Tesla Enterprise Modeling: From Business Strategy to Project Execution
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Introduction
This document provides a high-level overview of how Tesla’s business strategy for its EV
division is executed through business architecture models. It shows how Tesla’s strategic goals
are broken down and connected to specific projects, creating a structured path from vision to
action. Tesla’s strategy to accelerate the transition to sustainable energy includes:

o Expanding EV offerings across market segments

o Developing an integrated energy ecosystem with vehicles, energy storage, and solar

o Building a global charging network to reduce range anxiety

o Advancing autonomous driving technology
These objectives aim to grow Tesla’s market share in automotive and energy sectors,
emphasizing product innovation, operational efficiency, and exceptional customer experience.

Tesla’s Strategy and Business Architecture Overview

e Value Networks / Business Ecosystem

Tesla’s dynamic ecosystem of suppliers, partners, customers, and regulators is vital to its mission
of leading the EV revolution and advancing sustainable energy. Through its value network, Tesla
strengthens vertical integration, enabling quality control, faster innovation, and reduced supplier
dependency. This interconnected ecosystem aligns with Tesla’s commitment to sustainability,
deepening partnerships, streamlining operations, and prioritizing customer-focused solutions—
solidifying its leadership in sustainable transportation and energy.

Category Role Details

Suppliers Provide critical components, primarily Key partner Panasonic supplies batteries essential for
advanced battery technology Tesla's EVs and energy storage products

Partners Collaborate on renewable energy Tesla integrates solar energy and storage solutions through
solutions partnerships, including SolarCity acquisition for Powerwall

Customers End users and beneficiaries of Tesla's Includes individual EV buyers, businesses adopting energy
products and services solutions, and government bodies promoting sustainability

Regulators Ensure compliance with safety and Tesla works with regulatory authorities worldwide to meet
environmental standards required safety and environmental compliance standards
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e Business Motivation Model (BMM)
The BMM provides Tesla with a framework to translate vision into action. By mapping out
clear objectives, strategies, and tactics, Tesla can maintain alignment across departments and
ensure each initiative contributes directly to its overall mission.

Components Details

Ends Goals Lead the EV market and drive global adoption of renewable energy solutions.
Objectives Accelerate EV sales, increase market penetration, and grow energy storage and solar solutions.
Product Innovation: Develop high-performance EVs, energy storage, and autonomous driving
technology.
Strategies . gy . . . -
Vertical Integration: Control the supply chain, from battery production to sales and servicing.
Means Global Expansion: Expand operations in new markets with a focus on clean energy solutions.
Direct-to-consumer sales and online marketing channels.
Tactics Supercharger network expansion to increase EV accessibility.
Over-the-air (OTA) updates for continuous software improvement.
Policies Commitment to sustainability and minimizing environmental impact.
Directives Adherence to customer safety with rigorous safety standards in vehicle and battery design.
Business Rules Closed-loop supply chain for battery recycling and reusability.
Compliance with high-quality and safety standards in production and storage.
Regulatory: Compliance with EV and renewable energy regulations (e.g., emissions, battery
External Influencers |Market Trends: Growing consumer demand for sustainable products and autonomous driving
technology.
Influencers R&D Focus: Continuous innovation in battery and software technology to maintain a competitive
edge.
Internal Influencers . . A . .
Production Capacity: Optimizing Gigafactory production output to meet market demand and
growth targets.
Potential ly chain di ti lat h d titi d tsinthe EV
Risk Analysis otential supply chain disruptions, regulatory changes, and competitive advancements in the
and energy markets.
Assessments . S : -
. . |Expansion opportunities in new markets, strong brand loyalty, and partnerships with renewable
Opportunity Analysis . .
energy providers and suppliers.

e Strategy Map

Tesla’s Strategy Map outlines its core goals of making EVs accessible, driving sustainability,
and leading in clean energy, and technology innovation.

Financially, Tesla focuses on sales growth and better margins.

Product goals include EVs, Supercharger network, and tech features (Ex: Autopilot).

@)
o Process improvements focus on a direct-to-customer model, and on-demand service.
o Tesla’s people strategy emphasizes partnerships and a culture of innovation to solidify its

EV market position and expand charging capabilities.

Tesla Strategy Map

Financial Sales Growth Cleaner/Cheaper Energy Better Margins
Products High-End Luxury/Performance EVs Large/Expanding Charging Networks Technology Add-Ons
Processes No Dealerships/DTC Model On-Demand/Convenient Vehicle Service US-Based Production Plants

People Manufacturers Corporate IT/Innovation Leaders

This strategy map integrates financial, customer, process, and growth perspectives, connecting
strategic goals to operational initiatives across Tesla.



e Business Process Modeling

Business Process Modeling (BPM) enables Tesla to analyze and optimize its vertically
integrated, direct-sales model focused on sustainable energy. By visually mapping key processes,
BPM helps align operations with strategic objectives. Key areas for BPM application at Tesla

include:
e Product Development and Innovation
e Manufacturing and Production
e Supply Chain Management
« Sales and Distribution
o Customer Service and Support
Business Processing Model for Manufacturing and Production
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e Business Model Canvas
Key Partners & Key Activities Value Propositions ﬁ Customer Relationship Customer Segment ’
Core Activities: Designing, Personalized Experience:
manufacturing, and Online and in-store
Battery Suppliers: delivering electric vehicles Core Value P tion: purchase, software
Strategic partnerships H.or: a fue roposition: updates,& integrated Primary Segment:
with companies like Other: Developing \gN-performance, €co- | oy ort services. Envi tall

P ic for batt friendly electric vehicles : . nvironmentally

anasonic for battery advanced battery ) ’ Active Engagement: :
L with cutting-edge ) : conscious consumers
suppty. technology, autonomous Social media, strong ki tainabl
- technology and seeking sustainable
driving systems, & . . brand loyalty, & transportation

Raw Materials: innovative features. : P :
aw Materials: Supercharger network. community forums.

