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MIT Sloan School of Management and Bank Negara Malaysia (The Central Bank of Malaysia) 

have entered into a 10-year collaboration to establish

Asia School of Business (ASB) in Kuala Lumpur, 

a graduate school that will offer both degreed and non-degreed programs

to serve the needs of Asia and the broader global economy.

Asia School of Business

The ASB MBA innaugural class 2016-2018 will be hosted in the world class facilities of Sasana Kijang and Lanai Kijang.
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ASB UNIQUE VALUE PROPOSITION

MIT Sloan Faculty & DNA

Asian Perspective Action Learning

The full time 18-months MBA program will deliver an Asian centric rigorous general

management curriculum aligned with the MIT Sloan quality standards, and embedded in the

business reality through multiple Action Learning projects.
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ASB - MIT Faculty Insights 2015

Prof. Roberto Fernandez

Leadership tools: the 

psychology of getting things 

done

Nov 2, 2015

Prof. Roberto Rigobon

From organic to designed data: 

the billion prices project

Nov 17, 2015

Prof. Bob Merton

The role of financial innovation 

& finance science in financial 

stability &economic growth

Dec 04, 2015

For more information about MIT Faculty Insights, contact Ms. Zalina Jamaluddin zalina.j@asb.edu.my

Prof. Joe Santos

Strategy, innovation and 

leadership in an Asia-dominant 

economy

Dec 03, 2015

mailto:bcarrey@asb.edu.my
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Today’s agenda

How

Local Companies 

Keep 

Multinationals at Bay

Global Adaptation or

Integration

Global Adaptation 

or Integration

Nail it, Scale it, Sail it

The case of Tesla
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Nail it, Scale it, Sail it 

a new framework for entrepreneurial operations

developed by 

Prof. Charles Fine and Prof. Loredana Padurean 
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Nail it, Scale it, Sail it 
empirical evidence from international case studies 

Focus: the development of principles for entrepreneurial companies to build operations strategies and capabilities consistent with their business objectives.
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Nail it, Scale it, Sail it

Nail it

•What and how 
you have to get 
it right

Scale it

•What and how 
you have to 
grow

Sail it

•How do you 
maintain 
consistent and 
relevant growth

*We borrowed the terms, but not the ideas, from Nail It then Scale It: The Entrepreneur's Guide to Creating and Managing Breakthrough Innovation, by Furr and Ahlstrom, 2011
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How does your company nail the 

value proposition that works 

simultaneously for all the members 

in your value chain, such as: 

• Customers 

• Employees  

• Suppliers 

• Distributors 

• Culture

Nail it
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Generate

Product 

Concept

Nail It!

Assess 

metrics

Adjust

Processes

Test with
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Show to
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Seek New
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Seek New

Resources
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Scaling
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Target
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Target

Inspired

Idea!!
11

Compare 
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Scaling is the the ability to grow in 

parallel your market size, your 

revenue model and your 

production and delivery capability 

Scale is one of the hardest things 

to accomplish in business. 

Ideas are rewarded. Execution 

is worshipped.”

Scale it
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SCALING

PROCESSIFICATION

PROFESSIONALIZATION

PLATFORMIZATIONSEGMENTATION

CULTURALIZATION
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Scaling features
PROCESSIFICATION PROFESSIONALIZATION PLATFORMIZATION SEGMENTATION CULTURALIZATION

Enables 

reproducibility
Expands skill set  

Enables leveraged 

scale

Requires customer 

focus

Leadership 

framework 

Enables delegation
Allows task and 

process focus

Supports the 

development of 

ecosystems 

&partners

Customer scale
Established

norms and rules 

Simplicity, efficiency, 
Minimizes errors and 

variability

Allows multiple users 

interactions

Requires product 

matching

Develop (not just

identify) talent 

Risks rigidity, 

misalignment

Risks rigidity, 

misalignment 

Requires balancing 

constituent interests  

Increases 

complexity
Cultural dilution 

Process, process, 

process. 

But be aware of the 

process

Bureaucracy and 

lack of innovation

Be aware of the 

complexity of 

maintenance

Balance 

centralization and 

descentralization

Have and 

measure 

“culture KPI’s”
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Sail it is the ability to continuously

improve and innovate in product

offering, production capabilities and 

market growth and maintain your 

competitive advantage.

