










TESLA’S ENTRY INTO THE US AUTO INDUSTRY


Executive Summary
The paper was constructed on understanding Tesla market entry strategy in the US market and different challenges that the company had faced that almost wiped out the entire company. The entire paper was based on the main question which highlighted the importance of easy courses in the present market and the existence of Tesla in the situation. The paper had covered several theoretical understandings while highlighting and discussing each issue faced by Tesla as per the given case study. The strategic decisions taken by Tesla such as focus on niche market, in-house design and assembly, sales in company-owned stores and shared autonomy fleet have successfully helped the business to grow over the last few years. Even though, the company faced uncertain difficulties, the strategic decisions taken by the management has allowed the business to improve its overall value in the long-run. Keeping all the issues in mind, the business is advised to focus on improving its quality along with a new product line for the low-income group consumers. Tesla has faced multiple issues while entering the automotive industry of the US. However it has introduced some strategic development to overcome the barriers. Detailed information regarding the strategic development and the contribution of the strategic developments to gain competitive advantages over other competitors has been provided in the study.
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[bookmark: _Toc112092168]Introduction 
Tesla is considered to be the biggest company in the world with a high reputation and products which are made in line between luxury, comfort, safety and responsibility towards the environment. In this report the Tesla survival strategy inside the US economy during launch of model 3 had been covered. Additionally, the paper will focus on the so -called Tesla master plan in the market along with focus on various challenges that CEO Elon Musk faced during the  entry time. Along with the case study the paper will also focus on secondary papers to highlight different issues inside Tesla which almost put a stop on Tesla once and for all. The paper will break down such issues and Tesla strategy one by one supported by different academic theories and models to deepen the thought process which can cultivate towards suggesting a better approach in the recommendation section of the paper. The study will evaluate not just Tesla strategy and issues in their car but also US car markets and changes in customer mindset which ultimately put Tesla at the top and led other large competitors in the US market to say that they were also going to produce EV cars. The paper will discuss the change in perception in a customer as well as competitor mindset by Tesla. Additionally, the paper will also evaluated the reason of such issue despite in 2013 Tesla’ model S sedan had won the year’s Motor Trend’s car of the year award. 
[bookmark: _qtq0fawzng0p][bookmark: _Toc112092169]Background of company
Market share 
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Figure 1: Tesla Market share
(Source: From Case study)
As per the given depiction of the case study, based on total market share in 2018 the Tesla came in last position with general motor on top and ford on second. The total market share of the automobile market in the US was around 46% in 2018. In 2018 Tesla accounted for less than 0.2% of market share in 2018. Coming back to 2020, there is a totally new segment called EV vehicle segment in which Tesla is in the lead position. Data show that in the total global EV market Tesla holds 79% of the shares (Refer to case study). However, in 2021 the total sales went down by around 10% but it is still an impressive number as per global standards (Electrek.co, 2022). It is expected that this number will further go down as more and more top automobile players such as Ford, BMW are focusing on EV cars production and investing major resources into EV production. 
Major competitors 
Major competitors of Tesla included all traditional automobile companies into the US market. Here only the US market has been focused although based on the international market there are several others. Hence, based on the US market, companies such as Ford Motor company and general motor company are two most major competitors of Tesla. As per 2021 data, the total market cap of Tesla was 1.1 trillion dollars while the ford motor was 78 billion dollars and GM motor was 88.7 billion dollars (Investopedia.com, 2022). In Fact based on the top EV car list, the Chevy volt and Mustang Mach-E comes in third and fourth position. 
Mission
Tesla's main mission is to make the fastest acceleration towards world transition into sustainable energy. The company was founded in 2003 by a group of engineers who wanted to prove people didn’t need to compromise their transportation in order to secure the environment (Tesla.com, 2022). The Tesla vehicle comes into the account to keep the same experience but in terms of sustainable energy solution. Currently doing the best, taking risk, respect, constant learning and governmental Consciousness or fall under core values of Tesla. 
Consumer approaches 
There are three ways that have been found through which Tesla created the consumer approach : personalized driver profile, data driven decision and design, finally dynamic personalisation (Forbes.com, 2022). Unlike other car companies Tesla’s operation is to create a fluid system that can be updated as the system improves. Hence it gives personalized experience to each consumer based on the same products.. 
