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[bookmark: _Toc102648470][bookmark: _Toc102665278]INTRODUCTION
Strategic management is an effective thing that can be done by the organisation for knowing about their strategic position in the market. It is the process of setting objectives, steps, identification of the resources, etc. in order to make an organisation more competitive and profitable in the market. Strategic management also helps organisations in recruiting and positioning their employees in a way that can help them in achieving the required goal. Strategic management includes the aspects like analysis of internal and external factors that can affect the market position of the organisation and needs to be evaluated. In every organisation, it is important to analyse the strategic management of the organisation because it allows them in knowing about the areas that need improvement so that the measures can be adopted by the organisation according to that (Fuertes et al., 2020). 
This report will be made in the context of Tesla Motors, for knowing about their strategic position in the market. It will include the evaluation of factors affecting the internal environment of the organisation through SWOT analysis and Value Chain analysis followed by the identification of the factors affecting the external analysis of the organisation through PESTEL analysis. Further, it will contain the examination of the competitive advantage gained by the company through Porter's Five Forces model and VRIO analysis. Also, it will involve the market segmentation of Tesla which will be done through Segmentation, Targeting, and Positioning of the company followed by the identification of the Marketing Mix of the company. At last, it will include the strategic analysis of the company which will be done through Porter's Generic Strategy and BCG Matrix for making some recommendations that can be used by the company. 
[bookmark: _Toc102648471][bookmark: _Toc102665279]COMPANY OVERVIEW
Tesla Inc. is an American automobile organisation that focuses on producing clean energy vehicles. The company was founded by Martin Eberhard and Marc Tarpenning as the CEO and CFO respectively on 1st July 2003 headquartered at 13101 Tesla Road, Austin, Texas, United States. The company serves their operations in the areas like North America, West Asia, Europe, East Asia, and Oceania. The company is having a manpower strength of 110,000 employees which contributed to gaining an operating revenue of US $53.82 Billion. The current key person of the company is Robyn Denholm as Chairperson and Elon Musk as the CEO of the organisation. After acquiring the Tesla by Elon Musk, they have done the global expansion of the organisation by introducing the vehicles with unique features (Tesla, 2022). 


[bookmark: _Toc102648472][bookmark: _Toc102665280]INTERNAL ANALYSIS
[bookmark: _Toc102648473][bookmark: _Toc102665281]SWOT ANALYSIS
Tesla is the organisation that has emerged as the most discussed and analysed organisation because they are famous for their innovative approach that the company use for holding a dominating position in the market worldwide. The internal environment of Tesla can be analysed through SWOT analysis because it helped in knowing about the strengths and weaknesses having by the organisation as well as the opportunities that can be grabbed by them through reducing the risks of threats. SWOT analysis of the organisation has been explained in brief below:
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(Source: Jiang, 2022)
STRENGTHS
Top Employer Organisation: Tesla is known as the top employer organisation in the world and has grabbed the spot in Forbes America’s Best Employer in 2021 and America’s Best Large Employers in 2022. This is the key factor of the organisation that has helped them in getting the success at an immense level. Employees like to work in because of their diversity and working culture. The company has been listed as the ideal place for working and recruiting young employees that have a new talent (Forbes, 2022). 
Most Valuable Automobile Organisation: Despite having lots of issues with the vehicles, in the fiscal year 2021, Tesla has managed to deliver 936,172 cars earning sales revenue of $53.8 Billion. With the enhanced number of deliveries and having earned a profitability of $5.6 Billion, the company has pushed their market capital to around $1 Trillion and beat the market cap of the top five automakers. 
Innovative Organisation: Tesla has an exceptionally high rate of innovation and creativity within their organisation, and they have recently developed the world's first fully electric semi-truck and fully electric new sports car. Hence, the trust and expectation of the market for the organisation are developing competitive advantage and profitability within their products is leading them towards the significant gains in finance (Liu, 2021).
WEAKNESSES 
Complications in Production: As the company is having higher standards of innovation in their products these lead them towards the manufacturing complications in their product and because of that supply of the products got delayed. Tesla is facing continuous delays in launching and manufacturing their new vehicles. 
Material Shortage: The CEO of Tesla Elon Musk has accepted that they are facing a shortage of batteries and because of this production of the vehicles is getting decreased. The shortage is directly making a huge impact on electric vehicle sales and energy storage systems (Guangul et al., 2019).
