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Tesla Mortars was founded by American entrepreneurs Marc Tarpenning and Martin Eberhard in 2003. The company designs, manufactures, develops and sells energy storage systems, and fully electric vehicles. It also installs, maintains and operates solar and energy storage products. It was named after Nikola Tesla, a Serbian American Inventor.
Tesla mortars business model
There are key innovations in the model that have led to the success of Tesla firm. They include the vehicle innovation, the battery innovation, and the infrastructure system innovation. Let us examine the Tesla business model by analyzing these innovations.
Vehicle innovation.
So far, Tesla Mortar has released two car models into the market. The cars are sedan Tesla Model S and Tesla Roadster sports car. Family car Tesla 3 and SUV Tesla model X prototypes are about to be commercialized. The vehicles’ high performance gave Tesla a high reputation, which corresponded to the high-end customer segment( Baden-Fuller, & Haeflinger, 2016).
Customer segment
High-end niche market was the target for Tesla as it entered the market. Model S targeted those who need luxury multipurpose cars and it sold more than the roadster. Tesla will continue to offer SUV luxury version, followed by a multi-purpose car that will be economical. The strategy here is to create a mass market for affordable electric vehicles.
Distribution channel
Tesla used a multi-channel model to sell its vehicles, which included apple-like retail outlets and online stores. Prospective customers can purchase the car online. Tesla plans to continue with the multi-channel system. Additionally, Tesla locates retail outlets in a high traffic place. For a customer to fully own the electrical vehicle, the person must purchase it.
Battery Innovation
The battery in electrical vehicle carries high value and cost. Tesla has focused on the high range battery with great pack technology and plans to stick on it. The battery is expensive because of its cost of manufacturing.
Distribution channel
Batteries are fixed in vehicles and then sold to a customer. One who needs replacement can purchase another one from the company. 
Infrastructure system innovation 
Tesla has ambitions to expand a supercharger network. 2,400 superchargers were available in 400 stations across the world by 2015. They were credited for their well-established network and great charging ability.
Distribution channel
The firm has solely deployed a public network. This because of the difference in cable design and charging technology. Tesla is aiming at benefiting from free entrance to the stations network of supercharger. 
What makes this business model innovation is its ability to fulfill customers’ needs at a sustainable cost and competitive price. Tesla had a luxury SUV with plans to lounge a multipurpose car that is economical and therefore suitable for low-class customers. Therefore, every class of people is considered in the Tesla business model.
This is a sustainable business model based on environmental and financial sustainability. Environmental sustainability: Tesla has a global market for its vehicles. Countries across the world are still able to accommodate more vehicles without negative environmental impact. Moreover, electric vehicles reduce toxic air pollution ( Weiller, & Neely, 2017). Financial sustainability: Tesla has been in the vehicle market since 2003 and its financial performance has been good. Looking at its business model in comparison with its financial position, the company can finance its plans.
Ford mortar company that was founded in 1903, it is one of Tesla Motors competitor. Contrary to Ford Mortars, Tesla’s first car was compelling and expensive. Ford focused on mass production of affordable cars, but Tesla focused on high-end quality vehicles.
Ford sells through a franchised dealership, but Tesla plans to sell directly to its customers through retail outlets and online stores. This approach is likely to reduce costs of contracting a dealer. Therefore, Tesla’s approach is more effective.
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OEMs, and  it will  increase the  add-on-value of  vehicle or  after sell services,  OEMs should 
take  action  on  integrating  information  technology  for  both  vehicle  value  proposition  and 
distribution channel.    
New value configuration with more integration  
Tesla Motor holds  a  new value  configuration  which involving in  high level  of vertical 
integration  towards  battery  and  recharging  network.  The  integration  strategy  will  reduce 
coordinate cost  between OEM and its supplier, and reduce risk caused by  lack  of  supporting 
infrastructure, however, it also involves high investment and risk coming from the uncertainty 
of EV industry. EV is a relatively new industry in its emerging stage, OEMs need to value the 
trade-off and  the transaction cost  for the  value configuration  and  firm organization  they are 
possessing.  
