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[bookmark: _Toc227625665]1. Introduction
Effective strategic management is essential to compete in a changing global market driven by technological change, sustainability and competition. This report critically assesses Tesla, Inc, and how its internal resources and capabilities combine with external factors to create competitive advantage. It shows that although Tesla's competitive advantage stems from innovation and integration across the value chain, it increasingly relies on implementation, cost and strategy to maintain this advantage in an evolving electric vehicle market.
[bookmark: _Toc227625666]2. Organisational Context and Overview
Tesla, Inc. is a new company that entered the industry as a niche electric-car maker in 2003 and threatened the decades-old dominance of manufacturers of internal combustion engines. Its initial strategic placement was neither a disruption of the mass-market but high-technological signalling: The Roadster proved that electric vehicles could be desirable and high-performance products and not a product of compliance (Brown et al., 2021). A number of strategic turning points determined the further development of Tesla. The introduction of the Model S shifted the company off of the symbolic innovation to commercial validity, and the creation of Gigafactories changed strategy to focus only on product innovation to scale-based manufacturing advantage (Yin, 2024). Chinese expansion was particularly high since China is now the largest EV market in the world, selling over 11 million electric cars in the country alone in 2024, which necessitates localisation as opposed to being optional (Graham & Brungard, 2022). Meanwhile, Tesla expanded its strategic focus by integrating software, over-the-air updates and charging infrastructure, slowly transforming into a carmaker into a broader player in the mobility and energy ecosystem.
[image: Tesla Sales, Revenue & Production Statistics (2026)]
Figure 1. Tesla total revenue growth, 2022–2024 ($ billions).
Source: Tesla Annual Report 2024
The company mission of Tesla is to speed up the process of the world going green, which is more strategic than the production of cars. This mission facilitates its present portfolio, as the company currently covers vehicles, energy generation and storage, software-driven services and charging networks. In 2024, Tesla earned revenue of 97.69 billion, and installed 31.4 GWh of energy storage products, which means that its strategic identity is not limited to vehicle sales (Guo, 2023). This confirms Tesla as a company whose car models are the anchor product, rather than an automaker per se, but a platform-based clean-energy and technology firm, whose vehicles serve as the anchor product in a broader ecosystem.
This logic is reflected in its business model. Tesla is an amalgamation of direct-to-consumer distribution and automotive sales plus leasing, regulatory credits, energy generation and storage, services and software-related offerings (Sun, 2024). This unified architecture enhances customer lock-in and data capture and decreases the reliance on the traditional dealership designs. Nevertheless, this model also introduces complexity to management since differentiation is no longer just based on developing appealing cars, but the synchronization of production, software reliability, access to charge, quality of service and the development of global infrastructure (Figenbaum et al., 2022).
[image: Tesla Vehicle Production - Mekko Graphics]
Figure 2: Tesla vehicle production growth highlighting rapid scaling and dominance of Model 3/Y
In the EV sector, Tesla is an innovation leader, but it has been facing increased pressure than previously on its market position. In 2024, Tesla shipped 1,789,226 vehicles, which was the first annual decline in the company in more than a decade, and Reuters noted a 1.1% decline amid fierce competition, price struggles and declining demand (Sathiyan et al., 2022). In the meantime, other players, including BYD, have grown at a fast rate, and traditional companies, including Volkswagen, Ford EV and Hyundai-Kia, are still investing in electrification on a large scale. As a result, Tesla is currently experiencing a strategic dilemma of either being positioned as a high-end brand or a mass-market one, and being a leader in innovation or operational complexity, as well as the sustainability story and the broader governance or implementation scandals (Kim et al., 2022). Such tensions render Tesla a case with a lot of strategic depth since it is no longer a question of whether EV disruption can happen, but whether leadership can be maintained amidst mounting competitive and institutional demands (Graham and Brungard, 2021).
[image: Tesla’s Global Deliveries Rise, Best Q3 Ever, But Not Enough to Fix the Shattered High-Growth Story | Wolf Street]
Figure 3: Tesla production vs deliveries highlighting scale and operational performance.
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[bookmark: _Toc227625668]3.1 PESTLE Analysis of Tesla
Tesla is an external environment influenced by the intervention of policy, macroeconomic volatility, technological disruption and increased sustainability expectations. These forces do not have the same impact on the firm. Others build structural growth opportunities and others, heighten the pressure of execution and shorten the competitive advantage (Doh et al., 2021). In the case of Tesla, the strategic question is not whether or not the demand of electric mobility is there or not, but whether it can translate favourable macro trends into profitable and sustainable growth. Tesla enjoys the advantages of state backing of decarbonisation politically, yet its results are very much vulnerable to industrial policy and geopolitics (Ioannou et al., 2023).
