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1. [bookmark: _Toc70959550]Introduction 

Strategic management is all about the character and direction of a company. It determines what and where the company is now, and what the outcome should be. It establishes the objectives of the company. It presents the structure for the decisions regarding people, management, customers risk, assets, resources, manufactured goods, methods, technologies, position, and competitions. It will establish what should the company achieve and how the company will add value (Morden, 2007). 

1.1. [bookmark: _Toc70959551]Company Overview 
Tesla was founded in 2003 by a group of experts who proved that electric cars were better, more fun and faster to drive than petrol cars. Today, Tesla builds all-electric vehicles and clean energy projects with unlimited versatility and capability. Tesla believes that the sooner the world moves away from its dependence on petroleum products and towards an emission-free future, the better (Stringham, et al., 2015).
Tesla cars are built at its factory in Fremont, California, and at the Giga-factory in Shanghai. To achieve its goal of having the safest manufacturing facilities globally, Tesla has instituted an aggressive wellness policy that requires workers to go through a multi-day preparation programme before entering the factory (Bhardwaj, et al., 2020). From there, Tesla focuses on preparation, daily monitoring of performance and continuing to improve rapidly. As a result, Tesla's wellness index continues to improve as production signs of progress (Vance, 2015).
To understand the entire organic energy system, Tesla has also made special provisions for power supply, Power-wall, Solar Roof and Power-pack to enable borrowers, organisations and utilities to monitor the energy, storage and green energy usage over time (Bhardwaj, et al., 2020). Behind Tesla's energy vehicles and components is Giga-factory 1, which aims to significantly reduce battery cells' cost. By acquiring battery manufacturing companies, Tesla can produce the number of batteries it needs to meet its manufacturing targets and occupy them in large quantities.
1.2. [bookmark: _Toc70959552]Company Background  
After two consecutive years of business success, Elon Musk has taken an influential position at Tesla Motors, a company that specialises in selling electric cars to the mass market. Tesla Roadster was billed as the first all-electric vehicle that could replace petrol cars due to its superior performance and extended range. With several companies, including traditional automakers and new entrants, building their electric vehicles, Musk must decide how to run Tesla Motors as a company (Liu & Meng, 2017).
The Roadster, launched in 2008, unveiled Tesla's innovative battery and electric powertrain technology. Since then, Tesla has designed the Model S, the world's first all-electric premium sedan, from the ground up to be best-in-class in every way (Teece, 2018). Combining safety, performance and capability, Model S redefines what it means to be a 21st-century car. It has the longest range of any electric vehicle, wireless programme upgrades, long-term improvements and, according to Motor Trend estimates, a 0-60 mph season record of 2.28 seconds (Kim, 2020).
In 2015, Tesla expanded its product line-up and introduced the Model X, the safest, fastest and most capable utility vehicle in history, which earned a five-star safety rating in all National Highway Traffic Safety Administration. In 2016, CEO Elon Musk's "secret master plan" was completed. Tesla introduced the Model 3, an affordable, mass-production electric car that went into production in 2017 (Brujil, 2017). Shortly after that, Tesla unveiled its safest and most attractive truck to date, the Tesla Semi. The truck is expected to save its owners at least $200,000 in fuel costs alone over its one million kilometres. In 2019, Tesla will introduce the Model Y, an affordable SUV that can carry up to seven passengers, and the Model Y, which is more practical than a traditional truck and more powerful than a game car. The company will unveil the Cyber (Krasteva, 2020).

1.3. [bookmark: _Toc70959553]Arrival of Tesla in US Industry 
Following the delivery of Tesla's Model 3 to the first 30 customers (true Tesla representatives, according to various reports), it is not hard to see how far this fledgeling automaker has come and its impact on the rest of the industry. 
When Tesla delivered Automation in 2015, Musk warned drivers to "be very careful". After all, this is the first time this semi-autonomous innovation has been used in a commercial vehicle. Of course, it is not a fully self-driving car like Google's, but a key part of Automation is what Tesla calls Autosteer, which keeps the vehicle on its current course while on the road and monitors the speed and distance of vehicles ahead (Leard & McConnell, 2017).
Musk challenged most assumptions that it would be very difficult to build a pristine automotive organisation from scratch. Whether Musk can continue this mission will depend on the coming months and the launch of Tesla's next car. Super drives and superfast stabs are nothing more than blinders (Chen & Perez, 2018).