Acknowledgements 
Yurong Chen benefits from the support of the Chair "PSA Peugeot Citroen Automobile: 
Hybrid technologies and  Economy  of Electromobility", so-called  Armand Peugeot  Chair  led 
by  CentraleSupélec,  and  ESSEC Business  School and  sponsored  by PEUGEOT  CITROEN 
Automobile. She would like to express her gratitude towards all partner institutions within the 
program as well as the Armand Peugeot Chair. 
References 
Amit,  R.,  &  Zott,  C.  (2001).  Value  creation in  e-business.  Strategic  Management Journal, 
22(6-7), 493–520. http://doi.org/10.1002/smj.187 
Baden-Fuller,  C.,  &  Haefliger,  S.  (2013).  Business  Models  and  Technological  Innovation. 
Long Range Planning, 46(6), 419–426. http://doi.org/10.1016/j.lrp.2013.08.023 
Bohnsack, R.,  Pinkse, J.,  &  Kolk, A.  (2014). Business  models  for sustainable  technologies: 
Exploring  business  model  evolution  in  the  case of  electric  vehicles.  Research  Policy, 
43(2), 284–300. http://doi.org/10.1016/j.respol.2013.10.014 
Codani, P., Petit, M., & Perez, Y. (2014). Missing money for EVs: economics impacts of
TSO market designs. In Montpellier Energy Conference (MEC). 
Dijk, M., Orsato, R. J., & Kemp, R. (2013). The emergence of an electric mobility trajectory. 
Energy Policy, 52, 135–145. http://doi.org/10.1016/j.enpol.2012.04.024 
Fournier,  G.  E.  A. (2012).  The new  mobility paradigm.  Transformation of  value chain  and 
business  models.  Proceedings  of  the  20th  Gerpisa  International  Colloquium  2012, 
(2011), 9–40. 
Günzel, F., & Holm, A. B. (2013). One Size Does Not Fit All -- Understanding the Front-End 
and  Back-End  of  Business  Model  Innovation.  International  Journal  of  Innovation 
Management, 17(1), 1340002–1340034. http://doi.org/10.1142/S1363919613400021 
Huth, C., Wittek, K., & Spengler, T. S. (2013). OEM strategies for vertical integration in the 
battery value chain.  International Journal  of Automotive  Technology and  Management, 
13(1), 75. http://doi.org/10.1504/IJATM.2013.052780 
Kley, F., Lerch, C., & Dallinger, D. (2011). New business models for electric cars—A holistic 
approach. Energy Policy, 39(6), 3392–3403. http://doi.org/10.1016/j.enpol.2011.03.036 
Lu, C., Rong, K., You, J., & Shi, Y. (2014). Business ecosystem and stakeholders’ role 
transformation:  Evidence  from  Chinese  emerging  electric  vehicle  industry.  Expert 
Systems  with  Applications,  41(10),  4579–4595. 
http://doi.org/10.1016/j.eswa.2014.01.026 
Markides,  C.  (2006).  Disruptive  innovation:  In  need  of  better  theory.  Journal  of  Product 
Innovation Management, 23, 19–25. http://doi.org/10.1111/j.1540-5885.2005.00177.x 
Osterwalder,  A.  (2004).  The  Business  Model  Ontology. A  proposition in  a Design  Science 
Approach. HEC Lausanne. 
Osterwalder,  A.,  &  Pigneur,  Y.  (2002).  An  eBusiness  Model  Ontology  for  Modeling 
eBusiness. 