Sole Representative of Tesla: Tesla is an organisation that works as a 'one-man show because no one is representing the company better than Elon Musk. Miserably, Elon Musk is facing a lot of pressure on their shoulder because they are trying to give their hundred per cent towards the organisation but still lacking in some respects because Elon Musk is also having their other projects such as The Boring Company and the launch of space vehicles at Space Exploration Technologies Corporation.
OPPORTUNITIES
Expansion of Sales: The most important opportunity having by the organisation is in the Asian market because it is untapped by the competitors the Tesla in the field of renewable energy and automobile sector. Tesla can grab the opportunity of expanding their business in Asian countries because it will help them in increasing their financial stability and making their market presence stronger (Meckling and Nahm, 2019).
Production of Batteries: Tesla is having the opportunity of manufacturing their own battery cells because they are facing a shortage in the supply of batteries. This move of the organisation can be turned into a big game-changer because it will allow the organisation in increasing their rate of manufacturing while reducing the cost of production. At present, the primary supplier of batteries for the company is Panasonic. 
Affordable Cars: Tesla can think of launching affordable cars by reducing the level of innovation in their organisation. Tesla is expensive because of their exceptional dependence on innovation, due to that; it needs the maximum financial support for entertaining the new technology. Currently, Tesla has introduced their Model 3, which lightly is an affordable version of the Model S although they have fewer features like low range and power. Still, Tesla is having a great opportunity of increasing their market presence and competition level by expanding the size of their target market (Tesla, 2022).
THREATS
Competition: Tesla is having an extreme level of competition because of their expensive cars and production delay. The company is having competition in both the sectors like an alternative for fuel technology and auto-pilot technology because the companies in the luxurious segment like BMW, Audi, etc and the economical segment like Ford, Toyota, etc are planning to launch the vehicles with the same features yet in the affordable prices (Musonera and Cagle, 2019). 
Defect in Products: Vehicles of Tesla needs high engineering because of the level of innovation having by them and due to that cars and other energy products Tesla is demonstrating so many defects in their cars. The defective vehicles of the organisation often have the problems like designing defects, defects in manufacturing, and defects in other features that can harm the brand image of the company permanently.
Assurance for Long Term: For every organisation, long term sustainability assurance is important so that their brand image can be maintained as well as the morale of the organisation. Tesla is not able to gain long term sustainability assurance because of their unbalanced conditions in manufacturing and also, they are suffering from doubt among their target audience regarding the auto-pilot mode of the vehicle and their existence in the long-term. This is leading them toward an uncertain future (Jiang, 2022).
[bookmark: _Toc102648474][bookmark: _Toc102665282]VALUE CHAIN
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(Source: Kumar and Rajeev, 2016)
PRIMARY ACTIVITIES 
Inbound Logistics: Tesla is an automobile manufacturer and the challenge that faced by them is sourcing and the cost of raw materials i.e., lithium batteries. For overcoming those challenges, they have paired up with Panasonic for building a Gigafactory and reduce the cost of batteries. Tesla is also having a partnership with Daimler and Toyota for exchanging the parts for vehicles. All the partnerships helped them in attaining the goals that have been made by them for making the world into sustainable energy. 
Operations: Tesla is integrating the operations of the organisation vertically and assembling the cells of battery and system management gets done within their own service centres. The company also focuses on managing the design of the body, assembling the parts, and recharging the system of the car. External suppliers also outsource the work in a large amount (Kumar and Rajeev, 2016).
Outbound Logistics: For the delivery of the cars, Tesla has switched to direct delivery from the traditional model of distribution i.e., dealer based. It helped them in reducing the cost of investing the amount for building and the huge inventories had by the company in past. 
Marketing and Sales: For the delivery of the products, Tesla has opted for going towards the unconventional method of the dealership. They have to build a new and multi-channel model so that purchasing of the vehicles can be done that can involve the outlets like online stores and retail outlets. Retail outlets of the company can be found in urban areas so that it can help them in expanding their brand value and can be explored by the customers effectively (Alghalith, 2018). 
After-Sales Service: For offering the best after-sales services to the customer, Tesla has come up with the plan of developing their own supercharging stations so that Tesla drivers can charge their vehicles easily and it can help them in reducing the fear of purchasing electric vehicles. 