1.4. [bookmark: _Toc70959554]Tesla’s Management
Tesla Motors has an authority design that serves as a basis for its continued growth. The authority structure or corporate structure of an organisation is the plan and structure that characterises cooperation between the parts of the organisation. In the case of Tesla study, the authority structure assumes a traditional structure that assumes a centralised, administrative control of the organisation and a business expansion limited to global markets (Bhardwaj, et al., 2020). For instance, Tesla, a manufacturer of electric vehicles, solar cells, batteries and other energy-related products and transportation, promotes broadly shared control in its management philosophy (Mahoney & Mahoney, 2019).
The relevance of Elon Musk approach depends on the corporate structure ability to diffuse and support the adoption of new systems to develop and improve the business. Through its authority structure, an organisation expands its ability to apply new methods and manage business activities and objectives. Tesla's mission leaders rely on the corporate structure vitality to support meaningful change and its implementation (Cheong, et al., 2016).

1.5. [bookmark: _Toc70959555]Total Quality Management
Tesla's programmes are known for superior performance, sustained energy and exceptional planning. But adapting and improving profitability without sacrificing quality has been a major challenge for Tesla in the past. In the beginning, there were occasional issues of overpricing and under-pricing. According to the 2015 Annual Automotive Reliability Report, reliability had a significant impact on customers' purchasing decisions. Additionally, regular general reviews detected poor quality control (Taffel, 2018).
To improve quality and efficiency, Tesla has invested heavily in processing equipment and automation. Instead of renegotiating with component manufacturers, Tesla is taking a more direct cut from manufacturers. The company has multiple Giga Facilities worldwide, such as the one in Shanghai has already shipped 150 hundred thousand cars, and Tesla expects to ship more than 500 hundred thousand cars by 2020. Instead of using a different battery size, Tesla has officially changed and upgraded the size of the Model 3 battery. This increased regulatory costs but improved quality and profitability (Teece, 2018).

1.6. [bookmark: _Toc70959556]Tesla’s Corporate Structure
Tesla's corporate structure allows it to successfully manage and administer its global mandate. It also facilitates the implementation of new systems across the partnership. Besides, the ministry supports financial details and research, providing assurances on localisation methods and strategies for the future global automotive market (Brujil, 2017). These advantages allow Tesla to continue to grow globally with a layered design and compete seriously with automakers such as Toyota, Honda, General Motors, Nissan, Bavarian Motor Works (BMW) and Volkswagen. The layered design allows the organisation to control the first half of the development process (Krasteva, 2020).
An obstacle to Tesla's business concept is its inflexibility, which limits rapid associative change. For instance, global centralisation is the most important feature that limits overseas workplaces autonomy by limiting the immediate response to the problems of each local business unit (Pomering, 2017). To remove this obstacle, it is recommended for Tesla to change its authoritarian structure and increase the degree of autonomy at its overseas sites (Perkins & Murmann, 2018). It is common for overseas divisions to be closely inspected by their neighbours in a highly decentralised corporate structure.

2. [bookmark: _Toc70959557]Tesla’s Internal Analysis 

Value chain is when the value is put into the raw materials at some point in the procedure of transformation of the product. The purpose of the company is to add enough value so that the product will turn into a premium product and the customers will be happy to pay for a premium good or item and this will lead to an increase of the profitability of the company (Jeffs, 2008).

2.1. [bookmark: _Toc70959558]Value Chain Analysis 
Tesla's value chain research is an empirical methodology that helps to uncover the business practices that create value and strategic advantage for electric vehicle manufacturers (Liu & Meng, 2017). The essence of Tesla's value chain analysis is illustrated in the diagram below.
[bookmark: _Toc69823190][bookmark: _Toc69853905][bookmark: _Toc69854019]

Figure 1: Value Chain Analysis
[image: Tesla Value Chain Analysis]

