

[bookmark: _zbl956qtkev1]

[image: ]



Student name: Maheshkumar Jadavbhai Hadiyal
Student id: 2106460

Module name: Strategic Management 
Module code: LCMB7003
Lecturer name: Gladius David Kulothungan 
























STRATEGIC MANAGEMENT 
TESLA’S ENTRY INTO THE U.S. AUTO INDUSTRY


Table of Contents
Introduction	3
Background of the company in case study	3
Applications of models and theories to evaluate how the company dealt with central issues	4
Demonstrating the competitive advantage of the company in relation to the strategic choice	12
Conclusion	17
References	18



[bookmark: _Toc101383079]Introduction
Strategic management is crucial in the firm, for incorporating proactivity, which can help the firms to take effective decision-making. The strategic decisions taken by the organizations help the firms to analyze the strategies deployed by the immediate rivals of the chosen company, and act accordingly, to compete for and sustain environmental uncertainty, within the industry. In this assignment, a case study from the given list has been selected. The case study chosen for this task is the ‘Tesla’s Entry into the U.S. Auto Industry’. According to the chosen case study, a strategic evaluation of the chosen case has been developed in relation to the core issues faced by the company. In order to analyze the ways, through which the identified issues have been dealt with, various models, and theories have been applied to enhance the quality of evaluation. Various models, theoretical frameworks and techniques have been applied to carry out the strategic analysis of the case. An intricate connection has been drawn between the considered models and theories and the emergent strategies deployed by the company. The entire findings have been presented in the form of a well presented individual report. 
[bookmark: _Toc101383080]Background of the company in case study
Tesla is one of the leading automotive companies that was actually founded in 2003 by a group of engineers (Tesla, 2022). Roadster introduced the cutting-edge battery technology and the electric power-train of the company which was introduced in 2008. Also, the leading automobile industry designed the world’s first all-electric sedan in the firm, its Model S, which became the best car in all categories within its class (Tesla, 2022).  Additionally, an efficient sports vehicle was launched in 2015, as Model X, which turned out to be the safest, quickest and the most potential sports vehicle, which also achieved a 5-star rating in context to its safety aspects. The latest electric car model of the company was launched in 2016, which is the Model 3 of the company, in front of the 800 audiences and fans of the company. In June 2021, model 3 of Tesla became the first global electric car model to cross one million global sales (Carlier, 2021). The global electric vehicle sales, inclusive of fully-electric and plug-in hybrid passenger cars of the company were up by 109% in 2021, due to which, the company is now leading the industry with a 14% share (Economic Times, 2022). 
[bookmark: _Toc101383081]Applications of models and theories to evaluate how the company dealt with central issues  
Before evaluating the approaches of the company towards the central issues, the identification of the issues has been done in the initial part. 
Analyzing the core issues in relation to the external and internal context of Tesla
In order to evaluate the issues faced, the external context of the organization can be evaluated through Porter’s Five Forces model. The chosen model is an influential and simple tool, which identifies five different forces, which influence a particular business situation through an outside-in viewpoint (Bruijl, 2018). An overview of the automobile industry according to the case study is presented through the five dimensions of the model. 

	The threat of new entrants ( Very Low)
	· New entrants had to be content with various crucial aspects, to sustain the high competition. 

	The threat of substitute products (Low)
	· Approximately 60% of the new vehicles sold in the United States by 2025 is expected to offer alternative propulsions  (Sull and Reavis, 2019, p.2). 

	Power of Suppliers (Low)
	· Over 11,000 companies supplied to the automotive industry (Sull and Reavis, 2019, p.4)

	Power of customers (High)
	· 80 per cent of the customers switched brands, while trading in a car or purchasing a new one (Sull and Reavis, 2019, p.3)

	Industry rivals (Moderately high)
	· Very high number of competitors, like GM, Ford and Chrysler and others. 



