry (Marketline, 2021), and the threat for Tesla to stay in the leading position is increasing.
· Marketing and sales: numerous studies prove that having a good marketing strategy is crucial for a business to be successful and sustainable. Tesla has a distinctive marketing strategy to traditional car manufactories and spends less on advertising and endorsements. Tesla avoided distribution channels and chose to communicate directly with its customers. Tesla has a showroom and a website with online communication and purchasing capabilities. Additionally, Tesla’s website includes clients’ experiences that they can share and the firm’s articles on the page (Kim, 2020).  Elon Musk is a well-known and prominent personality, and his presence on social media has contributed to Tesla’s products’ popularity globally.
                             
                           [image: ]
Figure6: Tesla’s contact point with customers
Source: (Kim, 2020)
· Services: Tesla produces four car models in addition to the energy storage system and solar panels. The firm sells its product directly to the customers through its stores and company website. Tesla has received multiple remarkable complaints in recent years regarding its slow response to vehicle issues; therefore, the firm has attempted to deal with this issue with a greater emphasis on the customer experience (Marketline, 2021). 
Tesla Secondary Activities
· Firm Infrastructure: Tesla products are divided into electric vehicles and energy products (Tesla, 2022). The form infrastructure covers the administrative roles. Tesla’s key employees are members of the executive team: Elon Musk is the leader (CEO) and decision maker.  Zachary Kirkhorn is the chief financial officer, and Robyn M Denholm is the firm’s chairman (MarketLine, 2022).
· Human Resources Management: the total number of Tesla’s employees is 99.290 up to date (MarketLine, 2022). Human resources management is an essential department in Tesla Inc that needs to focus on as a technology company and maintaining ongoing innovation; therefore, hiring the most experiment talent and retaining them is vital. Tesla offers a variety of incentives to employees as well as apprenticeship programs in the US. Promotions opportunities and parental and family leave benefits. Furthermore, at Tesla, the diversity among employees is improving by working in increasing minority representation in the management category (Tesla, 2021).
· Technology: Technology and innovation are the critical elements of Tesla’s success. Tesla gains its leadership and competitive advantage in environmentally friendly vehicles through its technology development and providing new categories of automobiles. Tesla gives importance to research and development, and they spent £1.491 million in 2020.
· Procurement: Tesla purchases thousands of sourced products from its suppliers to assemble its cars. Emerson Electric, Garmin Ltd., Danaher Corporation, and Nucor Corp. are a few suppliers to Tesla. (MAVERICK, 2022).
[bookmark: _Toc112601868] Tesla’s SWOT Analysis
SWOT analysis is an approach for assessing a firm's competitive position to create a strategic plan. The SWOT analysis examines internal and external variables as well as current and potential future opportunities. The strength and weaknesses are analysed in the internal resources and capabilities of the firm; the threats and opportunities are identified from the external environment ( Johnson, et al., 2017).
	Strength
· Leader of the electric vehicle market
· Innovation is a business strength and secures optimal performance.
· The company has a strong R&D department that focuses on developing new products rather than adding new features to existing ones.
· Tesla experienced significant growth in revenue and improved profitability
· Elon Musk, a charismatic CEO
· Despite the competition in the automotive industry Tesla maintain to be the leader with a high level of sales of electric cars.
· Tesla is a vertically integrated company.
	Weaknesses
· Raise the liabilities, which could result in difficulty in meeting the short-term obligations.
· High cost in the production as tesla is a luxury brand.


	Opportunities
· The growth in the electric vehicle market as a response to climate change.
· The demand for the energy storage system is increasing ultimately.
 

	Threats
· Strong competition in the industry could be an obstacle to business growth, especially when many car producers such as BMW, Volkswagen, and Toyota… has developed EVs.
· Sociocultural behaviour of the customer’s resulting demand decline may affect Tesla’s business performance and revenues.



