	

 

Executive summary
	

	Tesla's ability to innovate would be evaluated through a critical literature evaluation. Tesla is the world’s most innovative corporation, according to Forbes. (Forbes, 2016). Despite its infancy, Tesla is presently the fastest growing global firm. Tesla's technological and administrative innovations are flawless. Forbes named it the world's most innovative firm in 2016. The company's invention is valued as a market leader. In addition to PayPal, Elon Musk founded Zip2, X.com, Space X, and Tesla, and invested in Everdream and SolarCity. It also encompasses solar power generation, energy storage, and other solar power generation components, which sets Tesla apart from other automakers. (Tesla, 2016).
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1.Introduction
	
	1.1 Terms of Reference

	Davina Wyn Evans requested this report on January 10, 2022. Zilvinas Miksys filed this report on March 25, 2022. Secondary sources included the Chartered Institute of Personnel and Development (CIPD), academic textbooks, industry journals, trustworthy news sources, and other websites. This document lacks major research. This study will compare innovation and creativity, examine an inventive possibility, and appropriate innovation methods. It will reveal an organization's estimate of its own innovation potential. This section will examine attitudes toward creativity and innovation considering the risks and challenges they bring. We'll look at the leadership style that inspired the inventive idea. Based on these data, we must make conclusions.
	

	
2.0 Main Findings
	2.1 Overview of the Innovation Opportunity
	
	Corporate innovation occurs when a company creates new procedures, services, or products to affect real change in their industry. This could be done by changing or adding new practises, or a mix of both. (Baregheh et al., 2009). Every day, we face diverse difficulties that demand innovative answers. We feel more alive when we are involved in something than when we are not. (Csikszentmihalyi, 2015). The services of a product can be improved through innovation to address current issues. As a result, entrepreneurs either generate new wealth-generating resources or invest in existing ones with high growth potential.
	Tesla's business approach makes it one of the world's most innovative. (Forbes, 2016). A forward-thinking management style and subcategory for green technology items are offered by the company. Tesla is a well-known and globally recognised electric vehicle company. (Cendrowski, 2017). Energy storage walls, electric cars, and solar panels are some of Tesla's major business activities (Tesla, 2021). Tesla has built a valuable resource for the future by adding autonomous driving to its software upgrade. Tesla's value proposition is presented using the Powerwall storage technology as an example. It has changed its focus from EV manufacture to energy production and storage with the acquisition of SolarCity. (Battisti and Giulietti, 2015).

	2.2 Type of Innovation

	Electric vehicle manufacturers can utilise the Tesla Ansoff Matrix marketing planning model to help guide their long-term strategy. According to Ansoff Matrix, organisations can pursue four separate strategies: market penetration, product development, market development, and diversification:

1.Market penetration. This strategy involves selling established products to established customers. Market penetration is a major strategy employed by Tesla. As well as offering electric automobiles in the US and 35 other countries, Tesla also sells energy storage devices including the Model S, Model X, and Model 3, along with solar panels, inverters and racking and electrical hardware and monitoring devices. (Tesla, 2021)

2.Product development. This method involves creating new products for existing markets to boost sales. Tesla releases new products infrequently. The cost of developing new electric vehicle and energy storage technologies is out of control. Tesla CEO Elon Musk confirmed his company's plans to enter mining market during Battery Day in September 2020.
The business bought a 10,000-acre Nevada ranch. A lithium refinery will be developed in Texas. Tesla may sell lithium to third parties in addition to using it internally.

3. Market development. Finding new markets for current products is an important part of any successful market development plan. New countries are being considered for expansion, with India at the top. Deepak Ahuja, Tesla's Indian-born CFO, oversees the electric carmaker's entry into the Indian market, according to Elon Musk. The country's rapidly developing economy makes it a smart decision for the company to enter the market. (Barhat, 2018).