Table 1: Porter’s Five forces for Tesla
(Source: Created by self)
Critical analysis of Porter’s five force model to discuss the core issues
Power of new entrants (Very low)
According to the above analysis, it has been found that, while entering the automobile industry, the new entrants have to deal with a number of factors like building brand loyalty, developing and manufacturing capabilities, maintaining the dealer network, arranging and maintenance of the capital requirements and other such significant factors (Sull and Reavis, 2019, p.3). The factors, which are needed to be considered while entering the US automotive industry, pose quite a strong and high barrier to the new entrants. The immense factors, which the companies have to deal with while entering the industry is indicative of the low power of the new entrants. 
Power of substitute products (Low)
On the other hand, according to reports, 60% of the vehicles, inclusive of cars, and trucks, which are sold in the US automobile industry, will be offering alternative propelling forces, comprising of the EVs, hybrids, fuel cars and others (Sull and Reavis, 2019, p.2). Further, in 2018, a transformation in the perceptions of the consumers further reshaped the automobile industry, in which people made a greater shift towards technology-based EVs, over the conventional mode of transportation.  
Power of Suppliers (Low)
The next comes, the power of the suppliers, which is again found to be quite low. According to reports in the case study, almost 11,000 companies supplied automobile manufacturing parts to the industry across the global networks (Sull and Reavis, 2019, p.4). The top five players of the supplier sector in the automotive industry are Robert Bosch, Continental, Magna, Denso, and ZF Friedrichshafen. The high network of suppliers is indicative of low supplier power in the microenvironment, which further enhances the organizational power to maintain profitability, with low input cost. 
Power of customers (High)
Due to the presence of a high number of competitors, the buyers are evaluated to have high bargaining power. Very low brand loyalty was exhibited by the customers when the aspect of buying cars came into the context (Sull and Reavis, 2019, p.3). In this aspect, the high bargaining power and lower loyalty rates of the customers were found to be potential issues for the organization.
Industry rivals (Very High)
Also, the industry rivals are found to be quite high, as evaluated from the case study. The potential and huge rivals, that pose challenges to the operation of Tesla are organizations like GM (General Motors), Ford and Chrysler, which have an operating margin of 7.4%, 6.4% and 3.2% respectively (Sull and Reavis, 2019, p.2). The high industry rivals are significant threats to the sustaining position of Tesla. 
The internal context of Tesla has been evaluated through the SWOT tool. As opined by Pereira et al. (2021), SWOT tools by many companies irrespective of their size or industry, basically due to the simplicity and clarity of the tool. 

	Strength 
	Weakness 

	· Sheer success with the latest electric car, the Model 3 Tesla (Morris, 2021). 

	· Battery shortage hit Tesla very badly

	Opportunity 
	Threats 

	· Demand for sustainable green products. 
· The growing market size of the automobile industry.
	· Crashes faced during the testing of autonomous vehicles resulted in serious injuries and fatalities (Sull and Reavis, 2019, p.8). 