Subsidies, tax credits and local-content regulations continue to affect the EV market especially in the United States, Europe and China. By 2024, the world had sold over 17 million EVs, and over 20 percent of all car sales were EVs, indicating that public policy is still driving the rapid adoption of EVs (Fang, 2025). In 2024, China alone sold more than 11 million electric cars, highlighting the strategic importance of Tesla manufacturing in China. Nevertheless, the U.S.-China tensions, the need to localise and uncertainty about tariffs also augment political risk throughout supply chains and international expansion. This sets the embeddedness in politics as both an opportunity and a threat: Tesla can enjoy the benefits of green industrial policy, yet not dictate the terms in which the benefits are generated (Xu et al., 2023).
[image: Tesla PESTLE Analysis (2026)]
Figure 3: PESTLE analysis of Tesla highlighting key external factors influencing its strategic environment.
Tesla has a more challenging affordability situation economically than in the previous EV growth stage. According to the IMF, real GDP growth in 2024 was 2.8 percent in the United States and 5.0 percent in China, indicating further growth in the major markets of Tesla, albeit with a disproportionate demand situation (Campbell et al., 2021). Meanwhile, the Federal Reserve said that the cost of auto-loan borrowing was still high and conditions of consumer financing were tight, which is important since EV adoption is very price-elastic to the affordability of monthly payments. 
This pressure is evident in the 2024 annual report published by Tesla itself: the company has experienced a decline in revenue to 97.69 billion, but automotive and services gross margin dropped to 16.9% due to part of the decline in average selling prices (George, 2025). It means that Tesla was more and more protecting volume by reducing prices and margins were narrowed.  Another macro factor is investment climate. According to UNCTAD, the global FDI (like-to-like) had dropped by 11% in 2024, which is an indicator of a weaker international investment climate (Petersmann, 2022). A capital intensive firm with lessening production capacity and infrastructure across borders will need a softer FDI environment to cause strategic concern regarding future location and scale choices. This does not necessarily make Tesla successful, but it adds to the doubts on the issue of the growing industrialization worldwide.
On the social front, Tesla enjoys good sustainability awareness and high awareness among consumers about the problem of climate change, which has naturalised EV demand (Hemavathi, 2025). Social support is no free ride, though. Access to charging, reliability, affordability and resale value remain the items that consumers consider when purchasing a product, and brand reputation has turned into a more controversial issue. The presence of a large and faithful brand community is an intangible asset that Tesla is able to boast of, though social legitimacy is more fragile than ever (Remme et al., 2023). This implies that innovation symbolism is no longer a determinant of consumer adoption, but it is becoming more and more a trust, convenience and perceived value. Tesla, technologically, continues to work in one of the most desirable, but competitive field within the industry.
Its previous strength was the battery performance, integration of software, over-the-air updates, autonomous-driving development and charging infrastructure (Cho et al., 2025). But these are no longer unique in theory; the rivals are making huge investments in the same areas. According to the IEA, over 1.3 million public charging points were installed around the globe in 2024, over 30% more than in the previous year, with battery demand totaling approximately 1 TWh in 2024 (Otero-Iglesias et al., 2025). These statistics indicate that the industry is maturing at a very high rate. This means that Tesla is no longer competing based on innovative technology but rather commercialising and realising it quicker, more consistently than its competitors. Tesla is legally experiencing increased questioning regarding autonomous driving, product safety and governance. In October 2024, NHTSA initiated an initial investigation into the FSD system of Tesla due to accidents in low visibility, including one deadly pedestrian accident (Itani & Bernardinis, 2023).
Such a move is strategically significant as the narrative of Tesla valuation relies on software and autonomy, but regulation is not predictable, and is highly jurisdiction-sensitive.  Legal exposure and hence the costs of compliance are not the only factors that influence the cost of innovation, but also the timing and reputation and the credibility of growth claims in the future (Schade et al., 2022). Labour and governance factors further pressure the matter since it may undermine the credibility of the sustainability positioning of Tesla. Tesla is also highly compatible with the global carbon transition, which structurally is the mission supportive. Nevertheless, environmental advantage does not just come automatically (Yang et al., 2023). 
Mining, sourcing, recycling and life-cycle emissions remain challenges for battery production. So, while sustainability provides demand-side push, it also drives the need for sustainability and circularity. Pressure from the environment is therefore a boon and a challenge for strategy (Shah & Zhang, 2024).
Table 1: PESTLE Analysis of Tesla
	Factor
	Key evidence
	Strategic implication

