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Introduction:
In this modern world, the idea of electric cars spread, which was a pioneer in this field. Tesla Corporation was founded in 2003 in this study I will explain some points and strategies that the company followed to obtain this global advantage. I will explain the SOWT model and porter5 forces in addition to the PESTEL analysis. Some of the headlines as stakeholders. I will talk about Tesla ‘s strategies and goals, how it worked to implement its strategy, how it worked with stakeholders, and involved them in company policy, how its relationship with suppliers, discounts, and partnership with institution.
[bookmark: _Toc71920928]Tesla Organization Overview.
In this modern era, with this advanced technology, and on issues related to the environment, the use of natural resources is no longer a passing conversation. 
Rather, government issues have become a future policy for governments and the main complement of environmental safety is the problem of environmental safety of vehicles. In recent decades, the number of private vehicles for people has increased dramatically, which has led to environmental pollution and misty vessels over the city, and environmental protection organization are sensing the danger resulting from pollution as cars release toxic components into the air and thus harm the environment (Automation of technological and business-processes, 2014). In 1998, the California Air Resources Board adopted the percentage of cars sold annually that do not contain exhaust, reaching 10 percent, and European Union governments announced a move to electric cars between 2015 and 2020 and strengthened this decision by imposing penalties on increasing carbon dioxide emissions. Where the electric car has an advantage over the traditional car by its environmental friendliness, however, this car is not without its laws and difficulties such as cheap production (the use of precious metals in its manufacture), large, long- lasting batteries, and the temporary disadvantage was the lack of electric charging stations. Electric cars have dominated the confidence of manufacturing markets in Asia, Europe, and the United States of America. Tesla was one of the leading companies in this field ahead of Nissan Global in sales in the United States of America, and this company has been growing for several reasons, not only because of the most prominent inventor, Nikola Tesla. Or the huge investment in the field, but because of the innovation policy followed and its promotion in the global market and the long-term goal of acceptable costs for electric cars. Tesla was founded in 2003 by Tarpenning, Geoffrey and Martin Eberhard in the first big sale of shares, and businessman Elon Musk joined it as Chairman of the Board in 2004 and was eager to prove to the world that an electric car on one battery charge is not just a fantasy as they produced a beautiful car. Developed to the global market and introduced in 2006. After that, the largest investment was made in the field of mass production scheduled for 2007, where the investment volume exceeds 105 million dollars, and in 2009 the company announced profitability that exceed one million dollars, and then 3 models were produced: a sport car, a Tesla Roadster, a Tesla hatchback, Model S, and Cruise Over. 
[bookmark: _Toc71920929]Strategic Management.
 The company ‘s cultural marketing approach is (Silicon Valley) more than (Detroit), which is an innovative and competitive way that makes a great deal of effectiveness in the market. The company has grown from one store only to 18 stores spread around the world and a facility of about 350,000 square meters with global sales in the range of 30 countries in the world in 2010 Tesla (TSLA) successfully launched an initial public offering (Mangram, 2012.). He raised more than 226$ million and the company’s 2008 sales were estimated at about 1650signed by tesla Roadsters around the world at a base price of 109000$. The three-month financial data on March 31, 2011showed total revenues of 49$ million and a net loss of 48.9$million, which is a forecast. Mid-term sales volume Tesla is low, which is 2% of the global midsize luxury car market by 2012. Tesla ‘s long -term success depends greatly on the overall adaptation of the consumer to electric vehicles and the company’s ability to expand its business relationship. Although Tesla has not achieved steady success, it has a market value of about2.4$billion and is currently trading 20 times profits, with the current share price trading around 25$. The company’s strategy is to increase the number of electric cars available to ordinary consumers in three ways: A- Sales of its cars through showrooms owned by the company and via the Internet. B-It is the sale of patented electric powertrain components to other automakers to encourage and motivate interest in electric vehicles. C- It is an encouraging, motivating, and positive example of how to mutually develop, modernize, safety and social responsibility. Notice finds that it has created sales reasons with the sophisticated Roadster. This is goal that has been accomplished and in 2012 it planned to produce an affordable car, a Model S valued at 75,000$, targeting the middle to upper class, and in 2015, it aimed to produce a car worth 30,000$ making it in all consumer price ranges in the mass market.