4. Diversification. Businesses that pursue diversification produce new products for new markets. Tesla has employed a strategy of diversification in recent years. Tesla Motors Inc. was founded in 2003 only as an electric vehicle manufacturer and then changed its name to Tesla Inc. after acquiring solar start-up SolarCity in 2016 to join the energy storage market.

	
	

	2.3 The Creativity Thinking Process

	 The term "creativity" has become more widely used and accepted. When a company is looking for a new employee, creativity is one of the most sought-after qualities. Creativity is essential in nearly every aspect of life, from raising a child to running a company. The creative process is broken down into four separate stages: 1. Preparation, 2. Incubation, 3. Illumination and 4. Verification, which are discussed in detail below:
PREPARATION: First, a person or organisation must identify the issue or topic being addressed, as well as any desired objectives (Shively et al., 2018). The primary purpose is to gain more knowledge and expertise on the issue or topic. Data is collected, examined, categorised, and summarised. At this stage of the company's electric vehicle development, management recognises the issue of pollution and seeks solutions. The first step in preparation is to gather essential information and try to incorporate it into the original idea. (Tesla, 2021)
INCUBATION: The analysis of the previously obtained material generates new ideas and concepts in this phase. The answers and proposals are discussed here, stepping aside from the main issue and topic. The unconscious mind begins to shape the creative thought process at this stage. To sort through the data and generate new concepts, Tesla is already in the second phase of study. This step will help the organisation come up with a creative solution.

IILUMINATION: A person's creative solutions and ideas are shaped during this period, which occurs when they are not actively considering the solution or concept (Kaufman, 2019). Emotional reactions are linked to the discovery of a solution or idea. This concept comes to me out of the blue and with a sense of certainty.
At this point, Tesla is developing electric vehicles as a means of lowering pollution. To reduce carbon emissions and protect the environment, the firm is working to create self-driving electric cars.


VERIFICATION: This is the last step in the creative thought process, where the imaginative concept is evaluated. This step tests, validates, and evaluates the lighting stage's idea. Effective ideas and solutions require critical and analytical thinking skills. If an answer or concept doesn't work as intended, start over. The corporation evaluates and confirms the success of the Tesla electric car after a solution, or an original idea is found. The corporation spends a lot of money researching whether the electric car will succeed in the market.
	

	2.4 Models of Innovation
		
		2.4.1 Open and Closed Innovation
			
	High-end technology companies, according to Chesbrough (2003), have adjusted their approach to innovation significantly. Rather than using a closed innovation strategy, these companies are now using an open innovation model. This paradigm shift from closed to open innovation has been examined by several researchers since then (Herzog, 2011). The Closed Innovation flowchart is depicted in Figure 1.1.
	Open innovation is founded on the idea that invention must be made public. "The planned influx and outflow of knowledge for the purpose of speeding internal innovation and developing markets for external application of invention" is a broad definition of the term. (Chesbrough, Vanhaverbeke and West, 2006). The terms "open innovation" and "closed innovation" are often used interchangeably. The Open Innovation flowchart is depicted in Figure 1.2 (as shown).


	Tesla's Open Innovation Policy addresses the need for innovation among electric vehicle manufacturers. Tesla guaranteed its competitors and the public in 2014 that "good faith" usage of its technology would not be grounds for a Tesla patent litigation. Given that alternative fuel vehicles accounted for fewer than 1% of total vehicle sales at major automakers, Tesla felt that this endeavour would not constrain its innovation (Musk, 2014). As a result, the company didn't see much competition in the EV industry. Tesla’s Open Innovation Policy may be essential in resolving industry-wide and company-specific challenges related with electric vehicle development. According to a 2017 Harvard Business Review study, electric vehicle battery performance may be 50 years behind gasoline-powered vehicles. (Downes and Nunes, 2017). The analysis also highlights Tesla's present battery technology, which are neither superior nor cheaper than current internal combustion options. (Downes and Nunes, 2017). Instead of focusing on industry-wide difficulties, Tesla may focus on developing its own competitive advantages.