	Political
	17m+ global EV sales; China 11m+ EV sales; local-content and subsidy dependence
	Growth supported by policy, but expansion exposed to geopolitical and regulatory shifts

	Economic
	US GDP 2.8%, China GDP 5.0% in 2024; Tesla margin down to 16.9%; elevated auto-loan costs
	Demand exists, but affordability and price competition compress profitability

	Social
	Rising sustainability consciousness; growing reputation sensitivity
	Brand remains strong, but trust and service quality matter more

	Technological
	1.3m+ chargers added in 2024; rapid battery and software race
	Tesla must scale innovation faster than rivals, not just invent first

	Legal
	NHTSA FSD investigation in 2024
	Regulatory scrutiny threatens autonomy-led differentiation

	Environmental
	Carbon transition supports EV adoption; mineral sourcing and recycling concerns persist
	Sustainability is a growth driver, but also a legitimacy test


Tesla's external environment remains structurally favourable, but its strategic importance comes in paradox: the same forces that define the growth of the EV market also define the competition, regulation and execution risk in the market, making it more difficult to maintain than build competitive advantage (Li, 2023). The analysis of the industry forces suggests the key to success in the EV industry lies in cost efficiency, technological proficiency and ecosystem integration. Of these, battery cost efficiency is the most critical success factor, as it affects vehicle prices and profitability. With increasing price pressure, companies with the capacity to drive down battery costs through scale economies, innovation and supply chain integration have a greater chance of profitability (Parvizi et al., 2025).  
Tesla has enjoyed the benefits of its Gigafactory approach, but this is in danger of being challenged by competitors with increasing manufacturing capacity. Also associated with cost efficiency is the role of scale in manufacturing, as companies gain the ability to spread costs and leverage economies of scale (Singh, 2023). Tesla’s scale enables a competitive advantage, but it is also vital to maintain operational stability and efficiency. This underscores the need for execution capability as a key factor for success in a maturing industry (Meegoda et al., 2024). Beyond cost and scale, software capabilities are also a critical factor at the forefront of software-defined vehicles. 
By delivering over-the-air software updates and advanced driving capabilities, Tesla adds value to customers and opens the possibility of recurring revenue streams (Pesaran et al., 2023). But the duration of the advantage is contingent on regulatory and technological factors, both of which are uncertain. Thus, software capability is both a risk and an opportunity.
[bookmark: _Toc227625669]3.4 Strategic Challenges
Tesla is facing a range of complex issues in its external environment that combine to create strategic challenges. Of those, price competition is the most visible, with increased competition requiring Tesla to lower prices to drive sales. This approach aids in sales growth, but also shrinks margins, presenting a dilemma between short-term competitiveness and long-term profitability (Sang, 2024).
Another major challenge for Tesla is its market concentration, especially in China and the United States. These regions offer significant growth prospects, but also introduce geopolitical risks, regulatory risks and economic risks (Bonsu, 2020). This positions the firm strategically at greater risk, with any negative developments in one market being more pronounced and significant.
[bookmark: _Toc227625670]4. Internal Environment Analysis (VRIO-Based Evaluation)
To understand the internal environment of Tesla, Inc. and whether its resources and abilities lead to competitive advantage, the VRIO framework should be used. Tesla has a number of valuable tangible and intangible resources, but the key question is whether these resources are valuable, rare, costly to imitate and if they are well organised to be strategically productive (Hasan, 2025). In an increasingly competitive electric vehicle (EV) market, competitive advantage is no longer based on having, but on doing.