[bookmark: _Toc71920930]Strategic analysis of Tesla Business Environment.
 In the recent last decade, the term environment has taken on a specialized meaning and has taken to include issues to some extent related to the human system, and the definition of environment has expanded and describes everything outside the organization, and this includes suppliers, competitors, government institutions and everything outside the organization that will affect the organization (Lynch, 2018). It is very important to explore some of the basic tools that influence the strategic environment of the organization. These analytical tools, such as PESTEL analysis, SWOT, and Porter 5 forces, are descriptive strategies in predicting how the future environment will change to understand how the environment will change to understand how the environment will affect Tesla. We will take about these three tools in detail.
[bookmark: _Toc71920931]PESTEL analysis.
Political Factors: This factor relates to the encouragements and regulations provided by governments, countries, and states to manufacture such types of electric cars, as Tesla can enhance its financial performance through incentives by governments that encourage these innovations related to electric cars and electric transmission groups that are considered environmentally friendly, as consumers are attracted to these cars (MANILA, 2019). From tax exemptions made by subsidiaries of electric cars -B- Tesla can expand free trade agreements with countries that support this type of car and increase its opportunity to expand internationally.
Economic Factors.
 The total cost of batteries, which are the main contracts for these brands of cars and given that the production of these batteries is now at a high stage of efficiency. The cost of batteries has decreased and now it is a high stage of efficiency. Costs for these batteries have decreased from 1000$/KWH in 2010 to nearly 227$/KWH in 2016, and these prices are likely to drop to 190$/KWH by the end of this decade, and this drive and stimulates the consumption of previously describe cars. The audience.
Social Factors.
The increase in people ‘s tendency and desire for this type of cars that consume low carbon, the increase in the desire for renewable energy and the people ‘s love for the environment increased their desire for electric cars, as smuggled cars cancel the tendency to fuel, and this is suitable for the environment. Tesla ‘s marketing team has done a great job capturing the crowd ‘s craving and perception of electric vehicles.
Technological Factors. 
A rapidly developing approach to technology. Since Tesla relies on advanced automotive technologies, tools, and applications, this is positive point in front of other cars, as it is well positioned to apply artificial intelligence and automation within cars. Where conventional cars do not have this technology. This external factor threatens other cars to disappear their products.
Environmental Factors.
The expansion of specific climate-related programs, which is an important factor in the environment for Tesla, as it has strong opportunities to promote electric cars based on concerns about climate change and to pass new waste disposal laws as electric cars, batteries, solar panels, and environment-related products are where Tesla is proud. In its commercial form, which is environmentally friendly for its use of more gas, it is also committed to carbon emissions compared to other compounds.
Legal Factors.
Expanding the scope of the patent protection to become international, and Tesla has an international opportunity to increase its business abroad in a safe manner, considering the expansion of international patent protection. It is for this reason that they must keep up with the latest international patents of their own, and this may be done for a rather long period due to the possibility of him being exposed to some legal problems. Tesla can promote its electric vehicles based on energy consumption regulations that practical organizations must follow as environmentally friendly.
[bookmark: _Toc71920932]Application SWOT on Tesla.

Strengths: Tesla is the leading company in the field of electric cars, as shown in the figure, which is considered one of the first companies to manufacture an electric car for consumers ( McCain, 2019). Driving that distinguishes it from other electric cars. Tesla has manufactured charging stations for customers with more than 1441 stations in Asia, North America and Europe and the number is growing little. 
[image: ]

Weaknesses: Tesla has several weaknesses that the company’s management must think about how to overcome them. One of them is that the company bears a large portion of debt because of huge capital expenditures, which affects the process of future investments, and Tesla has another weakness, which is that all its vehicles are produced in California. Which affects its production point due to pressure, and this creates point due to pressure, and this creates an additional cost when selling vehicles in Europe and China, as consumers must pay additional taxes and as result, the vehicles are shipped directly to consumers and it has been described as (a logistical hell of delivery).
Opportunities.
 The market for electric cars will continue to grow all over the world, and consumers will become more environmentally aware and improving technology to make electric cars affordable for everyone, as they have a strong presence in the United State of America and a growing presence in all of Europe and china, and now the Tesla team is working on a laboratory under construction in China and search on a site in Europe as well.
Threats. 