SUPPORT ACTIVITIES
The infrastructure of the Firm: Firm infrastructure of Tesla has been divided into two segments; automobile and generation of energy. The automobile segment of the company involves the operations like manufacturing, development, designing, and selling of vehicles whereas, energy generation includes the operation of manufacturing and development of solar energy (Perkins and Murmann, 2018).
Human Resource Management: According to the CEO Elon Musk of Tesla, the future of the company is based on attracting, hiring, and retaining the employees that can help them in manufacturing and selling the products. The company gives high priority to human resource management. 
Technological Development: Whole innovation and development of the vehicles of Tesla are based on the advancement of technology and it is the only thing that helps them in gaining a competitive advantage in the market (Huang, 2019). 
Procurement: Tesla is having direct suppliers that help the company is easy to procure the products so the cost and time of production and operation can be reduced. 


[bookmark: _Toc102648475][bookmark: _Toc102665283]EXTERNAL ANALYSIS
[bookmark: _Toc102648476][bookmark: _Toc102665284]PESTEL ANALYSIS
PESTEL is an abbreviation for Political, Economic, Social, Technological, Environmental and Legal Factors that can affect the external factors of the organisation in which they are operating. It is important for every organisation to analyse those factors so that they can find the factor that is impacting most on the operations and can improve that. 
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(Source: Hawkins et al., 2012)
Political Factors: Tesla is having a global reach of their organisation and operates the business in several countries and jurisdictions, and it is expanding continuously. This is the biggest reason that Tesla has to follow the laws of every country. Tesla is an organisation that does not operate vehicles on fuel rather than they use electricity and gas. Tesla gets an impact from the several trade policies that are subject to a specific region. Uncertainty in political and economic cycle changes made an essential impact on the operations of the company. Various risks have been associated with international activities of the business that can lead to the cost increase because an increase in cost will make a direct impact on the selling of the vehicle (Hawkins et al., 2012). 
Economic Factors: Selling of the electric cars is rising constantly since the global economy is also increasing. In 2017, it was assumed by the economists that the world economy experienced growth of 3.5% and this rise will help every type of organisation. These rises have come in the countries like Asia, Europe and the United States which has resulted in more development of the electrical concept. Besides this fact, the sale of the electric car is also increasing with each passing year and motivating the producers to introduce the concept of electric vehicles. Tesla is experiencing the benefit of lower prices of raw materials and mainly the cost of batteries that are used by Tesla is low (Tesla, 2022). 
Social Factors: With each passing day the concern of the people towards sustainable practices is getting increased and everyone wants to reduce the usage of carbon footprints and adopt the measures towards that. This is the biggest reason that is helping the electric cars is growing and having an assurance for long term stability. Tesla is using this opportunity for increasing the sale of their cars by making the good looking and low maintenance cars more than the conventional cars. Tesla is aiming to capture the audience that wants to adopt the measures for the betterment of the environment by using eco-friendly vehicles (Han, 2021). 
Technological Factors: No one can beat Tesla in terms of usage of technology and innovation. It is a single organisation that only works on the advancement of technology for increasing the value of their vehicles. Through the usage of technology, the company can make more improvements for reducing the usage of being on sight. An additional interesting feature that has been brought by Tesla is Netflix and karaoke, the karaoke is a tool that will include a collection of songs and lyrics in so many languages to the central console of the car so that customers can get the songs based on their language preference. Certain models of vehicles from Tesla will get access to Netflix, Hulu, and YouTube accounts so that they can be connected with the central console for the period till the vehicle will be in the parking (Du and Li, 2021). 
Environmental Factors: The world is getting more concerned about a sustainable future that will not make any negative impact on the climate. Apart from this, the interest of the consumers towards buying an electric vehicle is increasing so that they can also save the additional expenses of a conventional vehicle and will also be able to make their contribution in order to save the environment. Tesla is aiming to reduce greenhouse gas emissions, by restricting the two major manufacturers of GHG i.e., manufacturing of electricity and transportation. According to the sales of Tesla so far, the organisation has accomplished reducing the usage of emissions by 4 metric tons (Stringham et al., 2015).