[bookmark: _Toc227625671]4.1 VRIO-Based Evaluation of Key Resources and Capabilities
Brand equity is a key resource for Tesla, allowing it to differentiate as an innovative, sustainable and technologically advanced company. It is relatively scarce relative to the traditional automakers and a source of market demand. But it is only moderately difficult to copy, as branding can be developed over time, and it is becoming a diminishing asset as reputation becomes volatile (Han, 2021). While Tesla is structured to make the most of its brand, through direct sales and market positioning, the VRIO analysis indicates that brand offers a strong but precarious advantage.
By contrast, Tesla has a greater source of sustainable competitive advantage in its software and data capability. The company's capability to include over-the-air updates, artificial intelligence and real-time data in its vehicles leads to ongoing product innovation and increased customer experience (Ekawati & Yudoko, 2024). This resource is valuable, relatively unique and hard to replicate because of the volumes of data needed to be captured and the integration of technologies. Importantly, Tesla is well-organised to leverage this resource (its vertically integrated business model) making software capability one of the few areas that meets all VRIO criteria and therefore represents a source of sustained competitive advantage (Wells & Skeete, 2022).
[image: Understanding Core Competencies for Business | by Oleh Dubetcky | Medium]
Figure 4: VRIO framework for evaluating Tesla’s strategic resources and capabilities.
Similarly, Tesla's battery competency is valuable, as it impacts costs and performance. But it is only relatively rare and somewhat imitable - competitors are investing heavily in battery technology and partnerships. Tesla has economies of scale and experience, but the VRIO analysis suggests that Tesla's battery expertise offers a short-term advantage, but does not create a long-term barrier (Zhang, 2024). Likewise, Tesla's battery charging infrastructure has previously been rare and valuable, alleviating range anxiety and enhancing customer lock-in. Tesla is in good shape to capitalise on this advantage, with more than 80,000 Superchargers around the world (Naor et al., 2021).
But, with the growth of public charging and Tesla's acceptance of competitors on its network, its rarity is diminishing. This suggests the charging network is moving from a sustained to a diminishing advantage. Tesla's scale is clearly valuable, as it allows cost-effective and global production (Silva et al., 2023). But it is not rare in the long run as competitors, especially in China, are rapidly scaling up manufacturing. Moreover, scale is not something that is hard to mimic; it takes money. So, scale in manufacturing is a competitive equality or at best a short-lived competitive advantage, if well implemented (Putra & Hermawan, 2023).
Tesla's integration skill improves coordination between its manufacturing, software, sales and infrastructure. This is valuable, relatively rare and not impossible to replicate. More significantly, it adds complexity and risk. Tesla is set up to operate this model, but it requires discipline. Therefore, vertical integration is a conditional asset - strength and risk are two sides of the coin (Yousuf et al., 2024).
[bookmark: _Toc227625672]4.2 VRIO Summary Table
The VRIO analysis shows that Tesla achieves competitive advantage not from the individual resources themselves, but from their integration. Although some resources, such as scale of manufacturing and battery technology, are becoming more easily replicable, Tesla's ecosystem integration and software capability are harder to imitate and, therefore, more sustainable (Rana, 2025).
Table 2: VRIO Analysis of Tesla
	Resource / Capability
	Valuable
	Rare
	Imitable
	Organised
	Competitive Advantage