2.2. [bookmark: _Toc70959559]Tesla Primary Activities
[bookmark: _Toc70959560]Tesla Inbound logistics
Tesla's inbound logistics include the storage and receipt of raw materials for electric vehicles, energy storage devices and solar panels. In addition to standard raw materials, Tesla uses a variety of less common raw materials, such as steel, aluminium, lithium, cobalt, copper and nickel. Currently, technology-specific inbound logistics activities are not one of the key sources of value creation for electric vehicle manufacturers (Krasteva, 2020). As Tesla manufactures mainly to order, component shortages can be a major problem. Therefore, Tesla's ability to develop long-term strategic partnerships with its suppliers is critical.
[bookmark: _Toc70959561]Tesla Operations
Tesla has manufacturing and assembly plants in Tilburg (The Netherlands), Fremont (California) and Lathrop (California). Tesla's practices can be divided into two groups: automotive and energy generation and storage (Krasteva, 2020).
Automotive
These markets include the design, production, assembly and sale of electric vehicles. Tesla produced 101,430 Model X and Model S vehicles and 1,763 Model 3 vehicles in 2017 (Kim, 2020).
Energy generation and storage 
This category includes the design, installation, manufacture, rental and sale of stationary energy for the solar power systems and the storage devices, as well as the sale to customers of the electricity produced by Tesla's solar power systems (Falát & Holubčík, 2017).

[bookmark: _Toc70959562]Tesla Outbound Logistics
The storage and sale of Tesla's electric vehicles, energy storage devices and solar panels are part of the company's outbound logistics. Tesla's hybrid cars are sold at Tesla Galleries and Tesla shops in the United States and 29 other countries (Long, et al., 2019). Customers can also order electric vehicles directly from the company. Hybrid car manufacturers typically keep a small amount of stock in their warehouses for immediate sale. Most consumers choose to buy and customise their cars online.

[bookmark: _Toc70959563]Tesla Marketing and Sales
Tesla's sales and marketing tactics, as well as its other corporate activities, are unconventional. Extensive media coverage is an important source of value for the company in building global brand awareness (Perkins & Murmann, 2018). Tesla also sells used cars. How it was mentioned before,  Tesla cars can be purchased both online and in company shops. As an electric car manufacturer, the company does not sell its products to dealers. The company also says that customers will have to pay for the solar roof with their home mortgage (Mahoney & Mahoney, 2019). The balance of the loan is the net cost of the solar roof minus a 30% federal tax credit.

[bookmark: _Toc70959564]Tesla Service
Tesla has had several customer services issues in the former years. These include, but are not limited to, angry customers suing Tesla after the company refused to respond to phone calls and emails about servicing their Tesla vehicles, and consumers having to wait weeks for service after the new Model X was introduced in 2016 (Leard & McConnell, 2017). After-sales operations will be available at all Tesla and Service Plus centres. The organisation plans to build another 100 service centres in addition to the current 150 (Krasteva, 2020). Moreover, Tesla will also launch 350 new on-demand service vans across the country.

2.3. [bookmark: _Toc70959565]Support Activities 
[bookmark: _Toc70959566]Firm Infrastructure
Tesla is divided into two categories according to the form of the goods (Kim, 2020). These are the automotive and energy commodities segments, respectively. Tesla has a unique management system (Kim, 2020). Elon Musk is the strongest decision-maker in the world.

[bookmark: _Toc70959567]Human Resource Management
In 2018, Tesla had 48,817 full-time jobs (Krasteva, 2020). The company relies on thousands of talented workers to run the company and achieve good operational efficiency (Pomering, 2017). Because of the importance of hiring and attracting talented employees to remain competitive, human resource management has become a top priority for most technology companies. To accelerate growth and enhance its strategic role, Tesla is now focusing more on human resource management.

[bookmark: _Toc70959568]Technology Development 
In the global automotive industry, technology has become a key differentiator. Autonomous driving technology and electric mobility are the strongest technology areas in the automotive industry today (Perkins & Murmann, 2018). When it comes to research and development, Tesla is one of the best companies in all these areas.

[bookmark: _Toc70959569]Procurement 
Tesla vehicles are manufactured from the thousands of components received from thousands of manufacturers around the world (Krasteva, 2020). Several key suppliers maintain close relationships with Tesla. For some key components, such as the cell and other key device components, the organisation maintains close relationships with its suppliers.