Suppliers of lithium, ‘

nickel. and cobalt for ;ﬁyﬂesoulru'Gs ot Additional Value: Long- | Channels | I} Sgcondary Segments:

battery production. R&ESI;a ‘ia ac ones range battery life, over- Tesla’s direct sales High-end luxury car

. Eperc arger the-air software updates, | model; Stores and online | Buvers, governments,

Government: Inet\r\;:)r t L Patent autonomous driving platforms. and corporations focused

Collaborations for tax bntet ectua ‘d § fn S features, premium Distribution through on fecl'ucmg carbon

incentives, rebates, and d:w?‘nizci:oi)u ONOMOUS yesign, and energy Global network of service | footprints, early adopters

energy policies Humagn Engineeg:ﬁg Al efficiency. centers, mobile service | ©f cutting-edge
: , Al, . technology.

supporting EV adoption.  [sofrware development, & units, and Tesla echnology

manufacturing talent ’ Supercharger stations.

Cost Structure 0 Revenue Streams 6
Key Costs: Battery production, research and development (R&D), ) (Slolre revenlue from elttactnc Vemfle sallss (MOdehSIS:S’ X, & Y)};
Supercharger network expansion, autonomous driving technology olarpanets, energy-S orage systems ( 9Werwa , Powerpack).
development, and global manufacturing * Revenue from licensing autonomous driving software (Full-Self

’ ’ Driving package).
Other Costs: Distribution, marketing, service center operations. Energy'trar'jmg, carbon credit sales, and charging network
monetization.
e Business Capabilities:

Tesla’s core business capabilities form the backbone of its strategy, driving innovation and
supporting sustainable energy goals:
o EV Manufacturing: Automated Gigafactories enable efficient, high-quality EV
production, reducing supplier reliance.

o Energy Storage Solutions: Powerwall and Megapack support grid stability and renewable

integration.

o Autonomous Technology: Al-driven self-driving tech advances safety and mobility.
« Integrated Energy Ecosystem: Combining EVs, solar, and storage creates a unique
market advantage.
Key Operational Capabilities

1.
distribution.
2.
with strategic goals.
3.
4,
5.
6.
7

Service and Support: Manages customer relationships, repairs, and training.
Order to Cash: Streamlines order processing, fulfillment, and billing.

Manufacturing to Distribution: Manages production, inventory, and global logistics.
Supplier to Stock: Ensures sustainable sourcing and quality control.
Concept to Product: Drives innovation, design, and market strategy.

Prospect to Customer: Engages customers, analyzes markets, and streamlines sales and

Corporate Management: Oversees financial growth, talent, and partnerships, aligning

These capabilities enable Tesla to optimize resources, accelerate innovation, and strengthen its
position in sustainable energy.




Prospect to Customer Coporate Management
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Management
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Inventory and
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Production
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Manufacturing Y g

Management

Fulfillment
Optimization
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Sustainable lity A Innovation
Sourcing RualtyAsstrnce Management

Supplier
Relationship
Management
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e Value Streams and Value chains

Strategic Planning

and Risk
Management

Repair and
Maintenance

Global Logistics
and Distribution

Supplier to Stock Concept to Product

Rapid Prototyping

Channel
Placement
Strategy

Tesla’s Value Streams and Value Chains are structured to drive efficiency, innovation, and

sustainability, solidifying its leadership in EV and clean energy.
Tesla’s Value Streams:
Innovation and Design.

Sales and Delivery: Direct sales model with integrated logistics
After-Sales Service: Maintenance, repairs, and over-the-air (OTA)

o O O O

revenue
Value Chain Activities:
o Inbound Logistics: Strategic partnerships ensure cost-effectiveness

Energy Generation and Storage: Solar products and Powerwall create diversified

Production: High-volume, cost-effective EV and battery production in Gigafactories

o Operations: Automation and vertical integration in Gigafactories optimize efficiency

and scalability.

Outbound Logistics: Direct-to-customer model enhances customer experience.

Marketing and Sales: Direct engagement with customers drives loyalty and demand.
Service: OTA updates, service centers, and mobile units provide comprehensive post-

sale support.
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Business Architecture Connects Strategy to Execution

Tesla's business architecture seamlessly connects high-level strategy to project-level execution
by integrating various models and approaches. Beginning with Strategy Maps, Tesla's
overarching goals, such as expanding EV market share and fostering sustainable energy
solutions, are visually mapped and aligned with operational priorities. The Business Model
Canvas clarifies key elements like direct sales, vertical integration, and the energy ecosystem,
forming the foundation for its operations.

Value Streams outline end-to-end activities, from innovation to customer delivery, ensuring
strategic objectives translate into customer-focused processes. Business Capabilities, like
advanced manufacturing and autonomous technology, are core competencies, providing the
infrastructure for rapid scaling and innovation. These capabilities inform Processes that detail
workflows, which are aligned to operational goals through Business Process Modeling.

Finally, Value Chains connect each element of Tesla’s value creation, from inbound logistics to
customer service, ensuring that all activities support cost control, quality, and innovation. This
cohesive architecture translates strategic goals into measurable actions at the project level,
enabling Tesla to execute initiatives that reinforce its market leadership and commitment to
sustainable energy.
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