Tesla cars are very expensive to produce, which is why they are very expensive. As auto companies start selling electric cars at lower price, Tesla may struggle to reach the growth on which it is based. Another threat is the US auto industry. Which could cause problems when trying to grow in overseas countries as consumers prefers to use cars from their home countries.
[bookmark: _Toc71920933]Application of porter five forces on Tesla.

The new entry threat (low): This power is considered low and the main reason for the number of challenges and difficulties facing entry. It will take a lot of money, resources and equipment for a new electric company that can compete with Tesla (Hoelzlhammer, 2018). The knowledge and technology requirements to make this entry will be very costly and potentially difficult. In addition to the new political obstacles regarding the US president TRUMP policy towards fossil fuels.


[image: ]
Figure (sources by ( McCain, 2019))
Threat of Substitution (medium): This factor is currently moderate. This is likely to grow in the future and become high in strength. Where it will be difficult for a new company to focused on electric cars and it is easy for companies to present by issuing their version of an electric car or by planning to do so, as Elon works it if Tesla plans are available to the public so that others can follow his example and make electric cars the same (Hoelzlhammer, 2018) The rule is in the future and not that it is scarce despite the increase in competition for it.
Supplier Power (High): This is very, very strong with Tesla. Companies like Tesla are struggling to get all the parts they need due to the increased demand for the many components that want to produce such vehicles (Hoelzlhammer, 2018). This demand gives suppliers more strength and they have already exercised this power by raising prices because electronic vehicles have become common and desirable. Maureen these commodities will have more strength.
Buyer Power(medium): This factor is considered average due to several low and high factors. As there are many alternatives to the electric car and this reduces the power of the buyer. As they consider Tesla customers to be the ones who want to buy an advanced electric car, but it must be considered that there is another type that is just Tesla customers to buy a high-end and advanced electric and sports car due to its fuel efficiency and quality. However, there are many high-end cars from companies other than Tesla, and it all depends on the desire of the buyer (Hoelzlhammer, 2018).
Competitive Rivalry (Medium): This power is also located in the average, where the number of alternative electric cars is relatively very small at the present time, but over time this strength will become very high if the public ‘s desire to acquire electric cars that are environmentally friendly at reasonable prices for all income levels (Hoelzlhammer, 2018).
[bookmark: _Toc71920934]Strategic management process.
Several thinkers have argued over defining the clear and motivating purpose of the organization, which is one of the most important strategic points of action, as the organization’s strategy is a mystery to those who work within it or monitor it from outside. Sethia Montgomery found expression of this purpose in various ways, namely mission, value, and vision (JoHnson, et al., 2012). Where Montgomery believes that the goal or purpose of the organization must include the treatment of this question, which is: what organization is in place to do this and make a difference and to whom? If the stakeholders in an organization or a company can be associated with this purpose it can be very motivating or encouraging. Therefore, executives suggest purpose in easy ways, and people can relate to them, as the common form of this way to express this is in three ways, which is a mission statement, vision, and goals.
[bookmark: _Toc71920935]Strategy Formulation. 
The formulation of the strategy must fall under 3 interrelated levels for the organization to operate in a safe, developed, and appropriate way for all times and in the various circumstances surrounding consumers and, in this way, it was working on this method.
Mission:
 The mission of the company or organization is a basic direction that will be a major determinant of the organization within the environment, for example, Disney Company, is to entertain and delight millions, as it shows the direction or purpose of this project from other competitors and can be used to define the scope of the method its work, its strategies towards markets and services, and it may constitute the image in which the organization seeks to project its image in front of people (Morden, 2007). It may work to reflect the image of how the person who works to manage this organization wants others to look at him in the external environment. It is also possible to reflect the values and culture have developed over the course of the life of the organization, and we can say that mission statements are derived from one of the five interrelated components, which are (the purpose of the institution- the vision of the institution-the values of the institution-the basic ideology- the spirit of the enterprise).
Vision:
You can define a vision as a long-term model of collective ability that can attract others to stick to it and commit to it. The CEO defines the vision as a mental concept of a very distinct type in a preferential way that you cannot see it, but rather imagine it. This vision is based on a grouping of sets of value judgments and ideologies in the enterprise’s value system that we can use to see the future of the organisation (Morden, 2007).