2.4. [bookmark: _Toc70959570]Resources and Capabilities
Resources of a company refers to the particular assets that add the value in that company. The capabilities of a company are all about the competences and management that implement, contribute and produce value from the resources of the company (Lynch, 2018).

[bookmark: _Toc70959571]Tangible Assets and Intangible Assets 
Tesla's tangible assets, such as inventories, equipment and buildings, represent real assets and land. Physical assets used in the production of Tesla's services and goods are the company's most valuable assets (Park, et al., 2014). Intangible assets are non-monetary assets that cannot be physically seen, touched or measured. Intangible assets include trade secrets, copyrights, licenses and trademarks (Leard & McConnell, 2017). When a company sells real estate for more than its book value, goodwill is recorded on the balance sheet (Liu & Meng, 2017). The difference between the amount paid by the company and the book value of the asset is called goodwill.

[bookmark: _Toc70959572]Capabilities 
One of Tesla's most valuable strengths is its automotive engineering expertise, which gives it a strategic advantage and makes it one of the world's leading electric vehicle manufacturers (Falát & Holubčík, 2017). In addition to its sleek, modern design, Tesla has a high-tech driving interface and dashboard that includes an innovative all-digital touchscreen, which is driving demand. Tesla cars are also high-performance vehicles. The Model S can go more than 400 miles on a single charge and is easy to recharge (Krasteva, 2020).

[bookmark: _Toc70959573]Tesla’s Products
The most important products of Tesla are the entirely electric vehicles. One of Tesla's missions is to accelerate the adoption of fuel-efficient vehicles (Tesla, n.d.). To do this, Tesla sells powertrain equipment and components to other automakers. In April 2015, it introduced its Power-wall home battery, a storage device for homes and organisations. It works in conjunction with a solar cell structure and can be used as an emergency generator during power outages or peak demand (Roper, 2020). 
Tesla also sells solar panels and a complete solar roof that looks like a real roof made of solar panels (Endsley, 2017). Like competing automakers, Tesla offers financial services such as loans and car leases. 

Main Challenges Faced by Tesla 
Tesla's share price is expected to rise and is now worth more than $677 (Finance, 2021) . This is a high share price compared with the existing large automakers. There are big companies like Ford and Chevrolet that have been producing cars for years and years. However, they are relatively new to electric vehicles. They have lagged in electric vehicle production, but they are slowly catching up with their newer vehicles' contributions.
As a result, new electric vehicle manufacturers are entering the market. Some of the manufacturers that have emerged somewhat recently are NIO and Nikola. They have been working on electric vehicles from the beginning and not much else, so they can certainly be a contender in manufacturing (Eisler, 2016).
Tesla is still trying to be an incredibly good and profitable manufacturer, but that may not be Tesla's strong point further down the line (Park et al., 2014). The same goes for Tesla's software. Tesla is already working on self-driving software that it can put in its vehicles and offer to different manufacturers that need self-driving features in their vehicles. Currently, Tesla is making a limited offering of its self-driving software to overcome the full software's difficulties.
There are some evidences that several organisations are doing incredibly advanced innovation, perhaps for Tesla's software. Some of these models include Alphabet's self-driving car software. It is also unclear why the company would offer this technology to other automakers. Tesla focuses on camera-based self-driving, but many current cars rely on laser sensor innovation (Falát & Holubčík, 2017).
Some say Tesla could become an incredible "robot-taxi" company. This means that the average buyer could buy this car and turn it into a self-driving taxi. Once the owner no longer has to worry about the car, it can be dispatched within a week and bring in money in the form of rides. This type of taxi service can only legitimise the advantages of a real car. However, robot taxis have a certain degree of difficulty and the engines that drive the innovation. Robot taxi drivers take advantage of the absence of a driver and do not become trusted travellers. There are several challenges, including issues such as packaging quality. General Motor's, a self-driving car company, is addressing these issues (Pomering, 2017)



Layoffs
Tesla has laid off 7 percent of its workforce in seven months, following a 9 percent layoff in January (Dent, 2019). In an email to representatives, Musk said Tesla is increasing its workforce by 30 per cent in 2018 and boosting the Model 3 (Krasteva, 2020). He warned that the January layoffs are significant for Tesla, demonstrating a credible advantage by introducing a lower-value vehicle. However, Musk described the 2018 layoffs as a decision Tesla should not make again.