[bookmark: _q75hwn7453rx][bookmark: _Toc112092170]Issues faced during entry into US market 
Quality issue 
Tesla cars are considered to be under luxury segments hence the quality issue is the biggest issue that shattered companies performance and almost put an end to companies existence. As described by the case study each car model of the company was led to the market and experienced various technological glitches, quality issues and missed sales projection. Especially Tesla model three had suffered from something called panel gap issue. According to Generosi et al. (2018), panel gaps are the line between doors or the one which is situated between call hood and sender. Hence they occur reading the time when parts are misaligned during the assembly process. Panel issue is a critical issue that is related to drivers safety in a card along with performance of a card. The Tesla model three also suffered with charging issues due to its touchscreen. The card model has been hit with a number of interior and exterior issues since its rollout. All these results had forced Tesla model three to be ranked one of the most overrated cars in the market. Although the ranking is totally subjective, it is clear that the quality issue reported by model three owners is leaking, which the vehicle is allegedly susceptible to. Another potential problem many drivers have complained about is the lack of physical keys which raised concern Regarding its possibility to be locked out of accord if an electronic system failed or hacking took place.
Leadership issue
The leader of Tesla, Elon musk also faced another challenge regarding another company called space X. The situation was a bottleneck where one company had to survive and it created a leadership challenge for Tesla. As described in the Forbes magazine that as the company was running out of money, slashing jobs were taking place. Additionally the production unit was also pirated away from more expensive models that have kept its head over the water. Tesla was already having issues with their existing model regarding quality and focusing on a more expensive model was simply looking at an impossible task for Tesla. The same situation can also be well described through a theoretical approach called Mintzberg's managerial theory.
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Figure 2: Mintzberg Management roles
(Source: Forbes.com, 2022)
The overall graphical picture of the theory had been illustrated in the above image which was founded on the idea that managers are involved in 10 roles divided into three main sections which are interpersonal, informational and decisional (Ariannezhad et al., 2021). The theory describes the issue of any management or leadership by identifying issues into three separate areas. For Tesla the challenge was allocated mainly into the interpersonal section regarding resource allocated as well as negotiated aspects. Along with improving the quality of existing cars models with limited number of resources Elon musk also had to make decisions regarding future aspects of Tesla. As described in the case study due to vehicle management service issues, the connectivity issue had been advised in front of the company which was reducing connection between customers and Tesla.
Suppliers issue
The case study pointed out that inside Tesla there were three tiers of suppliers available and different objectives taken by tier one suppliers caused major problems for Tesla. The tier one supplier for the company included Robert Bosch which sold components and stop systems that integrate multiple parts such as steering systems directly into OEMs (Li et al., 2019). The tier II system sold parts such as interior trim, bumper, wires and cable to the tier 1 suppliers and mini tier 2 suppliers sold to customers in multiple industries. Tier three suppliers sold and differentiated raw materials such as steel or rubber to tier 1 and tier II suppliers separately (Refer to case study). As of supply and what investigating new technology by addressing future dominated electric vehicles which required few parts of friction between tier 1 and tier II supply or was taking place (Jiang and Ye, 2019). Due to the change in vision in tier 1 suppliers there is a lack of supply from tier 2 or supply chain disruption has occurred. The key study described that tier one supplier was expected to capture a larger portion of vehicle value by selling subsystems such as Advance driver assistant technology and infotainment systems regarding enhanced safety along with driver experience. All this is a new technology and required tier 1 suppliers to change and modify their supply chain management issue to remodel with their new version. As a result, the tier one supplier was directly correlated with tier 2 suppliers hence due to different vision issues had taken place (Refer to case study). The overall supply chain issue can be better projected with another academic theory called the flow model of supply chain management. There are three main sections of this flow model which are production flow, information flow and finally finance flow. Between suppliers the information flow area had been mismatched which caused major issues for Tesla. Due to information mismatch although with superior research and development team the final cars had produced several quality issues which Tesla was not able to understand initially. 