Teece,  D.  (1986).  Profiting  from  technological  innovation:  Implications  for  integration, 
collaboration,  licensing  and  public  policy.  Research  Policy,  22(2),  112–113. 
http://doi.org/10.1016/0048-7333(93)90063-N 
Teece,  D.  J.  (2010).  Business  models,  business  strategy  and  innovation.  Long  Range 
Planning, 43(2-3), 172–194. http://doi.org/10.1016/j.lrp.2009.07.003 
Weiller,  C.,  &  Neely,  a.  (2014).  Using  electric  vehicles  for  energy  services:  Industry 
perspectives. Energy, 77, 194–200. http://doi.org/10.1016/j.energy.2014.06.066
OEMs, and  it will  increase the  add-on-value of  vehicle or  after sell services,  OEMs should 
take  action  on  integrating  information  technology  for  both  vehicle  value  proposition  and 
distribution channel.    
New value configuration with more integration  
Tesla Motor holds  a  new value  configuration  which involving in  high level  of vertical 
integration  towards  battery  and  recharging  network.  The  integration  strategy  will  reduce 
coordinate cost  between OEM and its supplier, and reduce risk caused by  lack  of  supporting 
infrastructure, however, it also involves high investment and risk coming from the uncertainty 
of EV industry. EV is a relatively new industry in its emerging stage, OEMs need to value the 
trade-off and  the transaction cost  for the  value configuration  and  firm organization  they are 
possessing.  
Acknowledgements 
Yurong Chen benefits from the support of the Chair "PSA Peugeot Citroen Automobile: 
Hybrid technologies and  Economy  of Electromobility", so-called  Armand Peugeot  Chair  led 
by  CentraleSupélec,  and  ESSEC Business  School and  sponsored  by PEUGEOT  CITROEN 
Automobile. She would like to express her gratitude towards all partner institutions within the 
program as well as the Armand Peugeot Chair. 
References 
Amit,  R.,  &  Zott,  C.  (2001).  Value  creation in  e-business.  Strategic  Management Journal, 
22(6-7), 493–520. http://doi.org/10.1002/smj.187 
Baden-Fuller,  C.,  &  Haefliger,  S.  (2013).  Business  Models  and  Technological  Innovation. 
Long Range Planning, 46(6), 419–426. http://doi.org/10.1016/j.lrp.2013.08.023 
Bohnsack, R.,  Pinkse, J.,  &  Kolk, A.  (2014). Business  models  for sustainable  technologies: 
Exploring  business  model  evolution  in  the  case of  electric  vehicles.  Research  Policy, 
43(2), 284–300. http://doi.org/10.1016/j.respol.2013.10.014 
Codani, P., Petit, M., & Perez, Y. (2014). Missing money for EVs: economics impacts of
TSO market designs. In Montpellier Energy Conference (MEC). 
Dijk, M., Orsato, R. J., & Kemp, R. (2013). The emergence of an electric mobility trajectory. 
Energy Policy, 52, 135–145. http://doi.org/10.1016/j.enpol.2012.04.024 
Fournier,  G.  E.  A. (2012).  The new  mobility paradigm.  Transformation of  value chain  and 
business  models.  Proceedings  of  the  20th  Gerpisa  International  Colloquium  2012, 
(2011), 9–40. 
Günzel, F., & Holm, A. B. (2013). One Size Does Not Fit All -- Understanding the Front-End 
and  Back-End  of  Business  Model  Innovation.  International  Journal  of  Innovation 
Management, 17(1), 1340002–1340034. http://doi.org/10.1142/S1363919613400021 
Huth, C., Wittek, K., & Spengler, T. S. (2013). OEM strategies for vertical integration in the 
battery value chain.  International Journal  of Automotive  Technology and  Management, 
13(1), 75. http://doi.org/10.1504/IJATM.2013.052780 
Kley, F., Lerch, C., & Dallinger, D. (2011). New business models for electric cars—A holistic 
approach. Energy Policy, 39(6), 3392–3403. http://doi.org/10.1016/j.enpol.2011.03.036 
Lu, C., Rong, K., You, J., & Shi, Y. (2014). Business ecosystem and stakeholders’ role 
transformation:  Evidence  from  Chinese  emerging  electric  vehicle  industry.  Expert 
Systems  with  Applications,  41(10),  4579–4595. 