	Brand equity
	Yes
	Yes (declining)
	Moderate
	Yes
	Strong but vulnerable

	Software capability
	Yes
	Yes
	Difficult
	Yes
	Sustained advantage

	Battery expertise
	Yes
	Moderate
	Moderate
	Yes
	Temporary advantage

	Charging network
	Yes
	Yes (declining)
	Increasingly
	Yes
	Eroding advantage

	Manufacturing scale
	Yes
	No
	Moderate
	Yes
	Competitive parity

	Vertical integration
	Yes
	Moderate
	Moderate
	Yes
	Conditional advantage

	Ecosystem integration
	Yes
	Yes
	Difficult
	Yes
	Strong sustained advantage



[bookmark: _Toc227625673]4.3 Discussion of Competitive Advantage
The advantage of Tesla, however, is not guaranteed to be sustained. The decreasing scarcity of major resources and the growing competition and convergence of technologies imply that the advantage of Tesla is dynamic, but not fixed (Blecker, 2025). Besides, a number of its strengths are execution-based. In the case of vertical integration, an organisation has a stronger grip but the organisational structure is more complex, whereas speedy innovation fosters differentiation but at the cost of quality and consistency (Omol, 2023). More importantly, the internal strengths of Tesla can only be an advantage in competition when it is properly coordinated and applied. 
The biggest threat to the firm is not the lack of resources, but the fact that by copying the firm, they are diminishing the strategic value of their resources and facing operational difficulties (Acharjya et al., 2025). Tesla needs to become more dependent on the ability to follow strategy and consistency in integration as its rivals narrow the gap in terms of technology and scale. So, the competitive strength of Tesla can be considered as powerful yet conditional, as its ecosystem and software infrastructure, yet more and more reliant on disciplined execution and constant innovation (Midler and Alochet, 2023).
[image: PPT - Internal Analysis: Distinctive Competencies, Competitive Advantage, and Profitability PowerPoint Presentation - ID:755954]
Figure 4: Transformation of Tesla’s resources into sustained competitive advantage through capabilities and competencies.
[bookmark: _Toc227625674]5. CSR and Sustainability Objectives
The CSR and sustainability approach of Tesla is fundamentally integrated into its mission statement to help the world switch to sustainable energy as a driver of decarbonisation, which makes the company not only an automaker but a driver of the decarbonisation process Cooke (2021). This can be seen in the fact that it plans to focus on zero-emission cars, increase renewable energy solutions, and roll out 31.4 Gwh of energy storage in 2024, which will help maintain grid stability and integrate clean energy (Soyombo et al., 2024). By doing this, Tesla builds a powerful emissions-reduction story and enhances its status as a sustainable-mobility leader. But in the case of Tesla, the sustainability is not environmental only, it overlaps with the responsibilities of the supply chain, especially with the sourcing of lithium, cobalt and nickel, where ethical and environmental factors continue to be of concern (Jetin, 2020).
Strategically, sustainability is evident in its motivations of growth, legitimacy and differentiation. The environmental positioning of Tesla has helped it grow and enjoy high brand perception, which is closely related to the economic growth by selling EVs, environmental good by cutting down emissions, and social good by technological innovation as per the Triple Bottom Line principles (Ogrean & Herciu, 2022). However, it is controversial to what degree CSR is fully incorporated and not reputational (Zhang, 2024). Although the business model of Tesla is rooted in sustainability, the issues of governance, labour criticisms and product safety complicate the social and ethical positioning of the company.
Importantly, the CSR policy of Tesla demonstrates the ambition-accountability conflict. It has a good environmental mission and is commercially aligned but the quality of governance and social responsibility is poor as compared to its environmental stories. Its sustainability is further put into question by lifecycle emissions, battery recycling, and supply chain transparency (White-Nockleby, 2022). Thus, the CSR of Tesla could be seen as partially missing but well-strategically aligned with one in which environmental leadership is present, but the overall consistency of its ESG is still imbalanced, casting doubt on the sustainability of its competitive advantage based on sustainability-driven approach (Zhou, 2024).
[bookmark: _Toc227625675]6. Comprehensive and Holistic View: Balanced Scorecard
Balanced Scorecard offers an organized system to assess the Tesla strategy and its translation into performance operating on the financial, customer, internal and learning levels. Although Tesla has shown a good growth and innovativeness ability, a critical evaluation shows that there is an imbalance in strategic focus and emphasis where financial growth and speed of innovation tends to take over at the cost of consistency of customer experience and process stability (Murdock et al., 2021). Financially, the main goal of Tesla is to safeguard margins, continuing to grow in a more competitive EV market. In 2024, Tesla made 97.69 billion dollars in revenue, yet the decreasing automotive gross margins (16.9%), indicate the effects of drastic price cuts (Nygaard, 2022). 
This implies change of premium pricing to volume-based growth. One of the strategic priorities is thus to grow recurrent software revenues (e.g. Full Self-Driving subscriptions) and ROIC (Katona et al., 2021). Nevertheless, financial performance can be limited by the ongoing price competition unless cost efficiency and service-based sources of income. According to the customer viewpoint, Tesla should focus on enhancing loyalty, service quality and trust to be successful in the long term. Although Tesla enjoys a high brand recognition, product quality, delays in service delivery and safety concerns have contributed to customer’s dissatisfaction (Burton, 2024).
This implies that the Tesla strategic focus has traditionally focused on innovation as compared to after-sales experience. Enhancing service infrastructure, decreasing the waiting duration and increasing reliability are thus important in maintaining demand in a more competitive environment (Collis et al., 2023). The internal business process view brings to focus the strengths and weaknesses of Tesla in terms of operations. The company has already reached impressive scales of manufacturing, with the production of more than 1.77 million vehicles in 2024, but fast growth has also led to bottlenecks in the production process and quality failures (Katona et al., 2021). Enhancing the resilience of the supply chain, enhancing quality management and stabilising the production processes are critical in ensuring efficiency and minimisation of the operational risk. In the absence of this, scale can turn into a liability and not an asset.
Lastly, learning and growth perspective concentrates on the long-term ability of Tesla to be innovative. Rapid innovation and experimentation with technology is a strong aspect of the company, especially in the case of AI, software and battery development (Li, 2024). Nevertheless, to maintain this benefit, more organisational learning, development of leadership and retaining talents is necessary. Centralised leadership and innovation cycles that are high pressure might constrain organisational resilience in the long run.
Table 3: Tesla Balanced Scorecard
	Perspective
	Objective
	KPI
	Target
	Initiative

	Financial
	Protect margins; increase recurring revenue; improve ROIC
	Gross margin; % software revenue; ROIC
	Margin >18%; software revenue growth >20%
	Cost optimisation, expand FSD subscriptions, pricing strategy refinement