Customer mindset 
In 2018 the overall car buyers’ market was highly influential because around 130 million registered passenger cars had been found in the United States. The average vehicle retention was all-time high of 11.6 years and most of the cars spent 95% of the time parked. Hence approximately 75% of workers in the United States commute alone by car (Refer to case study). The millennial customers had created the most impact on the overall market because as per survey on 2000 million car buyers it has been found that safety, fuel efficiency and high-quality are the three most important factors at the top where price, brand are ranked least important (Refer to case study). The model three quality issue had created a challenge for millennial car buyers to make a shift from traditional fuel cars to electric vehicles. As a result, challenges arise in front of Tesla to change consumer mindset so that people understand the importance of switching to electric vehicles (Sharma et al., 2022). However because the Tesla cars had been listed on luxury segments along with it suffered due to several quality control issues many customers had reason to believe that purchasing or taking a switch into easy cars is an early phase and there are still more reliable models and higher efficient models are yet to come in the market. Hence customer faith in Tesla had reduced and the majority of customers were expecting new changes in future. The theory of reasoned action highlights that a customer's behaviour focuses on the relationship between marketing and the pre-existing attitude of the consumer that ultimately determines purchasing decisions (Forbes.com, 2022). According to this theory consumer act and behaviour that they believe will create or receive a particular outcome. As such, rational decision making is a chief element that drives consumers to make purchases. According to Baratzadeh and Hasheminejad (2022), customers only take a specific action when they are given a reason to believe that there will be a specific desired result. However in this case the overall goal to produce a carbon neutral car had not given customers enough confidence to believe in Tesla. Hence, although people had aligned with the Tesla version to produce carbon neutral cars, they did not have enough confidence in Tesla to purchase their vehicle during the time due to lack of quality and several customer issues highlighted from existing customers.
Dealership issue 
As per 2018 market data they had over 18,000 new car dealerships present in the United States at that moment which was reduced from 22,000 in 2007 (Refer to case study). Sales of new cars accounted for roughly 30% of a dealership profit and a dealer or an approximately 2% of the purchase price of a new car as a profit (Abdul Hussien et al. 2021). These profits were expected to decrease significantly with easy cars because they required less service and fewer repairs. As a result many dealers had rejected selling Tesla cars due to their personal benefit and low profit margin. The case study highlighted that 2016 study found that dealers steed customers away from easy by not displaying them prominently which created a major disadvantage for Tesla to reach to the target customers (Refer to case study). customers away from easy by not displaying them prominently which create a major disadvantage for Tesla to reach to the target customers.
Bottlenecks in Supply Chain 
The production bottleneck faced by Tesla in 2018 can be identified as a major issue. During this time, the company faced issues in assembling the Model 3. Initially, the company aimed to produce 5,000 model (Nytimes.com, 2018). The main issue is mainly associated with its system integration. The CEO of the business even identified the issues as “Production Hell”. Here, due to excessive automation the entire business faced the bottleneck issue. Even researchers have identified that anywhere in a supply chain, bottlenecks can occur, surprisingly when it comes to manufacturing. Here the point of congestion has been identified as bottleneck. 
[bookmark: _Toc112092171]Strategic Decisions Undertaken for Overcoming Problems
Focusing on a niche market
In 2006, the CEO and Co-Founder of Tesla Motors, Elon Musk first introduced the Master Plan on its website. Here, the main purpose was to present the initial product of Tesla motors in front of the consumers. From its initial stage of business, the company mainly focused on the high end of the market (Tesla.com, 2006). The strategy was to make the potential individuals who were prepared to pay a premium. After that, the company lowered the prices with higher volume with each successive model. Therefore, it is quite clear that the company mainly focused on a niche market. This strategy practically allowed the business to decrease the level of competition as it was not the same from the point of view of traditional automakers. Rather, Tesla focused on the vehicles, which the traditional automakers ignored. Researchers have identified that when an individual or a business is serving a specific audience, there is a high chance for the individual or the business to have fewer competitors providing the same offering. The significant audience has enabled the business to reduce competition. 
