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[bookmark: _Toc129381668]1.0 Introduction 
Strategic management, in essence, can be regarded as a matter of which is executed in order to attain the objectives and goals that has been set within an organisation of sorts. Pertaining to this, through generic perspective, it can be said to be the prospect of utilising resources, mainly by putting thorough and detailed strategies into practice (Kenton, 2022). 
[bookmark: _Toc129381669]1.1 Company Background
As of such, this paper mainly revolves around the competitive and development strategies that has been leveraged by Tesla Inc., of which particularly focuses on the actions that Tesla has articulated on the growing interdependency on global market (Benito et al., 2022). To put matters into perspective, Tesla Incorporated is a company that was established in 2003 by Martin Eberhand and Marc Tarpenning, of which specialises within the prospect of the manufacturing of electric vehicles (EVs). In essence, it can be said that Tesla dwells within the motor vehicles and parts industry in general regards (Shao, Wang & Yang, 2021). In 2004, Elon Musk joined the company, and became its CEO four years later. As of current, with its customers generally being environmentalists in essence, Tesla thrives mainly by pursuing in matters of which distinguishes itself from other competitors in general, particularly through innovative, competitive strategies that allows Tesla to remain ever so competitive. In today’s era, Tesla continues to retain its lead on the global EV market, with about 14% market share in general (Sudian, Sutopo & Hisjam, 2021; Tesla, 2022; Li, Lin & Xu, 2021; Patton, 2022). 
1.2 [bookmark: _Toc129381670] Objectives 
From a general perspective, this paper mainly focuses on the prospect on how Tesla manages its overall operations through fundamental strategies that assists the multinational, automotive giant on how to accelerate itself, specifically in growth and advancements in general. The objectives, in detail, are as follows:-
1.2.1 Tesla’s Core Strategies
This mainly focuses on the strategies that has been implemented by Tesla Inc., specifically on competitive and development strategies. In general regards, the Porter’s Generic Strategies has been utilised, as well as the intensive growth strategies.
1.2.2 Advantages and Limitations of Tesla’s Core Strategies
This objective lies on the prospect of dissecting the strategies of which Tesla Inc. has utilised in a thorough and detailed manner, particularly in analysing the pros and cons of the strategies in current times. 
	1.2.3 Recommendations
This generally focuses on the steps that Tesla can take into consideration in order to ensure prominent growth, as well as to maintain and sustain its current position within the automotive industry, or more specifically, the EV industry. 

[bookmark: _Toc129381671]2.0 Tesla Inc. and The Strategies Sustaining It (1750)
In accordance to Zucchi (2022), Tesla as a company hold onto the objective “to accelerate the advent of sustainable transports by bringing compelling mass-market electric cars to the market as soon as possible”, of which can best be summarise as a means of innovating the world in general perspective, particularly through the implementation of sustainable energy as such. Henceforth, it is important to note on Tesla’s strategies on how it aims to maintain its views and goals through thorough and detailed analysis. 
[bookmark: _Toc129381672]2.1 Tesla’s Core Strategies 
For ease of comprehension, the Porter’s generic strategies and intensive growth strategies are utilised for this segment.
From a general perspective, in its initial years, Tesla can be said to have utilised the automobile industry as a means to cater to a niche market, particularly by being a niche differentiation as a whole. In simpler terms, Tesla utilises the generic prospect of differentiation focus, mainly to gain competitive advantage against its competitors in general, namely Volkswagen and Ford (Liu, 2021; Shao, Wang & Yang, 2021). As of such, it is crucial to comprehend how Tesla appealed to the niche market, particularly being consumers that can be regarded as early adopters to any newly introduced products within the high- end EV market (Rowland, 2018). As said by Thomas & Maine (2019), Tesla’s initial target segmentation mainly revolves around consumers that can be regarded as rich and highly educated, of which are aiming to put a reduction on their ecological footprints. To put matters into perspective, in 2013, Tesla offers the Roadster and Model S, both of which are products that are particularly aim to penetrate the market with ease, mainly towards the luxury and premium car market (Salman, 2019; Ajitha & Nagra, 2021). For further understanding, it can best be said that has encapsulates the general concept of emphasising what makes the company different from others through the differentiation focus strategy to pierce into the automobile market (Rowland, 2018). From general regards, this essentially can be said to be Tesla’s key aims in the prospect of penetrating the market through the implementation of a plan that can be regarded as aggressive in nature, especially when considering its rapid expansion in global terms (Saxena & Vibhandik, 2021). 