		

		



		2.4.2 The Innovation Process

	The innovation process is broken down into numerous stages, which are summarised here:
	Step 1: Idea Generation and Mobilization- New ideas are developed as part of the idea generation process. It takes both competitive pressure and the ability to experiment successfully to generate new ideas.
The term mobilisation refers to the process of moving an idea from one place to another. Self-driving electric cars are already being developed by other automakers, so Tesla focuses on competing with them. It is possible that this unique idea could be a huge success if the company employs the right advertising methods and approaches.
	Step 2: Advocacy and Screening – Advocacy and screening help determine the feasibility of a company idea, as well as its related risks and benefits...
An idea's future can be decided as a result. A few recommended practises can be implemented by companies looking to build a culture.
	Step 3: Experimentation – The viability of ideas for a particular organisation at a given point in time is determined during the experimentation stage. As a result of testing the feasibility and effectiveness of an initial concept, new ideas are generated through experimentation.
	Step 4: Commercialization – Impact-focused commercialization boosts an idea's market value. Any concept's specs are an essential aspect of the development process.
The focus moves from development to persuasion during commercialization. It is time to disseminate and put into action the concept that has been developed and the business strategy that has been drafted.
	Step 5: Diffusion and Implementation – An organization's acceptance of a creative idea is referred to as diffusion, while implementation sets the stage for its growth.
Implementation and diffusion allow companies to anticipate future consumer demands. Giving and receiving feedback is an essential component in fostering creativity inside a company.
		
			2.4.3 4P’s to Innovation

	The 4 P’s of innovation are products, processes, positions, and paradigms (Lestari et al., 2020). Tesla can launch its new electric vehicle and create a market value proposition by embracing all four areas of innovation:
	Product innovation. Product innovation and technological developments are a priority for the company to maintain its competitiveness. Tesla's electric motors, longer range on a single charge, charging technology, and self-driving system are the most enticing features. Tesla Motors places a high priority on battery safety and reliability, which includes not only the 'cell' pack but also the charge and discharge control components as well.
	Position Innovation refers to a change in the way new products and services are introduced to the market. Position Innovation Products and services are repositioned in the market as the primary focus of this strategy (Thabit and Raewf, 2018). To promote Tesla's upcoming electric car, position Innovation will assist the company in formulating marketing tactics and ideas.
	Paradigm. Tesla customers are introduced to a new concept: improving quality of life should not affect the environment. Governments and society must construct a new method of creating infrastructure around autos. However, changing social infrastructure may cause a host of issues. Tesla helped people's brains embrace this new sort of transportation, causing a paradigm shift. They provided great automobile testing services and promoted their eco-friendly and simple approach on social media. Many governments, like those in America, have recognised that as more people develop an environmental concern and begin to purchase electric vehicles, electric charging stations may become essential in communities. 
	Process innovation. Tesla improved their production and delivery methods. Initially, they switched from a closed to an open innovation process. Tesla has formed partnerships with Panasonic, Daimler AG, and Toyota. Tesla worked with these companies and some of their R&D teams to open their product and technology development. This process innovation resulted in more resources and help from outside the firm for Tesla. As a result, Tesla is more likely to produce new products and improve existing ones. 

	

	


2.5 Assessment of the Effectiveness

	Lewin's force field analysis is used to ascertain which aspects inside a scenario or organisation influence an individual's behaviour toward or away from a desired state, and which factors act in opposition to the driving forces. Tesla's mission is to accelerate the global switch to electric vehicles to help the company become the most desirable automaker in the twenty-first century (Rowland, 2018). Electric vehicles will become more accessible to mainstream consumers through Tesla's three-pronged strategy: selling its vehicles through company-owned showrooms and online, promoting its electric powertrain components to other automakers, and showing how enjoyable and socially responsible driving can be with a Tesla. Tesla's innovative culture of problem-solving encourages employees to develop solutions for present and future market issues (Meyer, 2019). People in the culture can move rapidly, accomplish the impossible and continually innovate, reason from "first principles," think like owners, and are all in on the decision-making process (Meyer, 2019). Elon Musk is always there to lend a helping hand to his co-workers as they strive to accomplish impossible feats (Gayathri, 2019).
		