Objectives:
In general, they are results and data that the management of the organization or company must work at its best to reach these goals, and it is often a term of financial and accurate terms (whittington, et al., 2020). In general, it can be a certain level of profits or sales and the organization may have measurable market-based goals such as market share and business frequency. In general, targets are focused based on competitive advantage. For example, low-cost airline such Easy jet and Ryanair set targets as a response time for their aircraft. Because the essence of its distinctive feature is that it is low-cost and old for organizations with goals other than economic, such as social and environmental goals. These goals can be broader and broader, so it is important that the vision and mission values be meaningful when included in the strategic statements.
[bookmark: _Toc71920936]Tesla Strategic.
Tesla is working to use three trends to enhance its market power through its diversity in front of consumers, the first of which is by offering Tesla electric cars through all the internet channels and showrooms owned by it, secondly, other car manufactures can provide their electric cars that are certified Tesla motors patented from purchasing electric powertrains components (Open Innovation in EVs: A Case Study, 2013). Third, Tesla has demonstrated that there is consumer demand for electric sports cars that are socially responsible in the sense of environmentally friendly. We can lay out three broad lines of tesla ‘s strategy, the first of which was by issuing a Roadstar to the market, and thus a foundation for the company was laid with this model and this basis was accomplished and then it continued that by issuing a new model in 2012 which is specialized for the middle class. In 2014 Tesla released a new model, the model (x).
Unlike other companies, Tesla manufactures and markets its own electrical products, as it works on original equipment (OEM)production by producing electric powertrain components and for the sake of ease and speed of growth, Tesla has pursued alliances with companies such as alliance with some suppliers and alliance in the field of research. And development and has made alliances with other auto manufacturers.
[bookmark: _Toc71920937]Strategic objectives.

A-Raising competitiveness by expanding its reach to the domestic and global market to generate, create a base and popular support for this brand as Tesla uses market penetration strategy as one of its currently intense growth strategies (Gizelle, et al., 2019). Where this intensive strategy can work to raise the level of business and raise sales revenues, for example, the company aims to increase the percentage of sales in the United states of America, which is one of the ways to increase sales in the domestic market. This intensive growth strategy is linked to Tesla ‘s strategy by developing a competitive advantage that depends on raising market share. B-Increase investment in research and development (R, D) and work on developing new products that meet the market and around renewable energy such as batteries for various purposes, as Tesla develops these cars with advanced technologies to reduce their impact on the environment, for example the company introduces solar panels where Tesla was Roadestar was the world’s’ first electric sports car. This strategy supports competitive differentiation by focusing on unique, high-tech vehicles that attract the target customers.
[bookmark: _Toc71920938]Partnership.

Tesla makes and markets its own BEVs, however not at all like numerous customary makers it likewise works as a unique hardware producer, creating electric powertrain segments that different automakers may buy and retail under their own image names (Mangram, 2012.). Tesla right now has affirmed vital associations with two significant automakers (Daimler and Toyota), an organization with hardware producer, Panasonic, and an assembling organization with Lotus Vehicles. Figure 7 features the idea of these associations. Notwithstanding the above associations, Tesla keeps up essential associations with many providers for different parts for its vehicles, including Tesla's carbon fibre body boards which are made in France by Sotira. Tesla's exclusive powertrain, nonetheless, is planned and assembled only in Tesla's California plant.   
[image: ]
[bookmark: _Toc71920939]Competitor analysis.

The general electric vehicle industry, remembering BEVs and fitting for crossover vehicles, has developed altogether from Tesla's single premium games vehicle offering in 2009 (Mangram, 2012.). It has extended to incorporate four extra flow and future electric premium games vehicle lines, three arranged extravagance car vehicles (counting Tesla's Model S), 18 extraordinary current and future models scheduled for the mass-market buyer fragment and two new business electric truck sections. Tesla will keep on encountering direct rivalry from other BEV participants, roundabout rivalry from existing and arising module half breed vehicle makers and rivalry from BEV 'substitutes' including gas half breed and fuel-controlled vehicles. The regions where it enjoys the best aggressive benefits, and the least measures of direct rivalry are the superior games vehicle, and the extravagance car markets. Tesla's upper hands include: predominant BEV innovation; first mover market position; brand acknowledgment; and one of a kind segment product offerings (for example powertrains, vehicle batteries, and so on) While the organization's aberrant rivals (BMW, Mercedes Benz, Puma, and so on) inside the customary extravagance vehicle market are solidly dug in and have ordinarily faithful client bases, a blend of Tesla's upper hands and forceful advertising could bring about the catch and sustainment of a huge level of this piece of the pie.