Table 1: SWOT Analysis for Tesla
(Source: Created by self)
Critical analysis of SWOT to discuss the core issues
According to the analysis of the various internal contexts of the organizations, it has been found that the 2016 launched Model 3 of Tesla has witnessed a higher success rate (Morris, 2021). The sales of the model were found to be at 439,760 units in 2020, which indicated a high performance of the model. At the recent time, the model has been recorded to be the best selling electric vehicle, with over 8,00,000 units sold at the time (Morris, 2021). So, the sales of models have been found to be one of the crucial factors, which determine the brand reputation and image of the company. Arguably, during the production process of the Model 3 cars, the company had to pause production in February, and also in April, to work out the congestion in its highly automated factory, which occurred due to staffing with over 1,000 robots (Sull and Reavis, 2019, p.2). 
As opined by Shen et al. (2020), the increasing awareness among consumers regarding sustainability is a major driving force behind the increasing popularity of green products. Accordingly, the opportunity of the leading automotive company is clearly indicated in these aspects. However, as evaluated from the case study, Tesla was one of those companies that faced a high number of crashes during the testing of autonomous vehicles. The high number of crashes not only resulted in severe injuries but also led to fatalities (Sull and Reavis, 2019, p.8). The product defects not only posed threats to the customer loyalty of the organizations but also affected the competitive advantage and sales of Tesla. In the second quarter of 2018, Tesla recorded a net loss of $743 million on revenue of $4 billion (Sull and Reavis, 2019, p.1). Hence, the core issues of the company are discussed in relation to the external and internal context of the organization. In the next portion, the impact of the relationship between the internal and external context of the organization on managerial practice has been discussed.  
Evaluating the implementation of the contingency theory to analyze Tesla’s market entry into the US automotive industry
The contingency theory is developed on the notion through which one attempts to understand the managerial practices of the organizations that are adapted according to the change in situations. As suggested by Abba et al. (2018), according to the contingency theory of strategic management, there cannot be a ‘one-best’ fit or the ‘Best-fit’ for all the strategic styles or organizing. The theory also posits that no single organizational structure or operating style resembles the other firms.  One of the most crucial features of the theory is its behavioral approaches which relate to the optimal fit of organizational structure, or operations, for being responsive to the changing situations (Bastian & Andreas, 2012, cited in Abba et al. 2018).  As opinionated by Bruijl (2018, p.3), when the power of buyers is higher in the market, the sellers have to develop ways in which the buyers are prepared to pay a premium price for some products. Likewise, as the theory identifies the development of organizational strategies according to the key changes of the business situations, Tesla, in order to regulate the intense competition and high power of the customers, has taken steps to realize the intentions and process of decision making among the potential buyer groups. As evaluated from the case study, it has been found that the company entered the high-end US automotive market (Sull and Reavis, 2019, p.11). Due to the high-end market entry of the company, the customers were already prepared to pay a premium price at the initial part. Due to the premium pricing of the models, the organization could also cover the initial high-unit cost of the innovative technologies that have been the core of the company’s models. Moreover, the company after its initial entry at the high-end segment of the market slowly drove down the market, as fast as possible, with higher unit volume and lower prices with each successive model. 
Also, from the analysis of the external and internal context of the company, a high industry rivalry and competition has been indicated. Tesla’s entry into the luxury niche market segment by Tesla created a proper brand image of the company in front  of its buyers as a leading luxury brand. As opinionated by Dash and Sharma (2019), branding provides companies a unique image, which differentiates the specific organizations from their competitors. So, the entrance into the luxury car niche market on the part of Tesla presented an opulent image of the car in the hearts and minds of the customers. Likewise, the strategic choices made by the company at the initial levels, helped it to further gain a profitable market share as compared to other gas-fuelled luxury car brands (Sull and Reavis, 2019, p.11). Arguably, the technical glitches and product defects, which delayed the entry of a few Tesla models into the luxury markets, further affected the customers’ perception and loyalty toward the luxury car models. 
Hence, during the development, implementation and evaluation of managerial strategies, contingency theory is evaluated to guide the organization, to take prudent and guided managerial decisions. The effective managerial decisions taken by the organization can also be determined in terms of the first two-seat model, the Roadster of the company. The Roadster was found to be the strongest automotive statement on the road (Sull and Reavis, 2019, p.11). However, as found in the case study, it has evaluated the introduction of the model was delayed by two years, as compared to the promise made by the organizations. The company managed to outsource the key parts to a couple of global suppliers, but they struggled to manage the suppliers with efficiency, further facing difficulties in assembling the key components. As a result of the inefficiencies in managing the parts of the Roadster, Tesla had to stop the production of the model in 2012, but by the time of halting Roadster production, already 2500 units were sold. 
Discussing the Wheelen and Hunger model to evaluate the strategic management within Tesla