		2.5.1 Barriers & Risks
	
	Using the Five Forces Analysis, a strategic management methodology, Michael Porter analysed how external variables affected companies and the competitive landscape in their industry. (Hadi, 2022). External factors affecting the automobile and energy solutions industries are examined, as is Tesla's impact on both:
	1 – THREAT OF NEW ENTRANTS: The risk of new entrants is VERY HIGH, as the entry barrier is VERY LOW. Tesla's competitors include electric vehicle (EV) start-ups, conventional automobiles fuelled by fossil fuels, and incumbent automakers transitioning to electric vehicles.
	2 – BARGAINING POWER OF SUPPLIERS: Due to the small supply chain network, suppliers' bargaining power is HIGH. The electric vehicle sector is still in its development. Most Tesla vehicle components are currently obtained from German vendors. Tesla's production will be negatively impacted by any disruptions to the German economy, such as the COVID-19 closure and energy constraint.
	3 – BARGAINING POWER OF BUYERS: Buyers' bargaining power is LOW, as Tesla's products are segmented at the upper end of the market with premium price.
	4 – THREAT OF SUBSTITUTES: Since Tesla has a 1.2 % share of the total automotive market and a 14.55 % stake of the global electric vehicle industry, the threat of replacements is HIGH. Tesla, on the other hand, relies on customer loyalty as its primary competitive edge.
	5 – INDUSTRY RIVALRY AMONG COMPETITORS: Start-ups, major automakers, and significant car brands are all moving to electric vehicles, making it a highly competitive market and it’s very INTENSE. Efforts by rivals to undercut Tesla's pricing and differentiate their products are hurting the company's market share and profitability.
	
	
	2.6 Leadership & Management

	Elon Musk, the current CEO, and other Silicon Valley technology leaders founded Tesla Motors in 2003. By leading by example and using his desire for excellence to move the company ahead, he is recognised as a transformational leader. Transformational leaders have a favourable impact on their organisations and the marketplace. For example, this is exactly what Elon Musk has done with Tesla Motors, Space X and PayPal, as well as his other businesses (Holmberg, 2011). The leadership issue at Tesla Motors is a result of the company's over-reliance on Elon Musk to provide guidance and inspiration (Liu et al., 2014). There are going to be a wide range of executives in different divisions who are going to be needed to drive the company's global expansion. Leaders and managers who can embrace Tesla's long-term goals must be trained and nurtured through a variety of techniques. Tesla needs more transformative leaders who can propel the company's global expansion in a wide range of areas. Additionally, Tesla Motors must figure out ways to keep its top executives and managers in a field with a high turnover rate (Holmberg, 2011).


3.0 Conclusions

	Innovation and originality are essential to a company's growth and success, according to this analysis. Using Tesla Inc. as a case study, this research examined the concept of innovation potential in all its guises. For this study, the creative process is shown in context with Tesla Inc.'s original ideas, which is a good example of this. The research also examined the various invention models and their influence on the growth of the innovative concept. The 4 Ps of innovation are also discussed in this study, which help determine the various Ps of innovation. The leadership and management traits and skills needed to perform the assignment were also evaluated in this paper.

	
Appendices

1. Tesla Ansoff Growth Matrix:
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	2. Figure 1.1 Closed Innovation flowchart (Chesbrough, 2003):

	




	Figure 1.2 Open Innovation flowchart (Chesbrough 2003):


	3.  4P’s to Innovation:


















4. Five Forces Analysis

	Force Field Analysis (LEWIN)
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