Legal Factors: Tesla has the opportunity of capturing an important area of the market and also managed to grab that opportunity that was given to them in a shorter period of time. Tesla is having thought to offer superior service to their customers that they have globally and with this thought, the company is wishing for expanding their operations in other countries as well. For achieving this goal, it is important for the company to stay updated with the rules and regulations of the country in which they want to expand their operations. For example, there are some countries that do not allow to sell the products directly in their country and if Tesla is aiming to operate in that country they have to focus on the rules related to the supply chain and also have the details of dealers that will help them in exporting the vehicles there. 

[bookmark: _Toc102648477][bookmark: _Toc102665285]COMPETITIVE ANALYSIS
[bookmark: _Toc102648478][bookmark: _Toc102665286]PORTER’S FIVE FORCES
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(Source: Fuertes et al., 2020)
THREAT OF NEW ENTRANTS 
Threats of the new entrant in the new industry are low in the automobile industry because new entrants need to create the brand loyalty, should have manufacturing abilities and factories, should have the knowledge of developing a network with the dealer, and conquer the requirements of capital for developing and building a new vehicle that could cost them nearly much as $6 billion and can take the time of six years minimum. Expenditure for research and development (R&D) on the basis of OEM in the United States was around 5% of revenue. There are around six competitors that belong to the world's most valuable brands, for example, Toyota that is having a brand value of $45 billion, Mercedes-Benz is having a brand value of $34 billion, BMW is having a brand value of $31 billion, Honda is having the brand value of $26 billion, Audi is having the brand value of $14 billion, and Ford is also having the brand value of $14 billion (Sull and Reavis, 2022).
BARGAINING POWER OF SUPPLIERS 
Internationally, around 11,000 organisations supply the raw material to manufacturers of automobiles including the essential parts like tires, batteries, and software systems like braking, and electrical. These suppliers are having 60,000 manufacturing facilities and provided employment to more than 7 million people. The international supply business of automobiles has been extremely fragmented with $2.2 trillion. The top five suppliers that supply the raw material majorly in the market are Denso, Robert Bosch, ZF Friedrichshafen, Magna, and Continental. It has been predicted by an analyst that from 2014 to 2025, the automobile industry will spend $110 billion on the technology of fuel-saving, of which $90 billion will only be paid to the suppliers because they are the biggest factor in every industry and plays an important role in the manufacturing of the products (Tesla, 2022).
BARGAINING POWER OF CUSTOMERS
The purchase size of an automobile can shape a large piece of the resources for the customers, so this can make them price-sensitive to a large extent because buying the automobile is a very big decision for most consumers. But if Tesla is targeting the middle-class or upper-class group and they also own a Tesla vehicle then it proved as social status for them, and this entire factor proves that the bargaining power of the customers can be low based on their spending habits. In addition, Tesla is an organisation that is famous for offering an extremely distinguished and unique product to their target group and also built a brand name for the organisation in the automotive and energy consumption industry for a longer period of time. Tesla is the company that is best known for making a huge investment in their research and development department for example the company has spent around US$ 1500 million in 2020 on the activity of research and development (Sull and Reavis, 2022).
THREAT OF SUBSTITUTE 
The threat of substitutes for the products of Tesla is high because there are so many options available as an alternative for Tesla. The target market of the company is the upper-middle-class and upper-class group. Besides this, the cheaper and more preferable type of automobiles are available in the market as a petrol and diesel vehicles. In addition, customers can also use the public transport which can be proved as another alternative for the electric vehicles because they are expensive and cannot be afforded by every type of consumer whereas some types of customers mostly prefer to own the luxury type of vehicles will never use the public transport as their alternative so it cannot be proved as a true substitute of the product. If looking over a longer period of time, if electric vehicles can be turned out as cost-effective, they cannot become the first choice of the consumers because developing countries still need to develop the charging infrastructure and because of that switching costs to the substitute is high (Zamora, 2016).
RIVALRY AMONG THE COMPETITORS
Rivalry among the competitors is very high for the Tesla because there are around six competitors that are known as the world’s most valuable brands, such as Toyota is an organisation that has acquired a brand value of $45 billion, Mercedes-Benz is an organisation that has acquired the brand value of $34 billion, BMW an organisation that has acquired the brand value of $31 billion, Honda is having the brand value of $26 billion, Audi an organisation that has acquired the brand value of $14 billion, and Ford an organisation that has acquired the brand value of $14 billion. Still, Tesla is having a market share of 14.55% globally which is helping them it grows rapidly and in expanding their market presence. 