	Customer
	Improve loyalty; strengthen trust; enhance service
	Customer satisfaction score; service time; defect rates
	Satisfaction >90%; reduce service delays by 20%
	Expand service centres, improve quality control, customer support systems

	Internal Processes
	Reduce bottlenecks; improve supply chain; ensure quality
	Production efficiency; defect rates; supply lead time
	Reduce defects by 15%; improve efficiency by 10%
	Automation, supplier diversification, lean manufacturing

	Learning & Growth
	Strengthen innovation; develop talent; improve leadership depth
	R&D intensity; employee retention; innovation output
	Increase R&D impact; reduce turnover
	AI investment, leadership development, knowledge systems



A critical analysis of the Balanced Scorecard of Tesla indicates a strategy imbalance. The company seems to have excessive focus on financial growth and speed of innovation, with the leverage of market expansion and technological dominance, and underinvesting relatively in the quality of customer service and operational stability (Naor, 2023). This disparity is reflected in decreasing margins, service problems and quality issues even with robust revenue growth. Furthermore, competitive advantage of Tesla is becoming more and more reliant on its capability to combine all four perspectives instead of being strong in one or two . Without trusting customers, financial success cannot be achieved and without operational discipline, it cannot be innovative and all this may jeopardize long-term sustainability.
Thus, Tesla needs to re-align its strategic priorities by reinforcing inner processes and customer experience to facilitate its model, which is based on innovation. To sum up, the Balanced Scorecard proves that Tesla has good strategic abilities but needs more coordination of performance dimensions . Sustainable competitive advantage will not only be based on innovation and growth but also on the capability of the firm to provide sustainable quality, customer satisfaction and organisational resilience (Pereira et al., 2023).
[bookmark: _Toc227625676]7. Strategic Choices and Implementation 
The strategic positioning of Tesla is the shift in the pure differentiation strategy to a hybrid one, complex in nature and formed by the competitive pressure and market maturity. In the beginning, the strength of differentiation based on technological innovation, brand identity and ecosystem integration was a strength of Tesla (Campbell et al., 2021). New pricing policies however show a change. The aggressive price cuts that the company implemented in 2024, which led to a drop in the automotive gross margins to about 16.9 indicate that Tesla is competing on cost in addition to differentiation (Stoian, 2021). This brings up an important strategic issue: Tesla is not just a differentiated firm anymore, it is a hybrid competitor that is a combination of differentiation and scale cost efficiency. Although this will enable Tesla to maintain market share, it will also jeopardize its high-end positioning, especially as rivals close the technology gap.
At the corporate scale, the Tesla strategy reflects a definite trend of related diversification. The move towards energy storage and solar solutions and software-driven services is an intentional effort to develop an integrated ecosystem and not growth in other areas. In particular, the implementation of 31.4 Gwh of energy storage in 2024 underscores the growing significance of non-automotive sources of revenue (Vaio et al., 2024). Likewise, the emphasis of Tesla on software monetisation, such as Full Self-Driving functions, is an indicator of the transition to platform-based value creation. Tesla has been further able to strengthen its strategy of global scaling through geographic expansion, especially in China (Yang, 2023). Nonetheless, this growth also comes with geopolitics and regulatory risks, implying that expansion should be met with a right balance with strategic prudence.
[image: Electric Vehicle | Meticulous Market Research Pvt. Ltd.]
Figure 5: Tesla’s integrated ecosystem linking vehicles, software, charging infrastructure and energy systems.
In terms of strategic choice, the most suitable strategy to be used by Tesla is focused differentiation, which is backed by selective cost effectiveness on the business level and diversification of the same, on the corporate level (Wang et al., 2024). This will enable Tesla to maintain its technological and brand-based competitiveness and enhance affordability and scale. The success of this strategy however, relies on the ability to implement. The attitude of Tesla towards change management is both robust and weak. The company has shown tremendous flexibility in the scaling of production and introduction of new technologies with more than 1.77 million vehicles being produced in 2024 (Qiu et al., 2022). But the speedy growth has caused operational stress, such as variation in quality and service difficulties. 