http://doi.org/10.1016/j.eswa.2014.01.026 
Markides,  C.  (2006).  Disruptive  innovation:  In  need  of  better  theory.  Journal  of  Product 
Innovation Management, 23, 19–25. http://doi.org/10.1111/j.1540-5885.2005.00177.x 
Osterwalder,  A.  (2004).  The  Business  Model  Ontology. A  proposition in  a Design  Science 
Approach. HEC Lausanne. 
Osterwalder,  A.,  &  Pigneur,  Y.  (2002).  An  eBusiness  Model  Ontology  for  Modeling 
eBusiness. 
Teece,  D.  (1986).  Profiting  from  technological  innovation:  Implications  for  integration, 
collaboration,  licensing  and  public  policy.  Research  Policy,  22(2),  112–113. 
http://doi.org/10.1016/0048-7333(93)90063-N 
Teece,  D.  J.  (2010).  Business  models,  business  strategy  and  innovation.  Long  Range 
Planning, 43(2-3), 172–194. http://doi.org/10.1016/j.lrp.2009.07.003 
Weiller,  C.,  &  Neely,  a.  (2014).  Using  electric  vehicles  for  energy  services:  Industry 
perspectives. Energy, 77, 194–200. http://doi.org/10.1016/j.energy.2014.06.066
OEMs, and  it will  increase the  add-on-value of  vehicle or  after sell services,  OEMs should 
take  action  on  integrating  information  technology  for  both  vehicle  value  proposition  and 
distribution channel.    
New value configuration with more integration  
Tesla Motor holds  a  new value  configuration  which involving in  high level  of vertical 
integration  towards  battery  and  recharging  network.  The  integration  strategy  will  reduce 
coordinate cost  between OEM and its supplier, and reduce risk caused by  lack  of  supporting 
infrastructure, however, it also involves high investment and risk coming from the uncertainty 
of EV industry. EV is a relatively new industry in its emerging stage, OEMs need to value the 
trade-off and  the transaction cost  for the  value configuration  and  firm organization  they are 
possessing.  
Acknowledgements 
Yurong Chen benefits from the support of the Chair "PSA Peugeot Citroen Automobile: 
Hybrid technologies and  Economy  of Electromobility", so-called  Armand Peugeot  Chair  led 
by  CentraleSupélec,  and  ESSEC Business  School and  sponsored  by PEUGEOT  CITROEN 
Automobile. She would like to express her gratitude towards all partner institutions within the 
program as well as the Armand Peugeot Chair. 
References 
Amit,  R.,  &  Zott,  C.  (2001).  Value  creation in  e-business.  Strategic  Management Journal, 
22(6-7), 493–520. http://doi.org/10.1002/smj.187 
Baden-Fuller,  C.,  &  Haefliger,  S.  (2013).  Business  Models  and  Technological  Innovation. 
Long Range Planning, 46(6), 419–426. http://doi.org/10.1016/j.lrp.2013.08.023 
Bohnsack, R.,  Pinkse, J.,  &  Kolk, A.  (2014). Business  models  for sustainable  technologies: 
Exploring  business  model  evolution  in  the  case of  electric  vehicles.  Research  Policy, 
43(2), 284–300. http://doi.org/10.1016/j.respol.2013.10.014 
Codani, P., Petit, M., & Perez, Y. (2014). Missing money for EVs: economics impacts of
TSO market designs. In Montpellier Energy Conference (MEC). 
Dijk, M., Orsato, R. J., & Kemp, R. (2013). The emergence of an electric mobility trajectory. 