“How do you maintain a 

sustainable and profitable 

growth?”

Sail it

Scan the horizon for threats and opportunities and respond pro-actively and competitively  

How to form and maintain trategic partnerships 

New strategic directions develop people and leadership skills   
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Nail it

•What and how 
you have to get 
it right

Scale it

•What and how 
you have to 
grow

Sail it

•How do you 
maintain 
consistent and 
relevant growth

Nail it, Scale it, Sail it

*We borrowed the terms, but not the ideas, from Nail It then Scale It: The Entrepreneur's Guide to Creating and Managing Breakthrough Innovation, by Furr and Ahlstrom, 2011
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Value chain dynamics and 

business model innovation

Lessons from the auto industry
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Product:  Customized, Expensive, 

Process: One at a time, Piece fitting

Supply Chain: Local, low volume,disintegrated

Marketing Strategy: High end, luxury, custom

Weaknesses: Inefficient

Craft Production

Benz &Daimler, 1885 Europe

Duryea bros. 1893, MA, USA

Low volume

High price

High margins

A work force that was highly skilled in design, machine operations and fitting. Most workers progressed through an apprenticeship to a full set of craft skills

Organizations that were extremely decentralized, although concentrated within a single city. Most parts were supply from small machines shops. The system was coordinated by an

owner/entrepreneur in direct contact with the suppliers

The use of general-purpose machine tools to perform drilling, grinding and other operations on metal and wood

A very low production volume – less that 1000 or fewer automobiles only a few of each were built to the same design.
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Product: Simple, unvarying

Process: Interchangeable parts 

Supply Chain: simple parts, unvarying, vertical integration

Marketing Strategy: low price, high volume,“horseless”

Weaknesses:  inflexible
Finance innovation: high wages – middle claa

Ford’s Mass Production

High volume

Low price

Low margins

High distribution

Ford, 1863-1947

The key to mass production was the complete and consistent interchangeability of parts and the simplicity of attaching them to

each other “The Machine that changed the world, Womack et al

You can have whatever car you want as long is a black Model T
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Product: Broad line; constantly changing 

“A car is a fashion statement”

Process: Flexible Mass production

Supply Chain: Complex, Vertical integration

Marketing Strategy: Segmented

Weaknesses:  Complexity

Finance: consumer debt

Sloan/GMs Business Model

A.P. Sloan, Jr. 1875 - 1966

"A car for every purse and purpose". Sloan 1963
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Product: Simplified, then growing line

Process: Intensive improvement focus

Supply Chain: Intensively managed

Marketing Strategy: reliability, quality

Weaknesses:  over reaching – growth/quality

Toyota’s Lean Production
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Product:  the 100’000$ electric car

Process: craft production

Supply Chain: highly integrated

Marketing Strategy: a car that will inspire/customizable 
through software

Weaknesses: scalability

Tesla

Founded in 2007 in California



NAIL IT
SCALE IT

SAIL IT

How does Tesla do it

Many thanks to Ir. Ahmad Hadri Haris, the CEO of Malaysian Greentech and Datuk Tim Garland, TBWA.

A lesson about speed and innovation



“The Tesla Model S is so 

revolutionary and advanced, 

it's like a car from another planet.”  

Consumer Report

“Tesla Model S earned highest ever 

rating from Consumer Reports:  

99/100”

Outsold Mercedes S Class and 

BMW 7 Series 

in US in 2013

It takes you from 0 to 60 mph in 2.8 

seconds and it also happens to be 

the safest car in its class. 
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Launch strategy The Service The Persona

Tesla’s brand narrative like an epic 

odyssey, one with deep roots in 

conviction, persistence, and 

innovation. Tesla’s brand narrative 

is one that undoubtedly challenges 

the status quo, and is all the 

advertising that this Silicon Valley 

start-up needs to generate 

incredible popularity and earn true 

brand advocates.

Tesla Motors 

sells, distributes, and 

services their vehicles with a 

company-owned retail strategy in 

over 50 showrooms. 