As of current, the company has since undergone a moment of transition after Musk’s takeover, of which Tesla now focuses on the prospect of broad differentiation as a core strategy, specifically since Tesla has now gain a semblance of popularity. Pertaining to this, Tesla has taken the advantage to minimise their cost of production, as well as to produce wider- ranged, cheaper products at an affordable price. As of such, it can best be said that Tesla aims to cater to an even broader market, of which can be regarded as the mass market in generic regards. For instance, Tesla has merged with SolarCity in 2016, with the aim to produce an efficient and cheap solar panel (Furrier, 2020; Huang, 2019; Pressman, 2016). Another instance to this matter is that Tesla has since released Model 3, aimed to cater to wider segment of their target market through the prospect of it being the cheapest compact sedan offered from Tesla. In essence, as said by Ajitha & Nagra (2021), this can be said to be aligned with their goals, specifically in regards to the development of a low-cost, mass- marketed EV. The demand for Tesla’s EVs can be regarded as high in general, particularly since its production force can be determined to be somewhat small, of which the number of production per quarter can be regarded as limited in general (Mangram, 2012; Teece, 2018). Aside from that, it is also important to note that the general public has since grown more prominently aware on the concept of being environmentally- friendly and sustainable in its essence. Henceforth, as climate change becomes a major topic in today’s date, with ever-growing government policies and general awareness, it is no surprise to see Tesla being the pinnacle of EV development. 
Another matter that supports this strategy significantly is the prospect of research and development (R&D), of which can be regarded as fundamental in nature, particularly to generate high- quality products, as well as to form a mutual interdependency, or an alliance of some sorts with other players global wise. In other words, Tesla engages in the idea of product development, with its main goal to further increase the improvement in market technology, whilst also maintaining a significant, minimal amount of detrimental effect on the environment. To accommodate as such, Tesla aims to expands its investing endeavours to maintain its semblance of competitive edge. As of such, with the increment of investment in R&D, Tesla would be able to further advances its methods in meeting the demands of the market, particularly in regards to the prospect of having a further enhanced sustainable energy in general regards, as well as to retain its position as a market leader in regards to the EV market (Saxena & Vibhandik, 2021; Furrier, 2020; Kelly et al., n.d.; Dai, 2020; Ahmad & Khan, 2019).
[bookmark: _Toc129381673]2.2 Advantages and Limitations of Tesla’s Core Strategies
In close references to the strategies that has been implemented by Tesla, it is important to note the advantages and limitations as such.
[bookmark: _Toc129381674]2.2.1 Advantages
One of the fundamental advantages when it comes to the core strategies of Tesla is that it has aids Tesla in overcoming its barrier of entry within the automobile industry, of which specifically one that caters to the production of EV in general regards. This is mainly due to the prospect on how Tesla utilise a focus on the aspect of differentiation, specifically in the production of the Roadster and Model S, of which is generally targeted towards the premium automobile market in essence. In retrospect, we can see that Tesla has since taken advantage on the prospect of aiming within a niche market in its early years. Henceforth, this would then aid in matters concerning brand loyalty in general perspective, particularly as Tesla has differentiated itself from its competitors as a whole, mainly through the adaptation of enhanced technological advancements utilises by Tesla, of which is supported through the continuous efforts within R&D. Within the EV industry, it is no surprise to see Tesla as the pioneering company, specifically since their range of products can be regarded as rather distinct and salient in nature. With such considerations, as well as the fact that its products are built on the concept of authenticity, it can be regarded as appealing the target consumers from a broader sense (Solanki, 2022; Auffray et al., 2020; Saxena & Vibhandik, 2021; Chacar, 2018; Famy Jr., 2022). 