Energy Policy, 52, 135–145. http://doi.org/10.1016/j.enpol.2012.04.024 
Fournier,  G.  E.  A. (2012).  The new  mobility paradigm.  Transformation of  value chain  and 
business  models.  Proceedings  of  the  20th  Gerpisa  International  Colloquium  2012, 
(2011), 9–40. 
Günzel, F., & Holm, A. B. (2013). One Size Does Not Fit All -- Understanding the Front-End 
and  Back-End  of  Business  Model  Innovation.  International  Journal  of  Innovation 
Management, 17(1), 1340002–1340034. http://doi.org/10.1142/S1363919613400021 
Huth, C., Wittek, K., & Spengler, T. S. (2013). OEM strategies for vertical integration in the 
battery value chain.  International Journal  of Automotive  Technology and  Management, 
13(1), 75. http://doi.org/10.1504/IJATM.2013.052780 
Kley, F., Lerch, C., & Dallinger, D. (2011). New business models for electric cars—A holistic 
approach. Energy Policy, 39(6), 3392–3403. http://doi.org/10.1016/j.enpol.2011.03.036 
Lu, C., Rong, K., You, J., & Shi, Y. (2014). Business ecosystem and stakeholders’ role 
transformation:  Evidence  from  Chinese  emerging  electric  vehicle  industry.  Expert 
Systems  with  Applications,  41(10),  4579–4595. 
http://doi.org/10.1016/j.eswa.2014.01.026 
Markides,  C.  (2006).  Disruptive  innovation:  In  need  of  better  theory.  Journal  of  Product 
Innovation Management, 23, 19–25. http://doi.org/10.1111/j.1540-5885.2005.00177.x 
Osterwalder,  A.  (2004).  The  Business  Model  Ontology. A  proposition in  a Design  Science 
Approach. HEC Lausanne. 
Osterwalder,  A.,  &  Pigneur,  Y.  (2002).  An  eBusiness  Model  Ontology  for  Modeling 
eBusiness. 
Teece,  D.  (1986).  Profiting  from  technological  innovation:  Implications  for  integration, 
collaboration,  licensing  and  public  policy.  Research  Policy,  22(2),  112–113. 
http://doi.org/10.1016/0048-7333(93)90063-N 
Teece,  D.  J.  (2010).  Business  models,  business  strategy  and  innovation.  Long  Range 
Planning, 43(2-3), 172–194. http://doi.org/10.1016/j.lrp.2009.07.003 
Weiller,  C.,  &  Neely,  a.  (2014).  Using  electric  vehicles  for  energy  services:  Industry 
perspectives. Energy, 77, 194–200. http://doi.org/10.1016/j.energy.2014.06.066
OEMs, and  it will  increase the  add-on-value of  vehicle or  after sell services,  OEMs should 
take  action  on  integrating  information  technology  for  both  vehicle  value  proposition  and 
distribution channel.    
New value configuration with more integration  
Tesla Motor holds  a  new value  configuration  which involving in  high level  of vertical 
integration  towards  battery  and  recharging  network.  The  integration  strategy  will  reduce 
coordinate cost  between OEM and its supplier, and reduce risk caused by  lack  of  supporting 
infrastructure, however, it also involves high investment and risk coming from the uncertainty 
of EV industry. EV is a relatively new industry in its emerging stage, OEMs need to value the 
trade-off and  the transaction cost  for the  value configuration  and  firm organization  they are 
possessing.  
Acknowledgements 
Yurong Chen benefits from the support of the Chair "PSA Peugeot Citroen Automobile: 
Hybrid technologies and  Economy  of Electromobility", so-called  Armand Peugeot  Chair  led 
by  CentraleSupélec,  and  ESSEC Business  School and  sponsored  by PEUGEOT  CITROEN 
Automobile. She would like to express her gratitude towards all partner institutions within the 
program as well as the Armand Peugeot Chair. 