Tesla’s highly centralised leadership model supports fast decision-making but creates dependency risks, while its aggressive growth targets increase execution pressure. These factors suggest that Tesla’s primary strategic challenge is not designing strategy, but implementing it consistently across complex global operations (Dourado et al., 2021). Ultimately, Tesla’s success will depend on whether it can align its strategic ambition with operational discipline. Without improvements in quality control, service infrastructure and organisational resilience, the benefits of its hybrid strategy may be undermined by implementation weaknesses. This highlights that in a mature EV market, execution capability is becoming as important as strategic vision.
[bookmark: _Toc227625677]8. Strategic Evaluation and Recommendations
A critical evaluation of Tesla’s strategy reveals a company with strong competitive positioning but increasing exposure to structural pressures. Using a SWOT framework, Tesla’s strengths lie in its brand equity, integrated charging network, software capability and manufacturing scale, all of which contribute to its ecosystem-based advantage (Serpa et al., 2020). However, its weaknesses include quality concerns, reliance on brand perception and growing implementation strain associated with rapid expansion. These weaknesses are particularly important because they directly affect customer satisfaction and operational consistency.
The highly centralised leadership style of Tesla facilitates prompt decision-making but raises the risk of dependency, whereas its ambitious growth ambitions raise the pressure on executions. These aspects indicate that Tesla is not designing strategy, but executing it through complicated global activities, as the main strategic challenge. In the end, Tesla will be successful in the extent to which it can balance its strategic aspiration with operational discipline (Ning, 2024). Unless its control of quality is improved, the infrastructure of its service and organisational resilience, the advantages of its hybrid strategy can be compromised by the flaws in implementation. This underscores the fact that in a developed EV market, the ability to execute is turning out to be as significant as the strategic vision (Gao, 2023).
The Ansoff Matrix also demonstrates the strategic direction of Tesla. The company is still seeking to achieve penetration in the market by reducing prices, developing products by adding software and autonomy features and developing markets by expanding geographically. Its energy storage entry is related diversification, which is strategically consistent (Midler & Alochet, 2023). Nevertheless, these strategies cannot work without quality execution and a strategy alone cannot work.
In terms of BCG, the Tesla vehicle segment is a cash-generating core business, whereas the energy storage might be regarded as a high-growth star segment (Puyt et al., 2024). Software and services can be a future growth driver but will have to rely on regulatory acceptance and reliability of the technology. This implies that Tesla portfolio is well balanced, but not risk-free. On the basis of this analysis, a number of strategic suggestions are made (Zhao, 2024).
First, Tesla ought to enhance service delivery and reliability of operations since customer experience is emerging as a major competitive differentiator. This involves service infrastructure and quality control systems investment. 
Second, Tesla needs to protect its differentiation by software and ecosystem innovation, so that its technological edge will not be diluted as it is imitated more and more. 
Third, the company ought to diversify more related energy and digital services as they are more profitable and can grow overtime.
Fourth, Tesla has to stop relying on reputational by enhancing governance, transparency and organisational discipline, which will establish greater stakeholder trust (Zhang et al., 2024). 
Lastly, Tesla must embrace more discerning approach on market expansion since they should focus on sustainable expansion rather than volume-driven expansion. All these suggestions are both theoretical and practical. To illustrate, the competitive strategy framework by Porter justifies the necessity to ensure differentiation, whereas the Resource-Based View emphasizes the necessity to safeguard distinctive competencies (Alharbi, 2024). Failure to implement these recommendations means that Tesla is bound to lose its strategic uniqueness and be more susceptible in a very competitive business. Hence, maintaining competitive advantage will not be solely reliant on innovation, but the capacity of the firm to design strategy and implement in a disciplined and consistent way (Ruchkin, 2023).