[bookmark: _Toc71920940]Strategic Implementation.

Tesla ‘s Marketing plan.
Tesla ‘s marketing goals can be defined by 4 points: a- creating customers for Tesla and attracting potential customers.2-Generating brand knowledge and building a reputation for the company.3-Organization a base for existing customers and increasing customer loyalty.4-Working to develop empty products based on customer suggestion in development (Mangram, 2012.).
The strategy that Tesla was pursing was very similar to that of Apple ‘s marketing strategy for innovative technologies where its first goal is to attract the first class of customers who are the rich as its first product, Roadestar, targeted the premium sports car sector to improve technology. However, this strategy was rare in the sector. Global Cars, where other companies were engaged in mass production and comprehensive marketing of low and mid-priced cars. Tesla has worked to locate the brand by presenting its electrical products as a unique product in front of competitors to occupy a clear and distinct position in the minds of consumers, as Tesla and its position in BEVS embodied distinct characteristics with advanced technology, as it represents a high-tech and reliable alternative to transportation it is environmentally friendly to consumers. 
[bookmark: _Toc71920941]The genius works require the participation of the selected Stakeholders.
Elon Musk is making a change in the business direction as it works by directing businesses to self-driving vehicles by causing crazy changes by updating programs by saving 30% of energy. Avoiding these problems as he showed that these works need to think in a different way, as the new batteries showed their suitability for the cavities in the walls inside homes that are shipped by solar panels because he rejected the idea of relying on fossil fuels (Baraka, 2017). He approaches depends on the participation of stakeholders in the business, as he sees that humanity means the use of energy with a different design, transportation, and storage, as he likely to continue many innovations in this field as he believes that one of the most important global dangers must be combated which is climate change and works to understand Stakeholders better.
A-suppliers as stakeholders: The business method that Musk purifies is that the main engine for business success is suppliers, unlike traditional businesses that adopt the idea of reducing costs in the matter of supply and wages, and thus the quality and service are affected. Continuous work closely with suppliers with the companies involved leads to certain better results. Increasingly, companies participating with stakeholders have noticed remarkable and meaningful results through the sharing of good practices where the exchange of views and points of view in addition to experience leads to finding solutions to existing problems in addition to moral value through listening and participation.
B-Stakeholders engagement: The way we engage with stakeholders leads to more innovation and this is evident within supply chains and with other stakeholders. This is evident in Tesla ‘s levels of customer feedback and satisfactions as businesses can continue to grow and develop and chart the path to success through these discussions and listening to the company’s criticisms (Baraka, 2017).His talent for learning from mistakes has kept him from bankruptcy many times through discussion with stakeholders that produced several remarkable transformations. Musk convinced customers who were opposed to buying a Tesla car even more, so he made them defend the brand and even worked to find patents and legally protected designers. Tesla is in the public domain and letting anyone add a set of knowledge for the benefit of the entire sector by simulating Linux and Mozilla and has created a community of low-cost innovators working to produce more and better innovations from the employees who get paid.

[bookmark: _Toc71920942]Tesla ‘s Stakeholder analysis.
In general, Tesla products are seen as different from the traditional cars in the market where all Tesla innovations depend on an unconventional from in the strategies allows to conquer the high-end market through excellent creation and ambition targeting the middle class and then launch Model3 sedan at affordable prices (Srujit Biradawada & Friends (Aarti, 2020). Tesla will have to rethink its supply chain system and production organization and planning in the order to deliver the car in a timely and efficient manner. And since Tesla aims to be an environmentally friendly company. Thus, it enjoys some benefits from regulation and government. Tesla’s publicity value prioritizes stakeholder engagement, and the following is stakeholder analysis of Tesla Motors:
Customers: Customers are the main factor affecting Tesla ‘s income because as we mentioned earlier, our goal is to enter the high-end market and then the middle class. The company’s customer will be interested in product quality and re-price Tesla products in this way to meet such demand (Srujit Biradawada & Friends (Aarti, 2020). Now Tesla is trying to reduce the cost. The total price of the car by reducing the cost of batteries. Instead of buying batteries from Panasonic, the company tries to produce its own factory to make the battery accessible to customers and there is a strategic goal which is to expand the network of charging station in the countries of the world to gain customer satisfaction and quality of service.