On the other hand, by focusing only on a smaller audience, the business has been capable of building brand loyalty. With the help of improving the quality of customer service, the company has nurtured its relationship with its customers. It has catered to the specific needs of the consumers. Kim (2020) have opined that the niche market has made it easier for Tesla for advertising and market. In a way, the business has been capable of saving substantially on marketing and advertising. The generally highly targeted market has been cost-effective for the business. Needless to say, the target market has benefitted the business with high-profit margins. There has been a winning market share from luxury gas-fueled models. With the specialized needs, consumers do not even mind paying a little extra for the services. It would have been challenging for Tesla in case it introduced products the same as traditional automakers. Simply by focusing on the niche category, the company has been able to provide expertise (Ingram, 2018). The expertise and skills in this area have helped the business to attract more consumers to meet their specific requirements.   
Keeping Design and Assembly in-house
Unlike other automakers, Tesla did not outsource the components from the suppliers. Rather it has maintained in-house design components only to avoid supply chain issues. The level of self-sufficiency proved the company’s value effectively. According to the company’s CEO, the company is continuing its process to build much more the car than other traditional manufacturers. This is simply presenting the company's ability to internally design the parts and components (Perkins and Murmann, 2018). However, it is not only protecting the business against supply chain disruptions but it is also allowing to enhance the ability to produce medical vehicles that are far more advanced than those made by the established automakers. Moreover, the control over-engineering is allowing the business to have new software update functionalities. The company described as “computers on wheels” does not use typical auto industry approach to be starkly different. In an effective way, the in-house design arrangement has benefited the company to quickly adopt to the pace of innovation. Even though these costs for production equipment, factories, maintaining in-house technical design talent and recruiting are comparatively expensive, with the help of the investment, the company has been able to produce rapid product design life cycle times. 
The end products of the company have also been proven to be better in reliability and performance in comparison with the products that are built with horizontal integration. For instance, the battery produced by the company is continuously proving their effort to improve at astonishing pace. In comparison with traditional automakers, these batteries have longer ranged. This distinctive business strategy of Tesla has allowed the business to maintain manufacturing lines even in difficult times (Cooke, 2020). The unmatched rate of innovation and self-sufficient structure has improved the company’s growth in a way that the company is at the forefront of the electric car market. Moreover, for an unforeseeable future, the company is expected to be maintaining its position. The company’s impressive rate of production and delivery is undoubtedly a surprise in the market for automakers. Through vertical integration, the company has maintained its legacy as a vehicle manufacturer across the world. The unique in-house design business model has surprisingly allowed the business the agility in making tweaks to the part to solve the issues in supply chain. 
Selling Cars through Company-owned Stores and Increasing store Footprint
In its initial phase of the business, the company has realized that the company owned store and service center model is essentially important. Here the main purpose was to save money on construction. Along with this, the company also aimed to gain a widespread distribution overnight. Fan et al. (2022) have opined that the approach also involved sales individuals who earned salary instead of commission for selling cars. Across the States and Washington DC, the company owns around 111 stores. Here the main issue was that the dealership lobby was affecting the company’s ability to expand store footprint. For instance, most individuals already make a firm decision about the type of automobile they want to buy by the time they decide to visit the local dealer. At that point, discussing the price with the dealer is about all that remains. Here, Tesla as a new automaker, consequently provided the opportunity to inform potential buyers about their models. This is the main reason behind the company to choose high visibility and high foot traffic retail areas for their stores and gallery locations. Túry (2018) has stated that this has enabled them to engage with potential consumers and provide product specialists with information about the automobiles before the customers make a decision over which new car to purchase. Here the product specialists are qualified to respond to inquiries on any electric vehicles. 
By directly selling to the consumers, the company is not only enabling rapid growth, but also puts the company ahead of the traditional dealership. The direct sales will prevent the current industry heavyweights from quickly switching to electric automobiles. Moreover, it has been observed that the service and parts department in car dealership contributes around 47% of its gross profit (Insideevs.com, 2019). Several researchers have identified this consumer approach as an inspiration for the automobile industry. In most cases, the direct sales model of Tesla is often considered as costly and overwhelming task. This allows the company a chance to cut out the costs of incorporating a middleman. In certain cases, when the middleman independently operates the market, manufacturers tend to lose control over their sales processes (Han, 2021). Here, the middle man is allowed to set a manufacturer's suggested retail price that no one will actually pay.  