[bookmark: _Toc112601869]VRIO Framework of Tesla
VRIO framework is an internal analysis of the firm based on the resource-based view, which allows evaluation and analysis of the potential of all different resources and capabilities the firm has to identify its competitive advantage and sustain it (Barney & Hesterly, 2019). 
Asking four questions allows for building this framework. (V) Value: “does the firm have capabilities that are valued by the customer, which enable the firm to exploit an external opportunity or offset an external threat?” (R) the question of rarity “How many of the rival companies already have certain valuable resources and capabilities?” (I) “what resources the company is having that the competitors found it hard to imitate?”. (O) the question of organisation is to know whether the company is organised to reinforce its value, rarity, and inimitability. ( Johnson, et al., 2017).
       [image: ]
Figure7: Tesla’s VRIO Framework
Source: (Joohee, 2021)
Tesla has assembled a substantial technological portfolio, which may enable it bringing more affordable cars to market. This is a major technological advantage as well as a competitive advantage, positioning the company for future growth again. Tesla's main strength is its powertrain and battery pack technology. This is the most valuable strategic factor and is extremely hard to be copied.
 Imitating this capability is expensive and requires high technical expertise (Joohee, 2021). Tesla’s primary strategy is to build a strong brand and differentiate itself from its competitors by offering innovative and revolutionary products that are less likely to be imitated, at least for the near future.
[bookmark: _Toc112601870]Porter’s Generic Strategy to sustain the competitive advantage (implementing to Tesla)

              [image: ]
Figure8: Generic Strategy 
Source: (Hwy-Chang, et al., 2014)
Tesla primarily focuses on differentiation. It targets a niche market by providing a luxury electric car. However, in the company mission statement, Tesla constructs its business with a clear vision to be the leader in transitioning from fossil fuels to zero transmission vehicles. Afterwards, establishing the brand and gaining a competitive advantage, Tesla could move to focus on cost focus and target the mass market.


[bookmark: _Toc112601871] Tesla’s Growth Strategy (Ansoff Matrix) 
                           [image: ]
Figure9:  Ansoff Matrix Model Growth Strategy
Source: www.stratviewresearch.com
Market Penetration: this strategy is implemented by increasing the sales of the current product in the existing market. Tesla introduced the electric cars first, and sales are growing significantly, especially in the last few years.
Product development: the product development strategy is concerned with introducing a new product to the actual market and is what Tesla is doing for the moment, for example, different models of electric cars, self-driving cars, solar panels, and batteries for electric storage.
Market development: Tesla began in the United States as a primary market after developing geographically and developing the market by entering Europe and China. The company has multiple factories in the United States, Shanghai (China) and Berlin—Brandenburg’s first European factory. (Tesla, 2022)
Diversification: diversification strategy means the extend beyond its products and existing market and increasing the firm’s scoop and creating more value; this may give customers more trust in the enterprise unit's products and services than previously ( Johnson, et al., 2017). If Tesla adopts this strategy, it will enter a new market with the same products developed for its primary market and expand parallelly. 






[bookmark: _Toc112601872]Conclusion
The purpose of this report is to examine Tesla’s strategic plans. First, it includes a brief definition of strategy and strategic management process, understanding Tesla’s mission and its strategic objectives, which was essential to have a clear understanding of Tesla’s vision and success factors.
Moreover, the report includes an external and internal analysis by implementing a macro environment analysis (Pestel analysis) and industrial analysis through the implementation of porter’s five forces model. To identify the external factors that could impact whether are opportunities—followed by VRIO framework and SWOT and Value Chain Analysis to understand tesla’s internal environment and highlight the strength and weaknesses of Tesla.


[bookmark: _Toc112601873]Recommendation
Based on the result explored in this report, the recommendations below are advised.
· Based on the industry analysis and the high level of competition, for Tesla to fulfil its vision, it is recommended to expand the global market to lead the world through the transmission from traditional to zero-emission transportation. They can seek Alliances or Partnerships over the five continents.
· As was explained in the value chain analysis, Tesla doesn’t give big importance to marketing. It is recommended to develop a marketing strategy same as the rivals in the industry have done to sustain its competitive advantage
· Tesla could focus on market penetration first to reach a mass market afterwards concentrate on product development and diversification.
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