Supplier is alliance partner such as Panasonic, Daimler and soler edge: As it is the largest electric vehicle manufacturer in the world. Tesla imports the best brake discs in Europe. And it works on important batteries from Japan, as this partnership and cooperation with the supplier partner is an important way for production and innovation as well as serving customers in a timely manner. These partners have a clear goal parallel to the success of the partnership and company at the same time.
Investors: At the beginning of the establishment of Tesla, investors were considered an important factor in the success of the partnership and the continuation of cash flows, as the shareholders are interested in the social responsibilities in the company are directed towards long-term strategies directed to transform the automotive industry where the decision to allow the use of the Tesla patent leads to the investors (Srujit Biradawada & Friends (Aarti, 2020). As Tesla addresses the environmental aspect, the company ‘s image will be positive, and consequently the business will grow and the quality will increase, which will allow more copies of cars to be sold and steadily increase their profits, which will bring benefit and satisfaction to customers.
Government: Tesla has a mission from the start, which is to develop sustainable cars to achieve that the government is also planning a good and important role as a group of stakeholders, and in general governments are interested in legal wages, playing a role and partner, and contributing to the economic growth of the country. Exactly these are government interests.
[bookmark: _Toc71920943]Tesla motors Inc: An organizational performance Analysis:
Performance management and performance measurement: Performance management plays an important role in monitoring to ensure that the organization accomplishes its goals and objectives (Tought Nickel, 2020). On the other hand, it communicates these achievements effectively to the main external stakeholders. Tesla works to the main external stakeholders. Tesla works to impose different methods and techniques to track the company’s performance depending on the level of productivity. It measures daily car production and measures customer service by responding to customer inquiries and complaints. In addition, Tesla also key performance indicators (KPI) to monitor its production and inventory and evaluate the success of achieving goals in general during the predetermined period as required for managers. Prospective Tesla familiarity and experience with (kips) system is a responsibility of the job.
Communicating performance to stake holders: That key stakeholders include investors, managers, suppliers, collectives, and government institutions where performance to these entities is not only limited to financial reports, but also informs them about the company ‘s vision, strategy, goals, key issues and major achievements (Tought Nickel, 2020). Tesla has maintained regular contacts. Influential with stakeholders. Tesla publishes its annual report online and reveals its financial statements, strengths, risky surrounding factors, services, and infrastructure. The company communicates with stakeholders meeting and broadcasting via the internet for those who cannot come in person and making factory tours for those who wish to look at manufacturing and operations.
Risk Management: This department works to find and evaluate risks, fined ways to control it, and use administrative resources to reduce and prevent future risk factors that the company faces, which are not only present in its external environment, but also internal (Tought Nickel, 2020). The risk factors may be a delay. In launching new products, inability to respond to market demands or inability of suppliers to provide essential goods, or inability of suppliers to provide essential goods and components. Tesla has various plans to mitigate risks. In 2014, the company faced increased demand for cars, countering this by building a new assembly line, relocating production, and imposing higher production requirements for the private manufacturing division. It strengthened the centre of the company ‘s body and used Tesla to mitigate the negative effects of major crisis. For example, when the company faced a media crisis due to a fatal accident involving a Model S sedan, CEO Elon Musk took over immediately and began investigating the accident and communicated effectively and communicated with the major media to keep the situation under control.
Financial performance: There are many financial data that the company can disclose to stakeholders and the public about and communicate with various aspects of its financial performance and financial viability. As sales of Tesla continued to make progress in 2016 (Tought Nickel, 2020). Tesla sold about 190,000 cars a year and the upcoming Tesla model 3 is considered a product. Another successful company, Tesla, achieved nearly 400,000pre-order through sales. Tesla conducted its initial public offering on the Nasdaq in 2010 at 17$ and sold it directly in short period of approximately 13 million shares overnight, with its price rising to 325$, which is impressive for the growing trend in share price and sales income. In 2016, the financial reports showed that the company suffered a loss of 674 million, which led to a loss per share of 4.5$, and these two ratios raised investor concerns, and the company justified this by the hug spending on technology and investment and expected the investment to be compensated soon.