[bookmark: _Toc102648479][bookmark: _Toc102665287]VRIO
VRIO is an abbreviation for Valuable, Rare, Inimitable, and Organisation. VRIO Analysis of Tesla will help in knowing about the strategic and competitive advantage having by the company. Tesla frequently uses the VRIO analysis tool for knowing about their strategic and competitive position in the market because it is an organisation that always made a huge investment in their research and development activities. It helps them in analysing the resources and strengths having by them in the market and that helps them in gaining a competitive advantage as well as the profitability in the market. 
[image: ]
(Source: Pratap, 2022)
VALUABLE 
It is about the competencies having by Tesla in order to explore the opportunities having by them and overcome the threats faced by the company in their internal and external environment. These are the competencies that help the organisation in growing, developing, and expanding for the future (Min et al., 2016). 
Brand Image: This is the biggest competency having by Tesla as they are best known for manufacturing unique and innovative products. The company has developed their brand image for so long because of continuous efforts made by them and by offering the quality of the product. Tesla has also been involved in activities related to Corporate Social Responsibility which also have been acknowledged by their stakeholders.
Level of Innovation: This is the competency that is majorly owned by Tesla because of efforts made by them in order to introduce the innovative products at an extent level. That innovation helps the company in making the manufacturing process more effective by lowering their operational cost and achieving the scale of the economy. The level of innovation is the biggest and most valuable resource having by the organisation because it is the only thing that makes them unique from others and also allows for gaining a competitive advantage in the market (Mangram, 2012). 
RARE 
These are the competencies that are rare to find and developed in a way that can only be handled by a particular organisation and also helps them in creating competitive and strategic advantage for the organisation. 
Global Presence: Tesla is an organisation that has the presence of their brand globally and also owns a good market share in the automobile and energy consumption industry. This global presence has helped the company in building a huge customer base and has allowed for earning revenue from multiple countries. This is the major reason that helps the company is holding great financial strength (Alghalith, 2018).
The ability of Risk Taking: Tesla is having the ability to take the risk through their innovation but also, they have the power of calculating the risk so that they do not have to face a huge loss. This ability helps them in growing and expanding the business in the untapped market of unknown countries. 
INIMITABLE
Inimitability is a competency that helps the company in adding extra value to the sustainability of the organisation for a longer period of time and also helps in gaining a more competitive advantage. These are the competencies that are high in costs and hard to imitate for the competitors.
Quality of products: Tesla is an organisation that offers high-quality products to their customers because it is the most important source of their brand image and that helps them in attracting the customers towards them (Chen and Perez, 2018). 
Communication with Customers: The marketing communication of Tesla is having a great level of stimulation strategically. It mainly focuses on developing the organisational culture and communicating their vision with customers. This is an inimitable resource that helps the company in maintaining a competitive advantage for the long term globally.
ORGANISATION
These are the resources that have only been developed for Tesla and cannot be used by their competitors in the industry. These are the types of resources that do not have any substitute and cannot be found by other companies for exploring the opportunities and overcoming the threats having by the organisation (DEBORD, 2022).
Financial Strength: Tesla enjoys a strong financial position in the market that adds extra value to their brand value and increases their strength. It is a strength that supports the company in evaluating the possible options having by the company so that they can earn a competitive advantage easily and make the strategic position in the market strong.
Advancement in Technology: Technological advancement of the company is undoubtedly the best and is an important resource for having a strong competitive advantage in the market. Tesla is innovating new technology for their frequently and also adding so many new values for making their products unique and effective (Du and Li, 2021).


[bookmark: _Toc102648480][bookmark: _Toc102665288]MARKET SEGMENTATION
[bookmark: _Toc102648481][bookmark: _Toc102665289]SEGMENTATION, TARGETING AND POSITIONING
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(Source: Laszlo, 2015)
SEGMENTATION
Tesla has segmented their targeted population into the group according to some characteristics like age, social status, income, etc. which helps them in manufacturing and selling the products accordingly. Tesla has a different audience for their different products which helps them in selling the products. For example, the segment for the model S belongs to the age of 30+ and should have a high level of income (Lin et al., 2022).
