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1.0 [bookmark: _Toc129377081]Introduction 

Tesla are a vehicle and energy manufacturing company. The company designs, develops and sell, electric vehicles and energy generation. The company have had great sale success with their Model X, Model 3, Model Y and Model S vehicle models. The company is named after the famous physicist Nikola Tesla. The Tesla Roadster model used the AC motor in the vehicle which is an actual descended of the scientists original 1882 design. Following the release of the Tesla Roadster, which was the first electric sports car it earned the company a lot of new attention. After the release of the Roadster, Tesla released the Model S which is an electric sedan, and it has gone on to become one of the world’s best-selling plug-in electric cars (Vinod, 2022).
Tesla was founded back in 2003 by engineers Martin Eberhard and Marc Tarpenning. They wanted to prove that they can create electric vehicles and the vehicles would be better and much more fun to drive than gasoline powered vehicles. Elon Musk, who was the co-founder of the online payment system PayPal, was an investor of Tesla before actually becoming the CEO of the company (Wu, 2022). Elon Musk is the majority shareholder of Tesla, the other executives own less than 1% of the company’s stock. 
Tesla focuses on manufacturing electric cars, powertrain systems and components. As of 2021, Tesla has a network of 438 stores and galleries, 100 service centres, and more than 30,000 charging stations for their electric vehicles in over 3,100 locations.
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One of the objectives of this report is to analyse and evaluate strategic management and what types of strategic management Tesla has incorporated within their company and what the advantages and disadvantages are of the different types of strategic management.
Furthermore, another objective of this report is to critically evaluate competitive strategy that Tesla have used in the development of their competitive position and what the advantages and limitations are of this strategy in the current environment.
Moreover, to assess markets in action based on micro-economic and macro-economic foundations, including different market structures and their influence on strategy.
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Johnson and Scholes define strategy as the scope and direction of an organisation over the long term which achieves advantage for the organisation through its configuration or resources within a challenging environment, to meet the needs of markets and to fulfil stakeholder expectations (Johnson, 2007). Strategy refers to a company’s planned and realised set of actions that a firm takes to achieve their goal. Regardless of whether an organisation is a start-up, small business, or a global corporation, having a successful business strategy allows them to maintain a competitive advantage in its market.
There are different types of strategy such as business, corporate and operational strategy. A business strategy outlines the plan of action to achieve the vision and objectives of an organisation and guides the decision-making process to improve the company’s financial stability in a competing market. A business strategy allows organisations to compete successfully and provide best value services (Heubol, 2022). 
On the other hand, corporate strategy is concerned with the overall scope of an organisation and how values will be added to the different parts of the organisation. Corporate strategy is about achieving the right mix of business units to answer the corporate objectives of the whole organisation. A corporate strategy should also address how the group of business units will be managed. For instance, corporate strategies need to be concerned with efficiencies and mutual benefits across the whole organisation. A corporate strategy usually has a long-term view than a business strategy (Lucidity, 2022).
Moreover, operational strategy focuses on reducing process costs and improving profits for the entire business. Operational strategy revolves around the core business processes, such as production, supply chain, and logistics. Operational strategies include additional parameters, such as the capacity of production facilities, their location and product lines. An organisation’s operations strategy goes hand in hand with its overall business strategy, helping the organisation to achieve its long-term goals and improve competitiveness in the market (Indeed, 2022).  
Additionally, Michael Porter defines strategy as a competitive position, deliberately choosing a different set of activities to deliver a unique mix of value. Organisations need to understand their competitors and the market they operate in and determine how their business should react to any changes (Porter, 1996). 
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A competitive strategy is a plan of action is developed by a company to achieve a competitive advantage over their competitors. This strategy is produced after assessing out the strengths, weakness, opportunities, and threats of the competitors and comparing them to the organisation.  If an organisation is in an industry which is highly competitive then it is useful to have a competitive strategy. A competitive strategy refers to the research, planning and tactics that are devised by the organisation in order to increase their market share and stay ahead of their competitors (Sammut-Bonnici, 2014).
According to Michael Porter there are four different types of competitive strategies that can be implemented in any business which are cost leadership, differentiation, cost focus strategy and differentiation focus strategy.
The cost leadership strategy is essentially when a company offers its products and services at a lower price than their competitors. The cost leader needs to control the costs throughout the supply chain. For instance, the company needs their supplier to provide them with the lowest price possible for the parts needed, and the manufacturing process needs to be in the least most expensive labour market (Porter, 1998).
However, on the other hand, the differentiation strategy is the opposite of the cost leadership strategy. In this strategy organisations differentiate their products by adding value to them, so that it attracts customers who are willing to pay more for a product. Organisations will add features in order to increase the attractiveness of the product. Innovation, research, and development and good marketing are part of the steps that are required for the differentiation strategy to succeed (Faulkner, 2006). 
Additionally, cost focus strategy is similar to the cost leadership strategy where an organisation will attempt to attract customers and beat their competitors by offering the least value for products and services. However, this strategy focuses on a smaller market rather than larger one.
Moreover, the differentiation focus strategy is similar to the cost focus strategy as they both target specific parts of the market, but instead the driving force is providing unique value to a product or service (Magretta, 2012).
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Competitive Positioning is a strategy to distinguish a company from its competitors. Marketing professionals will analyse different aspects of the company such as current trends, and the customer needs in order to reach a more competitive position within the market. The main objective of this strategy is to increase sales, by making the company more appealing to customers. A good positioning strategy is influenced by market profile, customer segments, competitive analysis and method for delivering value (Broderick, 1998).