[bookmark: _Toc71920944]Tesla ‘s leadership challenge:
It is time for Tesla to work out a succession plan, set up a leadership seat, and bring in a global leader. The geeky musk is not a failed manager but rather a brilliant man, but Tesla is a public company with stakeholders, investors, shareholders, suppliers, customers, and they are constantly having trouble preparing for the five years (Atkins, 2019). Next. Someone with manufacturing experience as Elon Musk who has proven his ability to scale from 12$ billion someone is like his mastermind and inspiration.
Safety: In 2019 Tesla was fined 29000$ by the California Department of Occupational safety and Health in its Model 3 production tent in Fremont, indicating a lack of planning and management as Tesla did not train workers in heat illnesses. Because the tent is in the open air and manual albor is difficult, where the cost of the injured worker is much more, as the concept of the tent was a measure or response on the verge of collapse, as it is said that it is weeks away from the money.
Finance: Deepak Hogan resigned again in 2015 after he resigned for the first time in 2008. Looking at Tesla Corporation, it was a revolving door for the chief accounting officer who would submit financial reports to the new CFO Zach Kirkorn as he would have no idea with immediate institutional knowledge to support him as he felt millennials they must be brought to the company because it is a requirement for success in the future, as the position of cfo requires experience and recognition of patterns as Tesla shares fell by more than 2% in conjunction with the earnings results and the CFO ‘S announcement (Atkins, 2019).
Production: Due to production in the company, about half a million people have deposited 1000$ in Tesla Model 3 and who may not get it. In January, Tesla laid off about 7% of workers again after 9%was laid off a year ago. Such measures are processes necessary to provide for the sale of more expensive models S and X and are trying to reach the goal of 35$ of Model 3 that they promised 3years ago. Tesla brings in a manufacturing manager who confronts these problems and works to fix them.
Leadership: Elon Mask made several rounds after the recent events of lack of company funds, shrinking the number of jobs and shifting production away from more expensive models. He went to Texas, toured HBO Westworld, went to Israel, Chile and Ireland and had some visits about opening a new factory in Shanghai. Tesla needs a FULL-TIME manager who can put the company in place. They need a new, more experienced CFO.
[bookmark: _Toc71920945]Recommendation: 
Every company that has weaknesses and sensitivity points must be cautious, especially in Tesla, for its complete dependence on creating value for electric cars in the minds of new customers. The technology of switching from traditional cars to electric ones requires genius in performance and persuasion for all components of societies in addition to accelerating the expansion plan that includes Europe And China to raise the level of sales and increase people ‘s brand awareness. Moreover, Tesla should work to increase the number of car charging stations in the world and implement the desired goal of reducing the cost of cars even more by stopping imports of Panasonic batteries and establishing a company ‘s own battery factory to facilitate handing for people.
[bookmark: _Toc71920946]Conclusion.
Since the founding of Tesla Corporation until now, Tesla has faced various stages and major crises for you at the same time it has achieved amazing advantages and points in the world of automotive technology. It seemed like the application of genius ideas of executives required effort, wise policy, and huge cash flows in the areas of development and technology, and this is what really happened. Many people have responded to the advertising campaign that Tesla has pursued in displaying high-end and environmentally friendly cars at the same time. Tesla ‘management must continue to offer products to larger sectors of people. And likewise, the price must be considered.
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Weaknesses: Tesla has many weaknesses that it needs to overcome. First, the company
has a large debt load due to heavy capital expenditures and years of losses. This could hinder

future investments as the company tries to pay down its debts. Another weakness of Tesla i that
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Compeitor analysis
The overall electric vehicle industry, including BEVs and plug-in hybrid vehicles, has
grown significantly from Tesla’s single premium sporls car offering in 2009. It has
expanded to include four additional current and future electric premium sports vehicle
lines, three planned luxury sedan vehicles (including Tesla'’s Model S), 18 different
current and future models slated for the mass-market consumer segment and two new
commercial eletric truck entries (Ashtiani et al. 2011). Table 2 summarizes this
competition landscape and notes the competitive implications for Tesla.
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