A Lost Consumer Reports Recommendation
Customer Reports withdrew its endorsement of the Model 3 in February. The car lost its endorsement after criticism of Consumer Reports' reliability ratings (Teece, 2018). Consumer report cited problems with the Model 3's loose interior trim, entry door handles and paint defects, melding, and cracked windows. A Tesla representative told Business Insider that the company has fixed "by far the majority" of Model 3 problems cited by Consumer Reports supporters (Brujil, 2017).

Tesla’s Response to The Challenges 
Tesla's factory in Silicon Valley is extremely mechanised. From the beginning, Musk understood that any cycle that follows a series of predetermined steps in a truly controlled environment, such as a factory, can be automated through robotics and artificial intelligence (Chen & Perez, 2018).

Adaptive Intelligence
Humans and all other intelligent life forms have evolved to adapt to a constantly changing world. As a result, the company has an uncanny ability to cope with unforeseen events and discrepancies between predictions and reality. Human cognition is about doing the right thing at the right time, thinking things through, predicting what might happen in the future, modelling what happens, and much more (Leard & McConnell, 2017).

Full Automation
Musk freely expresses his desire to build a fully autonomous factory. The hidden goal is to push the limits of human speed (Taffel, 2018). The higher the speed, the higher the performance. However, in a complex environment such as a highly automated factory, a highly flexible robot is needed that can respond to unexpected events and other factors, just like a natural structure. Further research is needed to represent this organic flexibility in mechanical engineering and artificial intelligence. First, to test mechanical automation in a series of characteristic cycles, such as picking raw materials and placing them in a building system in an orderly fashion; second, to test these tests in different capacities, such as raw materials and consolidation of packaged items, and so on, extending to different capacities and cycles (Cheong, et al., 2016). The third stage is automation and an AI workforce that is as versatile as human workers.

2.5. [bookmark: _Toc70959574]Tesla's Competitive Strategy
Competitive advantage is the factor that makes the item attractive for the customers to buy it. That desirability appears from the lower price of the item or from a selected variety of characteristics as wanted by the consumer, or a combination between these two (White, 2004).
[bookmark: _Toc70959575]Business Strategy Analysis
Tesla's mission is to accelerate the world's transition to renewable energy. In 2008, Tesla introduced the Tesla Roadster, an innovative and superior electric vehicle. Elon Musk, CEO and co-founder of Tesla Motors, has said that Tesla must help the world move from an economy based on gas and oil production and consumption to one based on solar energy. The Roadster is based on the Lotus Elise body design; its $109,000 lithium-particle battery can carry 244 million on a single charge (Mahoney & Mahoney, 2019).
When Tesla first entered the automotive market, it distinguished itself from traditional manufacturers by focusing on innovative vehicle fragmentation as a market segment differentiator and securing a sustainable advantage with sensible, environmentally friendly electric vehicles (Vance, 2015). As a result, Tesla's authentic technology is concentrated in two major fragments that address both high-end and low-end buyers in the automotive industry. In this routine, Tesla sets itself apart from its competitors by researching and speculating more each year and developing highly imaginative and interesting biological systems that help it rethink the financial scales (Bhardwaj, et al., 2020).
Tesla also offers other products and services worldwide, such as its flagship Model 3and S, SUV and Model Y electric vehicles. They have a range of 250 to 370 miles, variable battery power and can be customised with seating and capacity. The company also sells related products such as canopies, solar panels and Weber Pack batteries (Perkins & Murmann, 2018). As part of the full separation process, Sun City has partnered with Tesla to facilitate the perfect bioenergy system (Stringham, et al., 2015).
The combination of Silevo Front's solar technology with Panasonic's battery technology will result in the world's most efficient and possibly cheapest solar cells. To gain a competitive advantage, Tesla will use R&D and automation to reduce the cost of its cell materials, which will make this market segment highly differentiated and, therefore, less expensive.