[bookmark: _Toc129381675]2.2.2 Limitations
The major limitations pertaining to the core strategies utilised by Tesla is that the market segmentation of which Tesla has targeted for can be regarded as rather limited and narrow, specifically when it is put into comparison with other players within the industry in general. This is mainly due to the fact that the prices, while it is aimed for a more broader target market, it can still be regarded as expensive, and somewhat limited in general. To further elaborate, this is mainly due to the differentiation strategy generally requires a high amount of expenses, particularly in regards to significant matters such as the production, the R&D, as well as other initiatives taken for further advancements and developments as a whole. Henceforth, this would ultimately lead to an increment within the product costs, of which the customers would have to bear. Another matter that should be taken into consideration is that Tesla in somewhat lacking in regards to high- volume production. While it aids in increasing the demand of consumers, it is also limiting the amount of untapped revenues that could have been attained. Aside from that, issues such as the production costs, and management resources has caused Tesla to have failed in offering high- volumes of its products, particularly its EVs. In general prospectus, this may cause an imbalance in regards to the supply and demand, of which may negatively impact the value of the brand (Mangram, 2012, Saxena & Vibhandik, 2021; Teece, 2018; Furrier, 2020; Buchel & Floreano, 2018)
	
[bookmark: _Toc129381676]2.3 Recommendations
There are many suggestions of which Tesla could adopt in order to further enhance the company as a whole. 
First and foremost, instead on just focusing on a broad differentiation strategy, Tesla should also focus on other strategies to further advance the company in general. For instance, Tesla should implement the cost leadership strategy within its operations, particularly since the company has been operating in a net loss for about 7 years (Han, 2021). In essence, this can be done by minimising their cost of production, and focusing to cater more on lower income markets. By focusing on different customer segments such as those of lower income, Tesla would be able to appeal to a wider range of its target market, thus assisting itself in combating the increment of competition, particularly other players, and new entrants in the industry. Aside from that, it should be taken into consideration that cost leadership strategies allows more flexibility. To further put this matter into perspective, this would inherently allow Tesla to attract a larger consumer base, as Tesla could then try out on other ventures of which other competitors may not be able to (Kim et al., 2004). It can also be said that cost leadership strategy, in essence, can be fundamental in withstanding an economic recession in general, which can be regarded as crucial in today’s date. This is mainly due to the fact that cost leadership strategy handles the changes within matters in production with a budget in mind, thus allowing it to overcome the downturns of economy (Notta & Vlachvei, 2015). By implementing this strategy, Tesla could utilises low operational costs, while also appealing itself to the target market. 
Another matter that should be taken into consideration is that Tesla should expand its product line, particularly as a way to combat competitors within the EV industry, of which can be regarded as ever-growing. In other words, Tesla should increase the scale of its production in general, and not limit it in order to ensure that it could satisfy more consumers in general. Through general perspective, this can be done by expanding their range of products in general, specifically one that can be regarded as affordable and appealing enough to gratify the demands of consumers in general (Auffray et al., 2020). For instance, Tesla could divert its focus on the cargo transportation industry, of which could further aid the company in an advancement in growth. The upcoming Cybertruck is expected to have high expectations on the market in the future, of which could further assist Tesla in an increment in revenue (Olinga, 2023. 
Putting Tesla’s brand reputation in consideration, it can be determined Tesla could overtake the EV market with ease. This matter can be regarded as fundamental in general, as it can assist Tesla in outdoing its competitors, as well as gaining the market share (Tomasetti, 2023; Chen & Perez, 2017). 
[bookmark: _Toc129381677]3.0 Conclusion
In conclusion, Tesla, as a company can be regarded as competent and efficient in the implementations of its strategies, particularly when compared to those within the automotive industry, or ever more specifically, the EV industry. Pertaining to this, with the ever-growing interdependency and integrating connection on globalisation, Tesla would show further enhancement and growth over the years. Even so, it is also crucial to consider the challenges of which Tesla may faces, particularly from major competitors such as Volkswagen and Ford. Putting the current trend into consideration, with the rise of environmentally- friendly alternatives in today’s date, we may see an increment in growth and sales for Tesla, as consumers are slowly undergoing a paradigm shift, of which would greatly affect Tesla in a positive manner, particularly since said company already has a range of EV models that may appeal to the consumers. In its essence, the core strategies should allow Tesla to maintain its position, as well as also maintaining its competitive advantage over other players within the industry, mainly by remaining consistent with its methods. All in all, based on the analysis done, Tesla has since discovered on how to maintain a significant presence within the industry would require the prospect of pursuing competitive and development strategies. Commitment is essential in this regard, of which would require Tesla to strategically make decisions to maintain a “multifaceted course of action”. Overall, by adopting a sound, thorough and detailed competitive strategies, it would be no surprise to see Tesla’s strategic position shifts for the better, specifically in the future (Kelly et al., 2019; Chen & Perez, 2018; Ahmad & Khan, 2019; Saxena & Vibhandik, 2021). 
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