
 Page 1 

Zoom Electric: Stuck In the Middle 
PESTLE Analysis, Company Value Chain(s), and SWOT 

VSTRAT.ai 

Zoom Electric has everything going for it except, well, everything... 

The maker of electric cars thought the market would take off as environmental 
concerns mounted, energy costs soared, and Tesla popularized the category. And the 
market segment did take off... without them. 

Marcus Chen, Zoom's CEO, stared at the quarterly reports spread across his conference 
table. "We predicted this boom perfectly," he muttered to his strategy team. "So why are 
we watching from the sidelines while everyone else races past us?" 

The numbers told a brutal story. Tesla dominated the premium segment. BYD crushed it 
in affordable EVs. Even legacy automakers like Ford and GM were gaining serious 
traction with their electric transitions. Meanwhile, Zoom Electric – despite having solid 
technology and early market entry – was stuck in neutral. 

"It's not the cars," insisted Sarah Kim, VP of Operations. "Our battery efficiency is 
competitive, our design is clean, and our manufacturing quality is solid." 

"Then what is it?" Marcus asked, though he suspected he knew the answer. 

The room fell silent. They all knew what it was: they were good at everything and great 
at nothing. In a market where Tesla owned luxury performance, Nissan owned reliability, 
and Chinese manufacturers owned cost leadership, Zoom Electric was... fine. 
Adequately fine. 

During a particularly frustrating board meeting, Marcus encountered Dr. Rita Patel, a 
strategy consultant the board had quietly hired. After listening to two hours of finger-
pointing and market share grievances, Rita asked a simple question: 

"Have you actually analyzed what's happening in your environment systematically? Not 
just 'Tesla is winning' – but what external forces are reshaping this entire industry? And 
more importantly, where do those forces create openings for companies like yours?" 

Marcus bristled. "Of course we monitor the market. We know the competition—" 

"I'm not talking about competitors," Rita interrupted. "I'm talking about PESTLE forces – 
political, economic, social, technological, legal, environmental shifts that create new 
opportunities. When did you last map how these macro trends interact with your 
specific value chain activities? When did you last conduct a real SWOT analysis that 
connects external forces to internal capabilities?" 
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The room went quiet. Marcus realized they'd been playing checkers while the market 
demanded chess. 

"The irony," Marcus reflected, "is that we spent years trying to out-Tesla Tesla. We 
should have been asking what Tesla couldn't or wouldn't do – and whether any of those 
things matched our actual capabilities." 

Teaching Questions 
1. How did PESTLE analysis reveal opportunities that traditional competitive 

analysis missed? 
2. Which specific value chain activities became sources of differentiation when 

viewed through the lens of environmental/regulatory trends? 
3. What role did the analytical framework play in moving beyond "we need to be 

better" to "we need to be different"? 
4. How did the SWOT analysis change when external trends were systematically 

incorporated rather than just noting "Tesla is winning"? 
5. Why might traditional strategic planning have missed the circular economy 

opportunity that systematic environmental scanning revealed? 

 

 