[bookmark: _Toc70959576]Research and Development
Overall, Tesla has been investing more and more in its R&D department over the past two years, according to the article "How Tesla Spends Its Money" (Forbes, 2020). Tesla's R&D spending had gone from $700 million in 2015 to about $1.5 billion in 2018. Over the next two years, the company expects R&D spending to fall to about $1.4 billion." However, despite investing heavily in R&D, Tesla lost money in 2015 (Kim, 2020).
[bookmark: _Toc67962077][bookmark: _Toc69823192][bookmark: _Toc69853907][bookmark: _Toc69854021]Figure 2: R&D Spending and Losses from 2010 to 2015 in US Dollars
[image: https://miro.medium.com/max/495/0*VurqhPhR4etDAHsu]


Tesla is playing it safe with R&D and focusing on automation, material costs and software upgrades (Teece, 2018). They believe that advanced vision and planning methods based on artificial intelligence, supported by efficient use of inference hardware, is the only path to a total solution for a fully automated vehicle. The significant investment in long-term research and development stands out in the automotive market. One of the company's strategic goals is to increase its investment in research and development to develop new products that meet market needs and provide better renewable energy solutions (Brujil, 2017).
However, other companies adopt electric vehicles, and Tesla wants to remain competitive by making products that are difficult for others to copy. Heavy R&D spending is focused on developing more complex technologies for its products, raising the barriers to entry into the electric car and battery market (Pomering, 2017). Significantly higher R&D spending than its competitors has enabled Tesla to position itself as an innovator and market leader, maintaining a sustained competitive position in the electric vehicle market (Krasteva, 2020).

[bookmark: _Toc67962078][bookmark: _Toc69823193][bookmark: _Toc69853908][bookmark: _Toc69854022]Figure3: R&D Intensity of Tesla and Selected Car Manufacturers In 2015
[image: https://miro.medium.com/max/452/0*5_NAhNG_Dhnp5-C4]

[bookmark: _Toc70959577]Production of Tesla 
On the manufacturing side, all Tesla vehicles are produced in Fremont, California. The company recently built a "tent" factory at its Fremont headquarters that produces 5,000 Model 3/week. The company also manufactures its key components for each vehicle, including electric motors, battery packs and chargers. Moreover, lithium's price is rising steadily as electric vehicles become more popular (Long, et al., 2019). Tesla has claimed that it will meet 20% of its lithium demand by 2020, and perhaps a few years beyond.

[bookmark: _Toc70959578]Distribution Channels, Intermediaries, Relationships
More recently, the company's strategy has been to enter the global market. By opening new shops, expanding promotions, and developing new and unique products, The Company attracts customers and increases sales. It is currently establishing new relationships with other companies to expand its reach. Tesla prefers a direct-to-consumer strategy to avoid middlemen's use in its quest for better service and cost minimisation. The B2B market could be profitable for Tesla in the future (Perkins & Murmann, 2018).

2.6. [bookmark: _Toc70959579]Tesla’s 5 Biggest Competitive Advantages
Tesla’s Battery Supply Chain
Tesla currently offers four all-electric vehicles, the Tesla Model 3, S, Y and X. These models have battery limitations (Falát & Holubčík, 2017). In June 2014, Tesla began construction of its first battery "Giga-factory" outside Sparks, Nevada. Tesla now has the largest supply of batteries per kilowatt-hour of any automaker in existence. Tesla's battery cells' cost continues to fall as the Giga-factory gets off the ground and into operation (Eisler, 2016). 

Tesla’s Supercharger Network
Tesla's unique superfast-charging stations offer an open and efficient gateway for drivers of Tesla's electric vehicles. Tesla's current Superchargers range in power output from 72 kilowatts at the Tesla City Supercharger to 250 kilowatts at the most recent Superchargers deployed worldwide. As a direct reflection of Tesla vehicles' price, the Supercharger Network is currently metered, which will only increase as costs rise (Roper, 2020).
Tesla’s Software Updates
The ridiculous updates users can receive on the phone, PC or tablet constantly improve Tesla's all-electric vehicles. Updates are fair recent in late June 2Network's biggest advantages provided seven new software updates. These include improvements to stop sign controls and traffic light, booster camera updates, dashboard control improvements, access lock updates, tuning updates, new dialect support and camera enclosures (Sull & Reavis, 2019).

Tesla’s branding
Tesla has made a name for itself as a competitive product producer in the market. The Tesla Roadster has changed the face of electric cars from small and mundane to incredibly fast. Tesla's appeal is not limited to one model (Stringham, et al., 2015). No other organisation has an electric car that comes close to the Tesla Model 3's value for money or its long-lasting internal magnet motor, although it is still tentative. 

