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[bookmark: _Toc70537755]Introduction 
The main motto of all the profitable business is obviously to maximize profit as much as it can but in the era of globalization, the motto has changed slightly and now most of the businesses goal has become earning sustainable profitability that ensures sustainable growth and brings positive social changes (Brito, 2012). This is what we call the social business. Throughout this assessment. How Tesla inc. engage with its stakeholders, how it operates and engage with its community, the process through which the company uses and promotes its business on social media and the appropriate training and development opportunity that it can provide to its employees has been discussed. In the last part of this study, a brief conclusion has been concluded along with some recommendations.  

[bookmark: _Toc70537756]1.0 Relationship with Tesla Inc. with its Stakeholders and how they engage with them in community engagement
Stakeholders are the individual or group of people who can put an impact on the business they are related with or the business can put an impact on them. The stakeholders indicate individual or group of corporate, organization, member, interrelated personnel like employees, customers, competitors, communities, regulators, investors, supplier etc. who can put an impact through their activities or can be affected by an organisation’s activities (Carroll, Buchholtz and Brown, 2014). The process by which an organization put an impact through its decision on its stakeholder’s community is known as stakeholder’s engagement (Dostilio and Welch, 2019). Through community engagement, Tesla Inc.’s management makes sure that each stakeholder of the company gets a regular update about the decision’s that it takes to continue its business operation that might have an impact on its stakeholders’ interest. Tesla Inc. considers its employees, customers, competitors, investors, communities and regulators as its stakeholders. 

[bookmark: _Toc70385777]Figure 1: Stakeholder of Tesla Inc.
Source: (tesla.com, 2021)
· Employees
Tesla Inc. mainly designs, manufactures, sells, install and serve as one of the best solar technology, energy storage systems and electric vehicles with the help of its employees in the world (Folschette, 2021). The employees are considered as the internal stakeholder of Tesla Inc. As per Tesla’s official data, around 70,757 employees are working in the company with the view to achieving the company’s ultimate goal which is sustainable profitability and growth (tesla.com, 2021). The company is ensuring employee engagement by making sure that the employees are getting the opportunity to work in a better working environment, employees active work is changing the world in a better way (GREENSPAN, 2018). The company also engaging with its employee by providing them better opportunities, proper salaries and good career opportunities which will ultimately increase the individual employee’s productivity and ensure that the employees are performing well.   
· Customers
Tesla Inc. ensures that its customer is getting the opportunity to generate, store and use sustainable energy with the help of the product of the company. Tesla Inc. tries to manufacture and sell its product at a reasonable price which helps the company to engage with its customers (Hite, 2017). To sell the product at a reasonable price, the company manufactures their motor car’s batteries which allowed the company to reduce its cost and sell the product to its customer at a reasonable price that satisfies the customers need. 
· Investors & Shareholders 
Investors and the shareholders are also considered as the stakeholder of Tesla Inc. as they have an interest in the decisions that Tesla Inc. make to achieve success because investors and shareholders are the ones who invested their money as fund into the company (GREENSPAN, 2018). Tesla Inc. ensures engagement with its investors and shareholders by giving them the right to take a part in the decision-making process that would lead the company to achieve sustainable growth and profitability.  
· Communities
Tesla Inc. is ensuring engagement with its communities through protecting the conserving of the environment by ensuring environmental friendliness of its product like electric automobiles, batteries, solar panels etc. (Mijailovic, 2013). Tesla uses advanced technologies that to manufacture its product which also ensures the satisfaction of the communities. Sustainable energy solutions used by Tesla Inc. ensures the promotion of the company’s public relations with its communities. 
· Government  
Tesla Inc. ensures engagement with the government by following all the regulation applicable to the company (Schleifer, 2021). The Government also set the requirement depending on which Tesla Inc. determines the limit that they have to reach.  
[bookmark: _Toc70537757]2.0 Different eras of Tesla Inc. and how community engagement has evolved
The eras of Tesla Inc. can be divided into two part which are former operations and current operations. A brief explanation of the different era of Tesla Inc. is given below:
[bookmark: _Toc70537758]2.1 Former operations and Skills of Teska Inc. 
Tesla Inc. was mainly founded and incorporated as Tesla Motors in 2003. The founder of Tesla Inc. was Martin Eberhard and Marc Terpenning intending to manufacture and sell cars and build a technology company with the help of the technological side where it has expertise like the battery, computer software, motors etc. (tesla.com, 2021). The two along with Lan Wright successfully raised $7.5 million from different investors where Elon Musk alone invested 6.5 million and later J.B Straubel joined in 2004 and five of them become co-founder of Tesla Inc. the First generation of Tesla inc. started from 2005-2009 (Solar and Powerwall, 2021). The company is ranked top in the world for its best-selling plug-in batteries electric passenger car manufacturer and hold 16% of the market share. The company aims to ensure sustainable transport and energy through the electric vehicles and solar power it manufactures and sells. The company always work with the vision to ensure sustainability (Evanschitzky and Goergen, 2018). The company launched the Model S sports car in 2008 which uncovered the company’s cutting-edge technology and electric powertrain and through this product, the company also ensured the customers' safety, top-notch performance and efficiency (Schleifer, 2021). Tesla also ensured community engagement by making sure sustainable energy ecosystem by manufacturing and selling unique energy solution. 
[bookmark: _Toc70537759]2.2 Current operations and skills of Tesla Inc.
Tesla Inc. has taken many projects in hand to engage with the community which benefits the environment. In 2017 the company got engaged with America’s largest non-profit solar installer and made a huge donation of solar panels to the solar installer which is now providing power to around 150 low-income households within the USA (Brito, 2012). This initiative of Tesla Inc. is helping the disadvantaged communities to decrease pollutions, live more affordably, and gives the opportunities of doing good jobs to the needy one. The current world is now experiencing worldwide pandemic COVID-19 and the whole business world is suffering from this pandemic’s consciousness (Carroll, Buchholtz and Brown, 2014).  Tesla has donated more than 1000 ventilators to New York Community to cope up with this pandemic (Folschette, 2021). The CEO of Tesla, Elon Musk has also made a donation of $30 million to Texas’s Cameron Country schools and the City of Brownsville with the purpose of downtown revitalization.  