[bookmark: _Toc227625678]SECTION 2
[bookmark: _Toc227625679]9. Reflective Account Using Gibbs Reflective Cycle
This part critically reflects on the strategic management analysis that was carried out in this report and the Gibbs Reflective Cycle is used as a framework. It assesses the learning process, the challenges that have been faced and development of analytical and strategic thinking skills during the period of the study. The reflection dwells upon the ways theoretical models were implemented in practice, and the experience contributed to the development of academic knowledge and professional skills related to strategic decision-making (Spataru, 2024).

[image: ]
Figure 6: Gibbs’ Reflective Cycle illustrating the structured stages of reflection from description to action plan.
[bookmark: _Toc227625680]9.1 Description
This strategic management report was written on critically analysing Tesla, Inc. in the global electric vehicle industry. In the study, various strategic models such as PESTLE analysis, Porters Five Forces, VRIO, Balanced Scorecard, SWOT, Ansoff Matrix and BCG Matrix, were used to assess both internal and external environments. Tesla was chosen because of its relevance as a strategic disruptive firm as it is at the frontline of technology, sustainability and global competition (Gan & Yao, 2025). The organisation presented a complicated situation in which the innovation, the quick development and the environmental position are in contact with the regulatory factors, the organizational difficulties and the growing competition. This rendered it especially appropriate in showing the synthesis of theory and practice that is needed at postgraduate level.
[bookmark: _Toc227625681]9.2 Feelings
The first phase was characterized by an optimism to use well-known strategic frameworks. Nonetheless, as the study continued, there was a question of how to shift to critical analysis other than descriptive analysis. The problem of the balance between academic theory and real-life company data was one of the primary issues. Although Tesla offers much publicly available data, the critical interpretation of the information with the help of superficial judgments was not possible without more profound analytical efforts (Harris and Brooker, 2025). Difficulty in aligning divergent views was also experienced, including the presence of a robust innovation story in Tesla, and its business and reputation problems. This brought the consciousness that strategic analysis does not take the form of identifying strengths only, but challenging their sustainability and shortcomings (Dai et al., 2022).
[bookmark: _Toc227625682]9.3 Evaluation
Some facets of the analysis were successful. The combination of various frameworks allowed a holistic perspective of the strategic position of Tesla, especially in the connection of the external forces like competition and regulation with the internal forces like the software development and the scale of manufacturing. Real-world data was used to enhance the validity of the analysis and evidence-based conclusions. Nevertheless, there were still some difficulties. The discussion of a dynamic and fast-moving company, such as Tesla, demonstrated how the traditional frameworks turn out to be not as useful as strategic conditions fluctuate quicker than analytical models can reflect (Anwar and Prawiraatmadja, 2024). Also, there were instances when frameworks were about to be applied in a mechanical way instead of critically especially during initial drafts. This stressed the value of interpretation over description.
[bookmark: _Toc227625683]9.4 Analysis 
The greatest lesson out of this exercise was that strategy is intertwined. At first, the external and internal analysis were considered distinct entities, but it turned out that they are very interdependent. As an illustration, the pricing strategy used by Tesla is not possible to comprehend without taking into account the competitive rivalry (external) and cost structure (internal) (Liu et al., 2024). This shows that strategic analysis involves synthesis and not segmentation. The other important lesson was that having valuable resources alone is not a sure way of remaining competitive. Using the VRIO analysis, it was evident that numerous of Tesla capabilities, including battery technology and scale of manufacturing are becoming imitable Ochuba et al. (2024). 
This questions the belief that innovation in the early years ensures dominance in the long-run. Rather, the sustainability of benefit lies on a permanent adaptation and implementation. Above all, the reflection also brought to the fore the fact that strategy implementation is in many cases more important than strategy formulation. The case of Tesla shows that although strategic vision is very strong, operational implementation, especially in quality control and customer service can hamper the effectiveness of strategic vision in the company (Qader et al., 2025). This supports the notion that competitive advantage is not just developed by strategy choice but also by the capacity to execute such choices in a disciplined fashion.
Lastly, the analysis created a more in-depth insight on the tension between innovation and operational stability. The high rate of innovation at Tesla provides the company with a competitive edge but poses risk as well. This two-sidedness is a manifestation of a greater strategic dilemma of high-growth firms, balancing ambition and organisational discipline (Leeraphong et al., 2025).
[bookmark: _Toc227625684]9.5 Conclusion
Overall, the specified assignment contributed to advancing both academically and professionally. Academically, it gave strength to the implementation of strategic management theories in a holistic and critical manner. It confirmed the necessity to go beyond the descriptive analysis and participate in evidence-based analysis and synthesis. It also gained an insight in organised thinking, problem solving abilities as well as strategic decision making abilities that are essential in complex organisational circumstances, professionally. The need to question assumptions was also highlighted in the exercise particularly when organisations appear to be so successful. Among the lessons of the provided analysis is the realization that good performance can be accompanied with strategic vulnerability.
[bookmark: _Toc227625685]9.6 Action Plan
In order to conduct a strategic analysis in future, several things can be improved. Firstly, more attention to the incorporation of academic literature containing real-life data will be paid to ensure that analysis can be both theoretically-founded and pragmatic. Second, the focus on considering the feasibility of implementation will be increased rather than an opinion that strategic recommendations can be implemented with ease (Reynolds et al., 2024). This entails being more detailed in terms of organisational structure and culture, and resource constraints. Third, the level of analysis will be enhanced by concentrating on synthesis as opposed to adopting various frameworks to ensure that each model will contribute value to the general argument (Verhal, 2023). Finally, the capacity to think critically (particularly regarding the analysis of conflicting evidence and balanced judgement) will be pursued continuously.
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