Tesla AI
The upper limit of Tesla's Automation, offered in the "Full Self Driving" package, has improved significantly throughout a season, routinely adding autonomous highlights Tesla's AI examines countless images of Tesla owners' cars as they navigate and uses them to train Automation's neural network, which Tesla continues to develop for Automation/Full Automation vehicle highlights (Vance, 2015). 




3. [bookmark: _Toc70959580]Tesla’s External Analysis 
3.1. [bookmark: _Toc70959581]PESTLE Analysis
Due to the external factors identified in the PESTLE study, Tesla Inc. faces some environmental challenges. The PESTLE analysis is a strategic management tool to determine how the industry's environment or macro-environment affects the company (Kim, 2020).
[bookmark: _Toc69823194][bookmark: _Toc69853909][bookmark: _Toc69854023]
Figure 4: PESTLE Analysis
[image: PESTEL Analysis (PEST Analysis) EXPLAINED with EXAMPLES | B2U]

Political Factors 
The PESTLE analysis for this segment of Tesla Inc. will examine the impact of government on the company and its macro or micro-environment (Krasteva, 2020). Governments are one of the strongest structural drivers affecting industries and companies. For example, trade policies limit the growth of an industry as well as a company's sales.

Economic Factors
Changes in other external indicators will affect economic conditions (Leard & McConnell, 2017). In many developed countries, cars are considered luxury goods and must be priced accordingly to gain market share.

Social Factors
Also, in social situations, individuals are expected to maintain their status (Liu & Meng, 2017). If the company builds a car that looks and performs better than a standard car, the company can attract a growing segment of consumers who are willing to pay a premium for service, status and brand value.

Technological Factors
Technology continues to change and Tesla offers many advanced technologies. Recently, a beta version of the company's Smart Summon app has been launched. This software is compatible with all cars that have full or enhanced autopilot capabilities (Long, et al., 2019). Due to this invention, cars can do much more than just go forward and backward.

Legal Factors
In such a short time, Tesla has been able to take over a large part of the industry. Tesla wants to grow in other countries to better serve its customers worldwide. To do this, Tesla must know all the international patents and copyrights in the regions it wants to enter (Pomering, 2017). In addition, some countries prohibit direct sales, in which case Tesla would have to form a network of suppliers, including a variety of dealers. Tesla must comply with various act such as labour laws accordingly.

Environmental Factors
The world is heading towards a brighter future. People should buy electric cars to help protect the environment and avoid the extra costs of traditional cars (Mahoney & Mahoney, 2019). Most likely in the future, there will be more all-energy cars because people will start to buy cars more conscientious. 

3.2. [bookmark: _Toc70959582]Porter’s Five Forces
[bookmark: _Toc67962080][bookmark: _Toc69823195][bookmark: _Toc69853910][bookmark: _Toc69854024]In the Porters Five Forces structure, the company's manufacturing strategy has little impact on suppliers, despite automation and proprietary components (Pomering, 2017). Tesla limits buyer influence by offering customisable vehicle manufacturing technology.

Figure 5: Porter’s Five Forces
[image: Drive Business Strategy & Competitiveness with Porter's Five Forces »  Disruptiv Nation]

Competitive Rivalry of Tesla, Inc. (Strong Force)
Tesla is operating in a very tough market (Krasteva, 2020). This part of the five forces analysis has examined the impact of competitors on climate change and energy regulation in the automotive industry. For this situation of Tesla, the external factors that cause severe competitive forces and their strengths are as follows: fewer all-energy businesses and lower transaction costs (Leard & McConnell, 2017).

Bargaining Power of Tesla’s Customers/Buyers (Moderate Force)
The impact of customers on the company and the state of the automotive, battery, and solar panel industry is reflected in the five forces' analysis in this section. Tesla's customers are a direct determinant of the company's operating performance (Kim, 2020). The following external factors and their strengths give moderate strength to the bargaining power of the customer over the organisation: low switching costs, moderate availability of substitutes and low purchase volume.