According to the Wheelen and Hunger model of strategic management, four stages are at the foundation of bringing about strategic changes in the firms. Organizations must follow the four stages during the process of strategic management (Rêgo et al. 2021, p.6). The stages are described further. The first stage is environmental scanning. The scanning of the external as well as the internal environment has been carried out in the initial part. Any organization’s operation and development is influenced by its internal environment (Daniel, 2021, p.408). As propounded by Pati et al. (2018, p.2), the external environment of a firm represents a number of opportunities and challenges, which potentially impacts the firm. Accordingly, the scan of the external and internal environment of Tesla has indicated the presence of intense competition in the external environment, while the main resources crucial to the growth and development of the firm are the continuous innovation and successful models like Model 3 of Tesla. Also, Elon Musk identified a key issue in the internal environment of the firm that led to bottlenecks in the highly automated factories of the company (Sull and Reavis, 2019, p.1). The significant issue halted the production of Model 3, further posing damages to the company.
The next stage of the model is the strategy formulations. As propounded by Rahman (2014, p.35), strategic formulation is the process of designing and selecting strategies that can help the organization to attain its objectives. Likewise, the selection of strategies like entering the high-end market, along with stepping into the luxury car niche market, which was ignored by other automobile manufacturers at the time is further part of the strategic choices made by the company. Elon Musk was dissatisfied with seat quality and comfort, in the case of Model S and X, which were outsourced to Australian seat manufacturers (Sull and Reavis, 2019, p.12). So, the company formulated well strategies to vertically integrate the entire organizational operations. 
The next stage of the model is the implementation of the strategy. After efficiently choosing particular strategies, the choices have to be implemented accordingly. In the case of Tesla, this stage has been repetitively followed, to bring about the best outcomes on the part of the company. According to the case study, the company has made its own battery, power electronics, drive-train systems, cables, displays, and fuses (Sull and Reavis, 2019, p.12). Also, the sole production of the significant parts of the cars establishes the efficient vertical integration maintained throughout the operations of Tesla. Also, the battery and motor of Tesla’s Model 3 was manufactured in the Gigafactory the company, which was established in 2016 (Sull and Reavis, 2019, p.12). Such a vertically integrated process has been incorporated to meet the needs of achieving the company’s vision to sell 500000 cars by 2020. Moreover, as opined by Stiebale and Vencappa (2022, p.2), the process of vertical integration leads to enhanced productivity, lower price and improved incentives. 
The fourth stage of the considered model is to determine the extent to which the strategies of the organizations are successful in attaining the goals and objectives of the firms. In case the strategies of the organizations seem to be impotent, then the controls are implemented to enhance the firm’s capability to accomplish the goals. Arguably, In accordance with the identified stage, it has further been evaluated that Tesla has failed to implement efficient quality controls in its operations. The inefficient approach to building up enough quality controlled a number of crashes, leading to severe injuries and even fatalities. Tesla has faced enormous criticisms due to the poor quality control issues, to which even the CEO of the company, Elon Musk has agreed (Isidore, 2021). 
Evaluating the profit maximization theory in relation to the strategic choices of Tesla
The theory of profit maximization is related to the concept that every firm should operate in order to maximize its profit. Also, the theory suggests that profitable companies tend to grow by imposing higher prices on their products and reducing the operating cost. According to the core idea of the theory, it has further been evaluated that Tesla has formulated and implemented strategies, in order to maximize the scope of profitability, while curbing the operating cost. According to the case study, the company, in the very first place, made a strategic choice of entering the high-end market. The high-end market entry has provided the company with customers, who were prepared to pay premium prices for the company. The high pricing of the company’s products has helped to maintain its profit margin of Tesla. Also, the entry into the luxury electric vehicle niche market has presented a luxury brand image for Tesla. The strategic choice has led to the establishment of a favorable position for Tesla in the US automotive industry. Further, a gain in the market share was achieved by the company, due to its entrance into the specific niche market (Sull and Reavis, 2019, p.11). The key market of the company has been found in the United States and China. With the sale of approximately 90,000 Model 3s of Tesla, the car made up about one-third of the net sales of electric vehicles delivered in 2020 (Carlier, 2021). 
Also, according to the theory, the growth of profitable companies also stems from their low operating cost. Likewise, the vertical integration of Tesla enhances the profitability and optimizes cost efficiency of the organization’s operations. Vertical integration is evaluated to reduce the operating cost (Stiebale and Vencappa, 2022, p.2). Moreover, as vertical integration enhances productivity and innovation, it further adds value to the competitive advantage of the company. As evaluated from the case study, defects in the faulty seat belts of Model S and locking mechanisms in the second-row seats of the Model X led to further strategic choices of the company (Sull and Reavis, 2019, p.12). In order to avoid such under-qualified parts, the company took decisions to move the manufacturing process of the seats in-house. In addition, to meet the required manufacturing rate of batteries, in order to achieve the vision of selling 5,00,000 cars by 2020, Tesla decided to manufacture the battery and motors of the Model 3 in its Gigafactory, which was established in 2016. In addition, its manufacturing plant of Tesla in the Nevada desert, through a partnership with Panasonic was evaluated to produce 3,000 batteries per week (Sull and Reavis, 2019, p.13). Through the strategic choice of partnering with Panasonic, even the time of manufacturing a single pack of battery reduced from more than seven hours to less than seventeen minutes. The reduction in the time taken for developing a battery pack also cuts down the excessive operating cost, along with accelerating the productivity rate of the organization. Hence, the profit maximization theory is evaluated to be deployed, while making strategic managerial decisions within Tesla. The theory further widened the firm’s scope of sustaining profitability along with consistent maintenance of the competitive advantage. 