The Marketability of the 

Real Life Ironman, Elon Musk

Leader in space travel, 

solar energy, and sustainable 

transport.

personal brand that has incredible 

equity, and he is using it as an 

impactful marketing force for Tesla 

Motors.

product-centric
No franchised dealerships, 

Integrated service strategy

Unique ways of interacting with 

the clients

Mission-based approach Premium/city/mall locations
Constant updates on achieving 

mission on the Tesla blog and 

Twitter

Tesla marketing strategy
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How does one create a new automotive company that doesn't’t look like anything else?
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1. Making a battery pack -

Thailand in the factories of 

Xcellent, a manufacturing of 

aluminum forming for BBQ 

grills (A compromise between 

low labor costs and 

technological capability)

“Making a battery pack was 

nothing like building a BBQ but 

Xcellent was ready to learn and 

excited to enter the high tech 

industry”

2. Chroma, a Taiwanese 

manufacturer of test 

equipment for high-end power 

supplies to manufacture the 

Power Electronics Module 

(PEM

3. Find partners to design and 

build an entire production 

automobile 

“We needed an automotive     

partner…but none of the big 

guys would even talk with us.” 

JB Strauble, Co-Founder and CTO. 

Lotus, UK was a relatively low 

volume manufacturer and, 

ultimately agreed to produce a 

maximum of 40 vehicles per week 

for Tesla. 

Operations strategy:
“developed in Silicon Valley, assembled in Asia”

Even with Lotus as a partner, with a small revenue opportunity, no obvious market, and no track 

record, convincing suppliers to make parts for the Roadster was a huge challenge for Tesla. 
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Roadster Manufacturing Plan

Motor & PEM MFG

Battery MFG

Tesla HQ & 

Engineering

Final Assembly
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New Roadster Manufacturing

Motor & PEM MFG

Glider Assembly

Tesla HQ, 

Engineering, Battery 

MFG, Installation of  

Powertrain

Between 2008 and March 2012, Tesla sold more than 2,250 Roadsters in 31 countries.
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Lesson? 
In prototype stage,

Speed > Cost

Because time = $$

“We take leaps of faith that are like jumping out of an airplane and designing and building the 

parachute on the way down.” 

Doug Field, Vice President of Engineering 
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The business model evolution 

From highly modular to highly integral

On May 20, 2010, Tesla Motors and Toyota announced a partnership

to work on electric vehicle development and collaborate on the

"development of electric vehicles, parts, and production system and

engineering support".

–This included Tesla's partial purchase of the former NUMMI site,

mainly consisting of the factory building for $42 million. (the value

was 1.3 bil $)
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Tesla HQ, 

EVERYTHING

With all the frequent engineering changes, their suppliers lack of experience in this new 

business model, a complex and inefficient supply chain, the Roadster taught Tesla the need to 

radically changed their modular business model and move to an integral model 

A new business model
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All vehicles are now 

manufactured at the 

Fremont plant.

The first retail delivery of 

the Tesla Model S - June 

22, 2012. 

By October 2015, 

Tesla Motors delivered 

over 90’000 Model S
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However…

“Tesla recalls 29,000 charging adapters due to fire hazard”

“Doors and rear hatches that open on their own, regular failures of 

the car's massive touchscreen control panel, persistent problems 

with the car's trick extending door handles, and powering down 

randomly.”

The main problem areas involved the drivetrain, power equipment, 

charging equipment, giant iPad-like center console, and body and 

sunroof squeaks, rattles, and leaks.
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The Tesla Motors Club forum's "mechanical issues" thread has grown to be more than 

130 pages long with some 1,300 posts

includes owners complaining about nearly every aspect of the vehicle, 

including paint, satellite radio tuning, tail lamp housings and windshield wipers. 

Consumer Report “Tesla is likely to involve a worse-than-average overall problem 

rate. That's a step down from last year's "average" prediction for the Model S…Model 

S does not receive Consumer Reports' recommended designation. 

To be recommended, a vehicle has to meet stringent testing, reliability, and safety 

standards, including having average or better predicted reliability.

However…
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“Operating at high speed 

and under continuous uncertainty 

has become something of a thing for 

Tesla and its billionaire CEO, Elon Musk.” 
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Despite all the issues Consumer Reports 

data shows that Tesla owner satisfaction 

is still high with 97% of owners 

saying they would definitely buy another Tesla. 