Development of Completely self-driving
The development of self-driving was introduced to integrate energy generation and storage. The company involved a solar roof with batteries with seamless integration. This was elegant and simply functional, empowering each individual to be their own utility. The company realized the issue of accelerating a sustainable future. It aimed to scale up the production volume as quickly as possible. Researchers have identified that this is the main reason behind Tesla to focus mainly on designing the machine (Liao et al., 2021). The CEO of the company explained that the the development of self driving would have a shared autonomy fleet. It provided the consumers the exclusivity to buy a car whenever they want. The shared autonomous fleet was aimed to allow the consumers to make money while they are not using the cars. 
With the help of this development, consumers are allowed to add their vehicle to the Tesla shared fleet with the simple touch of a button on Tesla mobile application. This has allowed the consumers to earn money when they are away from home or at work. Loeb and Kockelman (2019) have opined that this is a way for reducing the true cost of the ownership and making a Tesla accessible to practically everyone. The company has identified that since most automobiles are only used by their owners for five to 10% of the day, a truly self driving car would certainly have a much higher fundamental economic utility than a car that is not. This has been identified as the situation where demand is higher than the supply of customer owned cars. 
Evaluating the shared fleet autonomy provided by the car company, it can be stated that while several individuals see the world where all cars are self-driving, and there are rules in ride-sharing, the automobile ownership will remain here. Iacobucci et al. (2018) have opined that the concept mainly demonstrates how the company envisions automobile ownership in this era and it largely holds up. Here, the company's main purpose is to run its own fleet to guarantee that the users of the app can always request a ride. 


[bookmark: _Toc112092172]Competitive Advantage from Strategic Management 
Fulfilling the Identified Market Gap 
Tesla is one of the biggest names in the automotive industry and innovation is the key to the success of this organisation. As per the view of Fainshmidt et al. (2019), gaining competitive advantages is the primary concern of a business organisation to gain success in the highly competitive business market. Based on the overall characteristics of the automotive industry of the US it can be understood that the luxury as well as sports car segment has the potential to occupy 10% of the new car market in the US. It is an attractive segment as the segment is related to producing comparatively lower volume of units and gaining comparatively higher amount of profitability. Target customers of the luxury car segment are ready to invest a comparatively premium amount to gain their desired products. Tesla was successful to identify the market gap within the luxury car segment as most of the traditional car manufacturing organisations have ignored the potential of electric vehicles within the luxury car segment.
The two-seat Roadster was the first manufactured car of Tesla and it was not only a premium car but also the strongest available car in this particular segment. Based on the operational activities of Tesla it can be understood that it has faced multiple issues from different global suppliers while outsourcing some major components of this particular car. The retail price of this particular model was $100,000 and there are some attractive features of this particular model as it is capable of hitting 60 mph within just four seconds. This particular model was a major success for Tesla as it was capable of producing nearly 2500 units and the production of this particular model was stopped in 2012. There are major difficulties such as production issues and only 2500 units were manufactured and delivered within the four-year production period between the time period of 2008 to 2012. However, it has provided a comparatively higher competitive advantage to Tesla. For instance, the efficiency of Roadster has changed the overall perception of individuals related to electric cars and it has influenced to take a comparatively higher number of electric vehicles initiatives or programmes. As per the opinion of Soniewicki and Paliszkiewicz (2019), it is important for a business organisation to change the overall perception of the consumers related to a specific product at the initial stage. The attractive features of the first model such as 393 km is of EPA range by the first Li-ion battery pack within a production car and 201 km/h top speed have redefined the perception of individuals related to electric vehicles. The overall perception of common people was that electric vehicles are only good for golf carts.
It has influenced Tesla to make more luxurious as well as modern cars in the near future as the Model S sedan has been introduced by Tesla in 2013 and the attractive design and features of this particular model have helped to win the Motor Trend’s car of the year award. Tesla has utilised Da profit gained from the roadster model to introduce the combination of design and assembly in-house production to reduce the overall value of the car. It has provided comparatively higher competitive advantage to Tesla as the sales of Model S were capable to match the combined sales of series 7 and six of BMW and Mercedes Benz S class as well as CLS. The overall improvement of Tesla and continuous financial growth of this organisation generally indicate the changing perception of target consumers towards luxury electric vehicles.