TARGETING
Tesla usually targets upper-middle-class customers that are having a high source of income and are also concerned about the environment. This is the easiest and most effective factor for the company because nowadays most of the customers focus on environmental impact and want to contribute to lowering the impact (Musonera and Cagle, 2019). 
POSITIONING 
[bookmark: _Toc102648482]The position of Tesla depends on mono-segment in which they target the fuel vehicles user but also have the concern towards the environment. This helps the company in attracting those customers effectively by making them understand about the benefits of electric vehicles and how they can contribute to lowering the impact on the environment (Kumar and Rajeev, 2016). 
[bookmark: _Toc102665290]MARKETING MIX
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(Source: Huang, 2019)
The marketing mix is a framework that helps the organisation position their organisation effectively in the market so that customers can get to know about the product effectively and also helps in making their brand presence strong so that the competitive advantage that has earned by them would remain strong. Normally, the marketing mix contains the 4Ps i.e., Product, Price, Place, and Promotion. 
Product: Tesla is a manufacturing leader in a segment of eco-friendly and less energy-consumed vehicles. The main segment that has been manufactured by Tesla is electric sedans and in addition, they also manufacture the solar panel, batteries, stations for supercharging, etc, these all are owned by Tesla. The first premium sedan that has introduced by Tesla is Tesla Model S, which is having the auto-pilot mode and air software update. Before Tesla, no other organisation launched this type of sedan (Tesla, 2022).
Price: As the company is having highly sophisticated technology their products have been categorized as expensive vehicles and positioned into the premix pricing strategy. The main cost used by Tesla is in the innovation and research and development department. One of the competitors like BMW also owns an electric car but they have fewer prices for the products as compared to Tesla. A model of Tesla ranges from US$ 69000 to US$ 140,000. These higher prices would never help Tesla in achieving their vision- a "world running on the energy that is sustainable in nature" (Mangram, 2012). 
Place: Tesla is an organisation that likes to sell their vehicles through the stores that have owned by the company where salespeople got the opportunity of earning a salary rather than the commission of some per cent. According to the website of the company, they own 111 physical stores in 26 states and particularly special store in Washington, D.C. the company likes to offer the products to their customer through the places only owned by them like they have their own charging stations, company-owned service centres, company-owned stores, and official company websites. Also, the company is having more than 1300 charging stations and approximately 11000 supercharges for the drivers of Tesla (Sull and Reavis, 2022). 
Promotion: Promotional strategy of Tesla mainly relies on viral marketing but sometimes they also use the options like personal selling, direct selling, sales promotion, etc. according to some sources, the model S of Tesla for kids gets largely promoted through viral marketing on social media because they leverage the social media tactics at a good level. Even, the CEO Elon Musk is having around 18 million followers that have engaged on Twitter with CEO and follow their tweets. CEO almost takes the help of memes for increasing the brand image. Tesla does not invest a high amount in advertising because they believe in promotion through word of mouth (Tesla, 2022). 

[bookmark: _Toc102648483][bookmark: _Toc102665291]STRATEGIC ANALYSIS
[bookmark: _Toc102648484][bookmark: _Toc102665292]PORTER'S GENERIC STRATEGY MODEL
[image: ]
(Source: Islami et al., 2020)
COST LEADERSHIP STRATEGY
Cost leadership is a strategy that helps the company in gaining a competitive advantage through lowering the cost. Tesla works with the objective of preserving their market position through the help of the value chain. It is important for the company to increase their market share through targeting middle-class consumers because they prefer to own the vehicles most. Tesla Motors should focus on the reasonability and easy availability of the products internationally because it will help them in increasing brand awareness and sales growth. Tesla can lower the price through lowering their cost of production and increasing the efficiency of the supply chain (Islami et al., 2020). 
DIFFERENTIATION
This is the second generic strategy that helps Tesla in increasing their customer base through focusing more on the product features that are unique. The differentiation feature that is mostly used by Tesla is differentiating their products from their competitors through innovating new features. Tesla also focuses on identifying the interest of the customers rather than differentiating themselves from the competitors as they believe that if they will offer the products to their consumers according to their interests and requirement then it will automatically make them different and unique from their competitors (Pulaj et al., 2015). 