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Porter’s five forces is a model that identifies and analyses five competitive forces that shape every industry and helps determine an industry’s strengths and weaknesses. It is a simple tool yet powerful one as the five forces allows the organisation to identify the main sources of competition in their industry. The five forces tool was created by Harvard Business School professor Michael Porter, since its publication in 1979 it has become one of the highly regarded business strategy tools. According to Porter there five key points of competitive pressure within an industry which are as follows, Competitive Rivalry, Supplier Power, Buyer Power, Threat of Substitution and Threat of New Entry (Bruijl, 2018).
Competitive Rivalry looks at the number and strength of an organisation’s competitors. The force considers how many rivals an organisation has, who they are, and how does the product of the organisations compare with their rivals. Companies such as Tesco and Aldi have become fierce rivals as they compete with each other in the same industry. The methods that they use to attract customers to their store is by slashing prices on products and launching high impact marketing campaigns (Rahman, 2023). This can make it easy for suppliers and buyers to go elsewhere if they feel that they are not getting a good deal from one company.
Additionally, Supplier power is when the supplier of an organisation increases their price or reduces the quality of their products. If the suppliers are the only ones that can source that specific product or service for an organisation, then the supplier gains more power. If an organisation decided to switch suppliers, they would have to consider the costs of doing it. The more the suppliers the easier it is to switch and find a cheaper alternative but the fewer the suppliers then it makes the suppliers have a stronger position over the organisation. For instance, if Tesla had a supplier for their electronic components and that supplier dominated that market, they could raise their prices without worrying about their competitors which would affect the viability of Tesla’s product and they would need to reconsider suppliers (Grundy, 2006).
Moreover, Buyer power is when the number of buyers is lower than the number of suppliers. This means that customers may find it easier to switch to cheaper competitors, which can drive prices down, this is known as buyer power. Buyer power is much more significant in the food retail industry. Large supermarkets are highly competitive with one and other. Customers have strong buyer power in that market.
Furthermore, Threat of substitution rises when customers find an alternative cheaper version of the product or service an organisation offers. Companies that produce goods or services for which there are no alternatives will have more power to increase their prices and puts them in a favourable position. For instance, if an organisation produces medical tools, then the organisations can be threatened by the emergence of 3D printers as these printers can produce various amounts of products from different materials and sometimes at the fraction of the cost (Mwangi, 2014).
Finally, Threat of entry is when an organisation’s position is or can be affected by a potential competitor’s ability to enter the same industry as them. If a competitor can enter the same market as an organisation in a short period of time and it doesn’t cost them as much and they are able to establish their organisation in the same market effectively then it could drastically affect the position of the existing organisation. It is ideal for an organisation to be in an industry with strong barriers such as complex distribution networks, high starting capital costs and difficulties in suppliers who are not already committed to competitors then it can strengthen an organisations position.
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In business strategic management refers to the planning, management, and utilisation of resources to define and achieve objectives efficiently. The formulation process typically starts with an assessment of available resources, an industry analysis to assess the competitive environment in which the company operates and an internal operations assessment. After the assessments are carried out, a strategy can then be devised to achieve the desired objectives of the company (CorporateFinanceInstitute, 2022). Strategic management can be described as the identification of the purpose of the organisation and the plans and actions to achieve that purpose (Lynch, 2011).
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Tesla’s mission as a company is to accelerate the world into sustainable energy. The company innovation of the electric vehicle’s in the automobile industry started off as a niche differentiator, now many other car manufacturing companies have created their own versions of the electric vehicle. Since Elon Musk has taken over as CEO of the company, he has transitioned the company from a niche differentiator to a broad differentiator business strategy through the implementation of lithium battery products for their vehicles and the acquisition of the company “SolarCity” (Musk, 2006). The product differentiation for tesla came in the form of customisable cars, regular software updates, solar panels, supercharging capabilities and self-driving features. The acquisition of SolarCity allows Tesla to branch out into different markets such as solar panels which is a renewable energy.
Tesla uses a broad differentiation to compete within the industry. This strategy includes developing unparalleled car models that differentiate Tesla from their competitors in the automotive industry. Tesla’s Model S was released with eco friendly technology which makes them appealing for customers as its eco friendly as the vehicle does not emit any emissions such as petrol or diesel. The market is becoming more environmentally conscious hence the reason why the Tesla Model S was so appealing to customers (Study Corgi, 2022). 
Additionally, some of the benefits of an organisation that uses a differentiation strategy is that there is a reduction in price competition, it also provides the organisations product uniqueness, customer loyalty is also increased when using this strategy. A broad differentiation strategy is when a company wants to target a wide range of customers (VantageCircle, 2022).
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Tesla face will face many opportunities and challenges in the future. Society is trying to break itself free from the use of petrol and diesel vehicles. Society is becoming more environmentally conscious with the UK government having a target of no greenhouse gas emissions by the year 2050. This means that in the near future electric vehicles will dominate the automobile industry and the roads with petrol and diesel cars going extinct in the future. This being said, it would be smart for Tesla to remain producing electric vehicle’s and innovating new forms of electric transport such as electric motorbikes as the company have already released a new electric off-road vehicle. Furthermore, it would be smart for the company to release a vehicle which would be affordable to the working class just like other car manufacturing companies have done such as BMW with their 1 Series model and Mercedes Benz with their A Class model. 
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To Summarise everything that has been said Tesla have used a broad differentiation strategy to compete with their competitors in the industry. Tesla have become one of the most successful automobile manufacturers with the release of vehicles such as the Model S, Roadster, and Model X just to name a few. Tesla went from targeting a niche market to then broaden the market. There were many competitive strategies Tesla could have chosen but they chose the strategy that aligns with their company and their objective. Since Elon Musk took over the company as CEO he has propelled the company into success.
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