Reducing dependency on outsourcing 
Tesla has faced multiple issues regarding outsourcing and during the manufacturing process of its first car called Roadstar. The manufacturing process was delayed and the price of the particular product has been increased and as Tesla has comparatively less control over the manufacturing process. As per the view of Wolff et al. (2022), competitive advantage is dependent on multiple factors such as providing high-quality products within an affordable price range as well as reducing price compared to the nearest competitors. Application of Porter's generic strategy is crucial to understand the four elements of competitive advantage such as cost leadership, cost focus, differentiation leadership and differentiation focus. It is crucial to identify that Tesla was successful in producing 80% of the total components of its Model 3 car in its own factory in California and Michigan. It has helped the organisation to establish a secure infrastructure and it has increased the overall self dependency of the business entity. For instance, the Model 3 was the first initiative of the business organisation to focus on mass production. Model X was the previous model of Model 3 and the price of Model X was nearly $80,000. However, $27,500 was the lowest price of Model 3. It has increased the overall popularity of Tesla as electric vehicles became available to the mass audience. Tesla has implemented the concept of cost leadership as well as differentiation focus within its operational initiatives (Ali and Anwar, 2021). 
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Figure 3: Porter’s Generic strategy
(Source: Based on Islami et al. 2020)
Comparatively lower price of Model 3 has gained the overall attraction of the target audience and people have started to choose Tesla over other traditional fossil fuel based vehicles. For instance nearly 500,000 customers have reserved this model in advance through putting down US$1000. It has increased the overall hype of Tesla and people became familiar with the operational activities of Tesla.
The concept of cost leadership strategy is related to focusing on reducing the overall cost for delivering services or products to a customer. As per the view of Abdolshah et al. (2018), it helps to ensure that customers become more profitable while selecting the products of the particular company. The product of Tesla is different from its competitors as no other companies were capable of providing unique electric vehicles which are as feature packed as the products of Tesla. For instance, the nearest competitors of Tesla Model 3 were Chevy Bolt and Nissan LEAF. Nissan LEAF has lesser battery range and Chevy Bolt is more costly than Tesla Model 3. It definitely describes the overall competitive advantage of Tesla over its nearest competitors.     
Ensuring a greater brand value 
Electric vehicles are a new segment and people have comparatively less trust on this segment. It is the responsibility of the electric vehicle manufacturers to provide sufficient after sales service and generate trust among the customers. Based on the overall scenario of the US automotive industry it can be understood that most of the car manufacturers generally depend on multiple independent dealers for selling and servicing their cars. It is a time-consuming as well as costly approach to sell the products in the business market. As per the view of Cornell (2020), establishing company owned stores to sell products might be a costly approach at the initial stage but it helps to eliminate the third-party costs. Tesla has provided comparatively higher attention towards long-term vision as it has nearly 111 stores within 26 states as well as Washington DC. In this settlement Tesla has to pay salary to its employees rather than commission to the dealers. It has increased the capability of Tesla to control the overall price of its products. The charging station operated by Tesla has a huge impact on the overall intention of the customers to select Tesla over other companies. It has more than 11,000 superchargers and 1300 charging stations for Tesla vehicles and people are capable of charging their Tesla cars on the go. The competitive advantage of Tesla over other competitors like Nissan is very clear. For instance, a Nissan LEAF driver can go between 75-100 miles of range through its alternative fast charging station infrastructure for a 30 minutes of time period. However a Tesla driver is capable of getting the range of 170 miles by charging for a 30 minutes time period.
Continuous innovation 
Continuous innovation is one of the major keys to gain competitive advantage in the highly competitive business market. Tesla has made huge innovative strategies like producing its own battery and is providing super fast charging facilities to their customers while they are driving. It has also introduced an innovative approach to sell products directly to the customers without providing commission to the car dealers. As stated by Granić and Marangunić (2019), technology acceptance model is recognised as a specific information system for understanding how users generally accept as well as use a new technology. It provides comparatively higher focus at the end point where common people generally utilise the specific technology and it also analyses the behavioural intention for leading individuals to use specific technology. According to the basic characteristics of Tesla it has been understood that it has introduced a new innovative approach called self driving vehicle. 