“We got an emotional response to our brand 

and that emotional relationship 

allowed us to get forgiveness

from our customers if we pushed too far too fast.” 
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The reason? 

Despite the high number of issues, 

Tesla's customer service is outstanding and responds to 

issues with minimal hassle to owners.

“SO, Tesla’s tends to fix problems quickly and often 

without charging owners. 

How long can such an expensive cure-all last?” 
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Nail it with Speed, 

then Scale it with Precision?

What do you have to change?
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“The Model X is a particularly challenging

car to build. 

Maybe the hardest car to build in the 

world. 

I’m not sure what would be harder.” 

“Elon challenges everyone to work 

incredibly hard…and it is highly 

uncomfortable for most people, but the 

results are fairly undeniable. 

If you challenge people to work hard, they 

achieve more than they think they can. 

Most leaders don’t want to do that.” 

JB Straubel, Co-Founder and Tesla CTO 

Elon Musk, Co-Founder and Tesla CEO



What are the main takeaways?

Balancing the need for speed and the

demand/expectations for quality comes with a cost.

Creativity

Discipline

Operations Excellence requires both Creativity & Discipline



Tesla in Asia Tesla in Malaysia

The Model S is now available for in-person customer 

demonstrations and test-drives in Hong Kong, the first 

location in Asia where customers can drive Model S 

on public roads. 
http://www.teslamotors.com/de_AT/blog/tesla-motors-model-s-makes-its-asian-debut-hong-kong

If you live in Kuala Lumpur, you might see the only 2 Model S Tesla cars in 

the city, brought to you by Green Technology Corp (Greentech) for research 

and development purposes, lead by Ir. Ahmad Hadri Haris, the CEO of 

Malaysian Greentech.

http://www.teslamotors.com/de_AT/blog/tesla-motors-model-s-makes-its-asian-debut-hong-kong
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Asia School of Business (1075414-U), Sasana Kijang, 2, Jalan Dato Onn, 50480 Kuala Lumpur, Malaysia

DIRECT: +603 9179 4110  |  EMAIL: info@asb.edu.my |  URL: www.asb.edu.my

SOURCE: “Accelerated Supply Chain Learning, The Tesla Roadster” Prof. Charles Fine Don Rosenfield from MIT Sloan, Milo Werner, Braden Ball from Tesla, Prof. 

Loredana Padurean. For a copy of the case study go to our ASB website http://asb.edu.my/actionasia-workshops/

mailto:info@asb.edu.my
http://www.asb.edu.my
http://asb.edu.my/actionasia-workshops/
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Prof. Jose Santos

Affiliated Professor of Practice in Global Management at INSEAD, France 

Visiting Scholar at MIT Sloan, USA

“Professor Catedratico Convidado” at UCP, Portugal

Born in Porto, Portugal

At 19 starts teaching mathematics at University of Porto –

One of the 3 people in Portugal who knew how to use a

computer

By the age of 28 becomes Managing Director of the largest

holding company in Portugal

One of the only 2 private jets in Portugal is at his disposal

At 33 becomes the Managing Director at Segafreddo

In 1995, at the age of 43 he retires and starts living the

dream as a Professor at INSEAD.
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"Many of my research interests share an implicit motive. I had a rather

successful career as an executive, namely as MD of a multinational corporation.

However, during those ten years until my ‘retirement’ in 94, I only recall a couple

of instances of having slept a full week in the same bed.

Flying around and living in hotels was the norm. Comfortable and luxurious as

those planes and hotels may have been, I feel that it should be unacceptable

that both professional and corporate success be achieved with so much of an

uncivilized way of life (and mind you, I do love to travel - but too much is too

much).

I hope I can help future generations of successful international executives live a

more civilized life in a global World.”
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From Global to Metanational: How Companies 

Win in the Knowledge Economy

The authors introduce a radically different kind of 

company "the metanational", defined by three core 

capabilities: 

• being the first to identify and capture new knowledge 

emerging all over the world; 

• mobilizing this globally scattered knowledge to out-

innovate competitors; 

• turning this innovation into value by producing, 

marketing, and delivering efficiently on a global scale.