[bookmark: _Toc70537760]3.0 Use of social media in Tesla Inc. to support its community engagement program
In the era of digitalization, like other big corporate businesses, the management of Tesla Inc. is also using social media platform like Facebook, Twitter, LinkedIn etc. to attack the target market consumer (tesla.com, 2021). A brief discussion about the use of social media in Tesla Inc to support its community engagement programs is given below:
Twitter 
Tesla Inc.’s official Twitter account has 9.1 million followers and the CEO of Tesla; Elon Musk’s official Twitter account has 52 million followers. Recently Elon Musk has become the worlds richest person and as he is the CEO of Tesla, whenever some news comes related to Elon Musk, Tesla’s social media marketing got a boost (Folschette, 2021).       

[bookmark: _Toc70385778]Figure 2: Mentions around Tesla and Elon Musk follow a similar pattern in social media
Source: (Folschette, 2021)
Elon Musk even recruited meme-makers as Tesla’s social media manager which indicates that the time has come when CEOs are getting social. Through Twitter, Tesla engages with its community by providing updates about its new products, achievements, donations and charities, announcements etc.
Instagram 
The official account of Tesla names teslamotors where the company has 8.3 million followers. Through Instagram, the company tries to post short videos, high-quality pictures about its product, brief information about new products, projects, benefits of new motor and solar products uses features of its product etc. (Hite, 2017). In the case of Instagram, the company recruit experienced and skilled graphic designers, photographers, social media personnel to become engaged with the community. 
LinkedIn 
Tesla Inc.’s official account on LinkedIn has 8.16 million followers and through this platform, the company tries to promote its business and grab the attention of potential talented candidates to make them interested to work in the company (Mijailovic, 2013). Through the LinkedIn account, the company posts about new projects, new products, reports, research papers and most importantly vacancy information of the company. 
From October 2020, Tesla, mainly the CEO, Elon Musk took the initiative to dissolve its PR department (Folschette, 2021). The company decided to use social media platform vastly to stay connected and engaged with the community and its followers. To grab more audience’s attention Tesla is going to provide updates through both its official social media account along Elon Musk’s account. 