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Figure 4: Technology acceptance model
(Source: Based on Granić and Marangunić, 2019)
It is completely focused on the end users as the end users will experience more flexibility while selecting the products of Tesla. The autonomous ride sharing platform introduced by Tesla can be helpful for the Tesla owner to make up to $6900 dollars for the year and they have to provide only 10% commission to Tesla. Tesla is thinking to empower its customers and it is providing a comparatively higher competitive advantage to the business entity.
Recommendations to overcome issues in future
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Figure 5: US Car Manufacturer Market Share (2018)
(Source: Wsj.com, 2018)
Focusing on Quality Management Processes
Issues in processes such as excessive automation and lack of system integration are preventing the business to capture the market. The above figure shows that Tesla is has the lowest market share among the companies in the US in 2018. The quality management issues can be held responsible for the lower market share. Therefore, it is advisable for the business to focus on quality management processes so that it can improve the overall quality of the products. In this way it will be able to prevent the defects in its production processes. For instance, before delivering the car to the customer, the business should also put in place efficient quality control inspection procedures to identify the main causes with the quality and mitigate various flaws. The business is also advised to maintain the model of Total Quality Management that is ISO quality Management Standard (Pirouzi et al., 2018). In this case, ISO standard for electric vehicles should be maintained by the company properly to avoid the issues in processes. As a result, it will effectively raise the quality standards which will lead the business to increase the overall quality of service. In this way, the business will be able to improve its brand image.   
Expanding the Product Line for Low-income Group Consumers
From its beginning, the company has focused only on a particular population. Only the high income group population can afford the product. However, the business should also introduce products for the low income group consumers. It will effectively increase the customer base of the company. Here the business is advised to adopt the new product development model. This model will effectively help the company to bring a new product to the market. Here, the target consumer for this particular product will be the low income group consumers. It will not only increase the consumer base for the company, but also it will improve the brand image itself. The company will be able to have a good understanding of consumers needs and wants (Lan et al., 2021). As a result, a competitive environment can be easily built. Additionally, the nature of the market for the business will represent the top required factors in order to be successful for the new product launch. It will consist of several activities and can have a complex process.    
Establishing manufacturing units in Asian countries
Tesla has proper financial infrastructure to support its future operations. However, the technologically advanced automotive manufacturing plants of this organisation are a major issue as the US federal government is not ready to reduce the job opportunities in their automotive industry for human beings. Tesla can establish its manufacturing units in Asian countries like India and China (Beladi et al. 2020). Employee costs can be reduced while establishing manufacturing units in the Asian countries. It will help Tesla to reduce the price of its products and introduce a product line for the middle wage income group.
Increasing transparency 
Tesla has faced issues regarding product recall due to some manufacturing defects. Lack of transparency is one of the major reasons for this particular issue. Increasing transparency among the different teams through establishing an open communication form can be helpful (Maune, 2018). All the team members will have no authority to input their opinions and findings regarding the development of a specific product. This method has the potential to enhance the overall integrity of Tesla products.
[bookmark: _Toc112092173]Conclusion 
As per the above discussion it can be understood that Tesla is one of the biggest names in the automotive industry. It is working hard to shift the focus of general consumers towards electric vehicles from traditional social fuel-based vehicles. It is important to focus on environmental protection and electric vehicles for the future of sustainability. Based on the operational activities of Tesla it can be understood that it has faced multiple issues while entering the automotive industry as the brand value of this organisation was not sufficient during the initial stages. Electric vehicles were familiar to individuals during the initial days of Tesla. The high-tech and automatic manufacturing unit of Tesla has not been appreciated by the government authority as it can hamper the employment sustainability of the US.
Tesla has faced issues communicating with its suppliers and maintaining deadlines to deliver its products at the initial stages. However, the company has worked hard to and overcome the barriers and gain success in the highly competitive automotive industry. The main strategy of this organisation was to introduce luxury and sports cards at the earliest stage and utilise the net profit gained from luxury cars to manufacture electric vehicles for mass people.
Tesla has introduced some innovative strategies within its operational activities as it has started to sell cars through company owned outlets. It has helped to minimise the cost of commission related to dealerships. It has also increased its manufacturing capability to increase self dependency. The overall cost of Tesla products has been reduced through its own manufacturing unit and selling cars through its own outlets. Tesla needs to increase transparency and provide affordable cars to common people to maintain its growth.
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