[image: ]
Figure 1: Estimated market share of Tesla (January-December, 2021)
(Source: Carlier, 2021)
[bookmark: _Toc101383082]Demonstrating the competitive advantage of the company in relation to the strategic choice
Based upon the analysis of the internal environment of Tesla, it was found that the main source of competitive advantage of Tesla was its brand reputation and the immense success that they experienced with Model 3 in the market. According to reports, there were 8400 Model 3 cars sold in the Netherlands in 2020, and the sales totalling 39,000 units (Statista, 2022). The success of Model 3 of Tesla is evidenced by the high volume of sales in comparison to the previous models. Therefore, the brand reputation of the company and the improved rates of sales of the new company can be seen as the competitive advantage that Tesla enjoys in the market. The strategic choices that Tesla makes can be analysed to understand the different ways that the company has utilised it for competitive advantage. 
[image: ]
Figure 2: Sale of Tesla in the Netherlands
(Source: Statista, 2022)
Exploring the strategic choices of Tesla through the Knowledge-based view_450
According to the knowledge-based view, the most important resource that a company can have is the knowledge within the firm. The base of this theory is that knowledge is an important and valuable resource available to the firm owing to its specific characteristics. As opined by Novianti, (2019, p.166), knowledge can be understood as an intangible feature of human resources which assumes an important position in the creation of competitive advantage. Therefore, knowledge can be identified as an important asset for companies to gain a competitive advantage. Tesla was one of the initiators of introducing an electronics vehicle into the market. 
Currently, Tesla is involved in not just the production of all-electric vehicles but is also involved in the generation of infinitely scalable clean energy, and storage products (Tesla, 2022). Hence, the knowledge present in the company is a key source of competitive advantage for Tesla that has made it possible for them to innovate in the market and involve in the production of electric vehicles while simultaneously focusing on energy production and storage product manufacture. 
The point of knowledge-based structure in an organisation is to maximise the transfer of knowledge between three sources of intangible assets which include the individual capabilities, external structures, and the internal structures (Novianti, 2019, p.166). Hence it can be added that the organisational knowledge is essential to be transferred across the different structures present in the company for their strategizing. According to Fang et al. (2018, p.10), the concept of organisational knowledge can be understood as a more complex form of resources as opposed to tangible resources as it is intangible and socially constructed. Organisational knowledge is important and its proper utilisation involves viewing it as a collective resource available at the organisational level which is created through the exchange and integration of knowledge between different individuals. Hence the source of competitive advantage is not present at Tesla through the availability of knowledge but via its proper exchange and utilisation. 
Tesla had initially outsourced important elements of the car to global suppliers but had faced challenges in managing the suppliers and integrating the different elements (Sull and Reavis, 2019, p.11). Based on the account it is evident that while Tesla had the knowledge regarding investing in electric vehicles and other sustainable sources of energy, this knowledge was not fully utilised by them initially which led Tesla to use it to their competitive advantage. 
The source of knowledge in the organisation is crucial to be controlled and this provides the companies with the ability to innovate and make innovation a primary source in their practices. As stated by Simao and Franco, (2018, p.242), the knowledge-based theory argues that organisational innovation refers to the abstract assets that are present to a firm which help them to achieve their new management practices, innovative goals and objectives. According to the theory, therefore it is important that organisational knowledge is leveraged by the firm to fulfil its goals of innovation that acts as a source of competitive advantage. There are several innovative individuals present in Tesla, such as CEO Elon Musk who have contributed to the success of the company. The leadership at Tesla has several innovative members other than CEO Musk who have collectively contributed to Tesla becoming one of the most valuable car manufacturers globally (Aurum, 2019). The strategic choice of Tesla to outsource its activities resulted in mismanagement of the resources and led to challenges. Hence the source of competitive advantage at Tesla is the sources of knowledge present in the company and its proper utilisation that leads them to innovate in the market. 
Utilising the Resource-based view to analyse the competitive advantage of Tesla in relation to strategic choice