Bargaining Power of Tesla’s Suppliers (Moderate Force)
Tesla's business is governed by the reliability of its suppliers (Cheong, et al., 2016). This section of the five forces analysis shows the business environment in which the organisation operates, such as the suppliers that determine the organisation's availability of materials. The external factors that moderate the bargaining power of Tesla's suppliers are as follows: moderately advanced configuration, moderate supplier size and moderate supply levels (Mahoney & Mahoney, 2019).

The Threat of Substitutes or Substitution (Moderate Force)
Tesla addresses the effects of substitutes in the context of the automotive industry and energy trade. This section of the five-factor analysis considers the strengths of external factors that make the strength of the threat of substitutes to the organisation moderately strong, as follows: low switching costs, moderate availability of substitutes and moderate performance of substitutes.

The Threat of New Entrants or New Entry (Weak Force)
New entrants are new companies, that have an impact on the business environment and influence its performance. This part of the Five Forces study distinguishes the strength of external factors that weaken the new threat as follows: high cost of brand development, high cost of collaboration and high economies of scale (Stringham, et al., 2015).

3.3. [bookmark: _Toc70959583]SWOT Analysis
In the SWOT study, Tesla replaces its supply chain (capacity constraints), a weakness and a threat, with a strength (automation) and a sustainable advantage. While Tesla continues to dominate and lead in automation and electrification, other manufacturers are scaling up. More and more automakers are introducing electric vehicles and extending their range (Sull and Reavis, 2019). Many of these companies, such as Mercedes-Benz, Audi and BMW, have strong brands and mandates to leverage to produce electric vehicles.

[bookmark: _Toc67962087][bookmark: _Toc69853917][bookmark: _Toc69854043]Table 1: SWOT Analysis of Tesla
	Strengths
Technology production for energy storage, digital, and vehicles.
In the United States, electric cars have success and are the industry leader in terms of growth.
It is a strong brand with little or no marketing budget. Partners in a collaborative collaboration ecosystem.
Car production and user service are at the forefront of product and customer experience design.
Elon Musk is a talented visionary and entrepreneur.

	Weaknesses
Tesla has been troubled with some manufacturing concerns.
Electric vehicle batteries depend on minerals that are quickly being replaced by less stable substitutes.
Emphasis on the market rather than consolidating scale, the company focuses on a diverse range of business segments.
It is unknown of what will happen with Tesla without Elon Musk.

	Opportunities
Opportunities for foreign business development occur in both China and South America.
Mid-market products develop a wide variety of prices for the mid-market.
Battery manufacturing can be done in-house if someone has the own production facility. Increase the number of charge points in the ecosystem by forming alliances and/or acquiring them.
Deals are matched with business fleets by corporate fleets (requires mid-market products).

	Threats
There is a rivalry. Large multinational corporations are investing heavily in the manufacture of electric vehicles.
China's rivals have a large presence in this crucial market, and China is still creating its brands.
Penalties for fault if the legal decisions go against Tesla, there may be serious consequences.
A deficiency of essential capital production concerns may occur due to a shortage of natural resources and increasing demand from other automakers.



[bookmark: _Toc70959584]Conclusion 
Tesla started by differentiating a particular luxury car and now leads the market with a wide range of differentiation techniques. It develops promotions based on earned media and online sales targets and divides its products by automation, supplier relationships and exploration. Solar City's acquisition is a good move considering the different business areas, such as solar panels, where TQM strategies and imperative HR have created a sharp and engaging culture that drives organisational performance in certain departments and business units.
While monetary performance drives positive revenue and company momentum, Tesla continues to pursue its mission of accelerating the world towards sustainable energy. By assembling the most affordable cars in history, Tesla hopes to open up and make goods accessible to more people, ultimately accelerating the path to clean cars and clean energy generation. Electric vehicles, batteries and capacity, and the green energy era exist freely now, but they are even more powerful when they come together, and that is the future everyone want. Tesla's roadmap is based on direct sales and service, not a diversified business.
The company is specialised in charging stations. This is the biggest factor preventing the mass adoption of electric vehicles. Tesla has expanded its roadmap to include energy storage for homes and organisations. Tesla's rise has been driven by new vehicle safety and emissions guidelines, technological advances, and mobile customers' proliferation. Be that as it may, much of the recognition and energy of electric vehicles can be attributed to Tesla Motors (TSLA) exciting roadmap.
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