[bookmark: _Toc70537761]4.0 Required training and development for the employees to equip them in dealing with socio-cultural issues
The forward-looking approach defines the process through which a business organization can make effective decisions based on systemic analysis and scenario analysis. Well, the future is uncertain and no one knows what will happen in the future (Evanschitzky and Goergen, 2018). Whenever management of an organisation speaks about the company’s plans like next quarter or next month planning or target, the management that contains experienced and skilled employees tries to predict the future depending on systemic and scenario analysis (Schleifer, 2021). As human capital is the most important part of an organization, Tesla can provide multicultural training to its diversified employees, managers, staffs so that they could be able to work in any situation with different culture backed people freely and contribute to the achievement of the organizational goal (Hite, 2017).  Multicultural training assists a company to
· Provide the same level of opportunity to all the employees regardless of their culture, only depending on their talent.
· Strengthened the relationship between all the employees, staffs, managers to allow them to work together efficiently.
· Solve and come up with a better solution in case of conflict between the employees.
· Appreciate employees based on their talent which will make them feel equally treated and increase their productivity.  
Tesla Inc. arranging training opportunity for its employees must have to ensure that the employees are learning about knowledge, awareness, skills and actions.
· Knowledge is a basic component under which the employees could learn about multicultural issues, benefits of working in a multicultural environment etc. 
· Awareness teaches the employees about different cultures, do and don’ts, how to react, how to handle employees from different culture and how to respect every person’s culture and what should be the appropriate relationship between employees working in the organization altogether (Hite, 2017).
· Skills are the basic component that trains the employees about how to carefully handle cross-cultural conflict between employees without harming any employees personal and cultural values and beliefs (Dostilio and Welch, 2019). 
· Actions are the combination of knowledge, awareness and skills. It teaches how to react and what to do in case of handling the different situation which is created due to multicultural issues (Evanschitzky and Goergen, 2018). It enhances the cross-cultural communication power of the employees and makes them perform efficiently altogether. 


[bookmark: _Toc70537762]Conclusion 
Tesla Inc. started its journey to manufacture and sell cars and build a technology company with the help of the technological side where it has expertise like the battery, computer software, motors etc. (tesla.com, 2021). Tesla is continuously engaging with its stakeholders through social media, offline meetings as the organization know the stakeholder has an interest in the decision it takes to operate its daily business. Elon mask, the CEO of Tesla has decided to engage with its customers and community through the use of social media platform like Instagram, Twitter, Linked In etc. and promote its business (D'Angelo, 2017). As Tesla runs the international business the organization should provide proper training and development to its employees to expertise them in a forward-looking approach and ensuring they are learning basic things like knowledge, awareness, skills and action in the training process.
[bookmark: _Toc70537763]Recommendation 
Tesla Inc. with the help of its CEO, Elon Musk’s brilliant marketing strategy has become the world’s bestselling plug-in and battery electric passenger car manufacturer and seller. Recently Elon Musk has become the worlds richest man alive which also boosted the company’s reputation. Tesla donated a huge amount to America’s top non-profit solar panel to help more than 150 low-income households to have a power supply, Elon Musk also donated more than 1000 ventilator machine to New York to fight with covid-19. Tesla also donated £30 million to Texas’s Cameron Country schools and the City of Brownsville with the purpose of downtown revitalization.  These type of engagement with the community through donation, charity program makes the company’s brand image high to its customer and attract more customer base who wills to buy the company’s product from the feelings of gratefulness.  
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