The resource-based view of the firm is concerned with the internal resources present at the organisation and its internal environment that acts as a driver for competitive advantage and helps them to compete in the market. As stated by Beamish and Chakravarty, (2021, p.2), the resource-based view offers an understanding of how heterogeneity denotes the value or rarity and the immobility denoting the inimitability or the VRI within a firm-specific resources and abilities lead to the companies receiving sustained competitive advantage. Hence the concept of the theory elaborates how the internal structures are crucial to the success of the organisation as opposed to the market conditions. Within the theory, the firm is viewed as the collection of resources that it applies to gain a competitive advantage and sustain in the competitive business environment. The initial mission of Tesla was to manufacture sustainable transport for the masses through the introduction of electric vehicles with immediate urgency (Tesla, 2013). Tesla had made use of the internal resources present in the company to strategize to enter into the luxury car market by creating a niche for their products. Tesla recognised that it was impossible for them to create a sustainable product for the masses through their initial product as a startup that had limited economic support and only a technological iteration (Tesla, 2013). As a result, Tesla decided to initially enter the niche market of luxury cars and find success there. 
Under the resource-based view, there is an addition of the concept of core competencies which can be identified as the resources that are developed within an organisation (McGahan, 2021, p.1475). The competencies in an organisation are generated with the help of stakeholder involvement and are uniquely tied to the organisation. Safety and production capacity can be understood as critical core competencies in the automobile manufacturing sector. The Tesla models initially faced delays in being launched in the market owing to technological challenges, had quality issues, and as a result were unable to meet sales projections (Sull and Reavis, 2019, p.11). Hence the strategy of the company to launch innovative products in the market was flawed leading to loss of business.  
As stated by Adnan, Abdulhamid and Sohail, (2018, p.32), the central theme of the resource-based view is that strategic resources are the sole way of gaining competitive advantage via the utilisation of the unique resources available to the firm and the core competencies. The proper utilisation of the resources therefore would provide Tesla with competitive advantage. Tesla for the production of its Model S sedan launched in 2013 that also won the Motor Trend Car of the year kept the manufacturing of elements, the design, and the assembly in house (Sull and Reavis, 2019, p.11). Hence the strategic choice of Tesla to utilise its internal resources led to competitive market advantage for them.  
Application of the market-based view in understanding the competitive advantage of Tesla in relation to strategic choice
As stated by Purbasari, Sari, and Muttaqin, (2020, p.384), the market-based view of the strategy discusses how the external factors of the industry and the external market situations are the primary factors that lead to the determination of the firm’s performance. According to the theory, the source of firm value is present in the competitive position that they occupy which dictate the strategic choice that the company makes in respect to the end product. For Tesla, the source of competitive advantage in the market stemmed from the fact that they were one of the pioneering companies involved in manufacturing electric vehicles. Based upon the conditions of the automotive industry determined through Porter's analysis, it was seen that almost 60% of users are looking for vehicles that offer alternative propulsions by 2025 (Sull and Reavis, 2019, p.3). Hence the market called for a product that was sustainable and offered the company a competitive advantage as they were targeting that specific market.
A key factor of the market-based approach is that the firm exists within a competitive market and the decision of the firm to select its competitive advantage is determined by the external factors. In the context of Tesla, a key source of competitive advantage was the innovativeness that it brought to the market. As stated by Peng et al. and cited by He et al. (2018, p.4), companies can use market-based innovation derived from marketing exploration capabilities to detach from the status quo to create new opportunities for business expansion. Firms conduct market exploration to expand further and for their growth. Tesla therefore through the capable marketing research determined the sale of electric vehicles. While most firms engaged with production through outsourcing, Tesla through its plants in Michigan and California manufactured 80% of Model 3 (Sull and Reavis, 2019, p.12). Tesla during its initial production run creating luxury models but later through its Model 3 ventured into mass production for entertaining a larger customer base. Panasonic will collaborate with Tesla for the production of lithium-ion batteries and invest 80 billion Yen for production in Japan (Reuters, 2022). Hence the strategic decision of the partnership provides Tesla with competitive advantage for business expansion of scalable energy.
[bookmark: _Toc101383083]Conclusion
In this assignment, a strategic evaluation of the central issues within the global automotive company, Tesla has been developed. The central issues found in Tesla are in relation to high competition in the automotive industry, along with the fatal crashes of Tesla Models, which affected the brand image and revenue generation of the company. The company has made various strategic choices, which have been critically evaluated in the study. However, poor quality control issues seem to affect the efficient outcomes of the overall strategic management in Tesla. Through the strategic choices, the company has achieved high competitive advantages. Tesla has become of the renowned pioneers of EVs, which enhanced the brand image of the company, along with high sales generated on their Model S. However, the competency of Tesla is affected to some extent due to faulty outsourcing along with poor quality control issues in its significant models.
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