COST FOCUS
Tesla does not cost focus as they offer expensive products to their customers that cannot be afforded by middle-class customers. They should have lowered their innovation and production cost in order to make the cost of their products focus. This will help them in increasing their customer base and brand presence in more countries because there are so many developing countries that do not have electric charging infrastructure and they have to develop them in order to make their products available (Islami et al., 2020).
DIFFERENTIATION FOCUS
Tesla is a differentiation focus organisation because they always focus on many types of innovation and technological advancement in their products. A huge part of their investment goes into the innovation department and activities related to research and development. This is the strong point of Tesla because it helps them in gaining a more competitive and strategic advantage in the market. 
[bookmark: _Toc102665293]BCG MATRIX
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(Source: Schawel and Billing, 2018)
BCG matrix has been introduced by Boston Consulting Group and is also known as the growth-share market. This matrix helps the organisation in knowing about the products and their performance in the market through their growth and acquired market share.
STAR PRODUCT 
Star product of Tesla belongs to constant innovation in the electric vehicles that produce clean energy. Tesla is an automobile industry that is leading in terms of sustainability and emphasises more on offering a healthier environment. Model 3 of the company is growing in the market and placed in the star quadrant (Hossain and Kader, 2020).
CASH COW
Cash cow is the product that is gaining profitability even in a market that is having low growth rate. This type of product does not need a huge amount of investment and can survive in the market through a little investment. In this category, the products that fall are Model S, Model X, and Model Y. Also, it includes the products like power walls the batter that is made by Tesla and mostly used in domestic settings (Teece, 2018). 
QUESTION MARKS
In this phase level of competition in the market is so high and creates a challenge for the companies in differentiating themselves from their competitors for a longer period of time. These types of products need a huge amount of investment in order to remain competitive in the market. Many times, organisation does not make any type of investment and thought to withdraw the product from the market. In this category, Tesla is having the products like energy storage, solar energy, and miscellaneous accessory because already there are so many players that offer all these things to consumers at a low price making the market more competitive and need a high amount of investment from the manufacturers (Chen and Perez, 2018).
DOGS
This is the bad phase that is experienced by the manufacturers because in this mostly organisations withdraw their products from the market because of low market and share and low growth rate. At this stage, consumers mostly stop buying a particular product because they get more unique and alternate options at a low rate. Tesla is also facing the challenge of this stage as the complication in manufacturing of models and because of this problem company is thinking to stop the manufacturing of some models or innovating the manufacturing process that can help them in saving the cost and using them in another model (Tesla, 2022). 

[bookmark: _Toc102648485][bookmark: _Toc102665294]RECOMMENDATION
From the above analysis and gathered knowledge it can be recommended to Tesla that they should come up with the less expensive products that can help them in expanding their market presence more and earn the strategic and competitive advantage that is needed them. As the products of Tesla are available in limited countries and they only sell their products from the stores that have owned by the company only it restricts them from offering the products to the consumers that want to purchase their products but are not able to because of less availability and for lowering this limitation, they have to come up with the options of selling products to consumers of another country. They can make their market presence through franchises and joint ventures. The vision of Tesla is for a great future and can help them in making the world running of sustainable practices but for achieving that it is important for them to lower their prices and increase the availability of the products so that they can help every consumer in purchasing the products that can allow them in contributing towards the sustainable environment and future.    

[bookmark: _Toc102648486][bookmark: _Toc102665295]CONCLUSION
From the above discussion, it can be concluded that Tesla is an organisation that focuses more on innovation and because of that has a good market presence. The strategic management and competitive advantage of the company are good and can be increased if they work on their cost and availability. This report has been made in the context of Tesla Motors, for knowing about their strategic position in the market. It has included the evaluation of factors affecting the internal environment of the organisation through SWOT analysis and Value Chain analysis followed by the identification of the factors affecting the external analysis of the organisation through PESTEL analysis. Further, it has contained the examination of the competitive advantage gained by the company through Porter's Five Forces model and VRIO analysis. Also, it has involved the market segmentation of Tesla which will be done through Segmentation, Targeting, and Positioning of the company followed by the identification of the Marketing Mix of the company. At last, it has included the strategic analysis of the company which has been done through Porter’s Generic Strategy and BCG Matrix for making some recommendations that can be used by the company.
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