References 
Amit,  R.,  &  Zott,  C.  (2001).  Value  creation in  e-business.  Strategic  Management Journal, 
22(6-7), 493–520. http://doi.org/10.1002/smj.187 
Baden-Fuller,  C.,  &  Haefliger,  S.  (2013).  Business  Models  and  Technological  Innovation. 
Long Range Planning, 46(6), 419–426. http://doi.org/10.1016/j.lrp.2013.08.023 
Bohnsack, R.,  Pinkse, J.,  &  Kolk, A.  (2014). Business  models  for sustainable  technologies: 
Exploring  business  model  evolution  in  the  case of  electric  vehicles.  Research  Policy, 
43(2), 284–300. http://doi.org/10.1016/j.respol.2013.10.014 
Codani, P., Petit, M., & Perez, Y. (2014). Missing money for EVs: economics impacts of
TSO market designs. In Montpellier Energy Conference (MEC). 
Dijk, M., Orsato, R. J., & Kemp, R. (2013). The emergence of an electric mobility trajectory. 
Energy Policy, 52, 135–145. http://doi.org/10.1016/j.enpol.2012.04.024 
Fournier,  G.  E.  A. (2012).  The new  mobility paradigm.  Transformation of  value chain  and 
business  models.  Proceedings  of  the  20th  Gerpisa  International  Colloquium  2012, 
(2011), 9–40. 
Günzel, F., & Holm, A. B. (2013). One Size Does Not Fit All -- Understanding the Front-End 
and  Back-End  of  Business  Model  Innovation.  International  Journal  of  Innovation 
Management, 17(1), 1340002–1340034. http://doi.org/10.1142/S1363919613400021 
Huth, C., Wittek, K., & Spengler, T. S. (2013). OEM strategies for vertical integration in the 
battery value chain.  International Journal  of Automotive  Technology and  Management, 
13(1), 75. http://doi.org/10.1504/IJATM.2013.052780 
Kley, F., Lerch, C., & Dallinger, D. (2011). New business models for electric cars—A holistic 
approach. Energy Policy, 39(6), 3392–3403. http://doi.org/10.1016/j.enpol.2011.03.036 
Lu, C., Rong, K., You, J., & Shi, Y. (2014). Business ecosystem and stakeholders’ role 
transformation:  Evidence  from  Chinese  emerging  electric  vehicle  industry.  Expert 
Systems  with  Applications,  41(10),  4579–4595. 
http://doi.org/10.1016/j.eswa.2014.01.026 
Markides,  C.  (2006).  Disruptive  innovation:  In  need  of  better  theory.  Journal  of  Product 
Innovation Management, 23, 19–25. http://doi.org/10.1111/j.1540-5885.2005.00177.x 
Osterwalder,  A.  (2004).  The  Business  Model  Ontology. A  proposition in  a Design  Science 
Approach. HEC Lausanne. 
Osterwalder,  A.,  &  Pigneur,  Y.  (2002).  An  eBusiness  Model  Ontology  for  Modeling 
eBusiness. 
Teece,  D.  (1986).  Profiting  from  technological  innovation:  Implications  for  integration, 
collaboration,  licensing  and  public  policy.  Research  Policy,  22(2),  112–113. 
http://doi.org/10.1016/0048-7333(93)90063-N 
Teece,  D.  J.  (2010).  Business  models,  business  strategy  and  innovation.  Long  Range 
Planning, 43(2-3), 172–194. http://doi.org/10.1016/j.lrp.2009.07.003 
Weiller,  C.,  &  Neely,  a.  (2014).  Using  electric  vehicles  for  energy  services:  Industry 
perspectives. Energy, 77, 194–200. http://doi.org/10.1016/j.energy.2014.06.066
Baden-Fuller, C., & Haeflinger, S (2016). Business Model and Technological Innovation.Long Range Planning, 46(6)
Weiller, C., & Neely, A. (2017). Using electrical vehicles for energy services: Industry perspective. Energy.

