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[bookmark: _Toc71566754]EXECUTIVE SUMMARY 
From a strategic management perspective, this paper analyses Tesla's corporate strategy choices. The strategic approach, market positioning, and strategic plan of Tesla are critically examined to determine the strengths and shortcomings of the current business development. The "differentiation approach" is the one that Tesla should employ based on Porter's general theory of competitive strategy. Analysis of the strategy's execution, a summary of the findings, and suggestions for the company's strategy development are provided. For instance, the business must increase communication, collaborate closely with other reputable automakers, and finish the industrial change quickly. The report also suggests enhancing the team's crisis communication knowledge, creating a strong after-sales system, and boosting customer reliance on the product.
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1. [bookmark: _Toc129310466]INTRODUCTION 
[bookmark: OLE_LINK1]With its headquarters in California's Silicon Valley, Tesla Motors, the first lithium-ion battery-powered electric vehicle manufacturer in the world, was established in 2003(Pathak et al., 2022). In the four years since its launch in June 2010, its market capitalization has increased 114 times and its market share has grown(Maamoun, 2021). The Tesla Model X and Tesla Model S are popular with consumers for their unique styling and efficient acceleration and control skills(Fernandez Garces, 2018). Despite being considered the most fuel-efficient car on the market due to its all-electric positioning and cutting-edge technology, Tesla continues to be criticized and blamed by industry and consumers alike for the energy consumption issues that can be caused by all-electric vehicles, as well as life-threatening brake system failures and spontaneous combustion issues(Wang, 2021). In the market for electric vehicles, Tesla has faced an increase in competition in recent years, for example, BYD has entered the Southeast market to capture market share(Hao, 2022). These influences have put pressure on Tesla's strategic management of its business. Considering this, the goal of this study is to evaluate Tesla's strategic management, including its strategic development plans, strategic analysis, strengths and weaknesses analysis and related recommendations. This study will use SWOT analysis and Porter's generic strategy model to provide feasible management recommendations for the strategic management of Tesla's business.
Scope: Strategic management of a business is the strategic process of defining a company's mission, goals and objectives and enabling it to achieve these goals. As the focus of this study is to assess the strategic management of Tesla, the scope of the assessment will focus on the strategic management of one project, electric vehicles, but this does not mean that the strategic plans of other projects not mentioned in the study are not important.

[bookmark: _Toc129310467]2. ANALYSIS OF TESLA STRATEGY DEVELOPMENT
2.1 Strategy Plan
Tesla Motors is strategically positioned to start at the top end of the market and gradually expand into the lower and mid-range markets(Maoheng, 2018). The strategic development of Tesla's electric cars can be summarized as early, medium and present, corresponding to the Roadster, Model S/Model X, and Model 3 which also range in price from high to low(Liu and Meng, 2017). This suggests that Tesla's early strategic plan was to bring Tesla electric cars into the premium market, targeting the wealthy, a high consumer group. The founder of Google and the famous actor Brad Pitt are on Tesla's customer list(Liu, 2022). After the successful launch of the all-electric car concept, which gradually gained market acceptance, the strategic decision began to shift towards technological change and the introduction of mid and low-end models for a more mature consumer market(Thomas and Maine, 2019). Tesla's sales in recent years also illustrate the right strategic decisions. Tesla delivered 936,200 electric vehicles in 2021, up 87% over the previous year.(Bao, 2022).

[bookmark: _Toc129310468]2.2 Sales Strategy
Tesla uses a direct sales model to connect with potential customers by setting up direct sales shops. Tesla established its first direct shop in the USA in 2008 and is present in high-end consumer locations around the world, receiving around four thousand customers per week(Donna et al., 2022). This is closely related to Tesla's market positioning.

[bookmark: _Toc129310469]2.3 After-Sales Strategy
The unique all-electric performance of Tesla vehicles suggests that Tesla Inc. must be more stringent in its after-sales enforcement to address consumer concerns. The company offers an extra-long battery maintenance service free of charge. The 85KW version of the battery is entitled to eight years of unlimited kilometre maintenance, and even the lowest 40KW version is entitled to four years and 100,000 kilometres/of free maintenance(Oliveira, 2022). The company also offers a "personal service" for car breakdowns: if an owner's car breaks down, the company will not only take over the faulty car for free but will also send the owner a car for free(Guerrero et al., 2022). Technicians at the Tesla service centre also check the car's codes and logs via a wireless connection in the event of a problem, to identify technical problems and address safety hazards(Kazi et al., 2018)
3. [bookmark: _Toc129310470]SWOT ANALYSIS 
Strength
· Technology advantage: Tesla has an advanced battery management system and drivetrain differential technology that is safer than comparable cars(Cunanan et al., 2021).
· Industrial chain advantage: Tesla has a complete industrial chain with thousands of charging stations across the country making it possible to solve the charging bottleneck for electric vehicles(NaorComan and Wiznizer, 2021).
· Advantages of the complete vehicle: light and a fast aluminum body; more space in the body compared to conventional cars. Tesla cars have luxurious features and a great sense of technology(Santini, 2011).

Weakness
Pure electric vehicles are less resilient to risk, creating the risk of the cancellation once consumers no longer trust the smart system. In 2020, there were nine incidents of Tesla cars going out of control and causing injuries in China. As of 2023, Tesla has still not officially responded to the incident, resulting in consumers no longer trusting Tesla and going to shops to demand refunds(Lim and Tan, 2022). So all-electric cars do not meet the safety requirements of consumers for their cars. The high cost and technological barriers to pure electric vehicles have been broken and Tesla is no longer the only company on the market that can build pure electric vehicles, resulting in low-profit margins(Ou et al., 2019).

Opportunity
Continuing to be innovative, recommend low and mid-range models to consumers to counter the economic downturn during the pandemic to recoup funds. Expand sales to countries with subsidized new energy vehicles.

Threat
First, Tesla cars do not have an advantage in terms of price, and the product is positioned as a technological new energy car with practical performance not much different from ordinary cars. Then, technically Tesla's industry barriers of the battery management system and drivetrain technology are broken, and the commercial concept of pure electric vehicles will become commonplace(Zeng et al., 2019). The future development of Tesla Inc. needs to be carefully chosen.
[bookmark: _Toc129310471]4. POTER’S GENERIC STRATEGIES
While determining which approach the organization should use, the general strategy offers guidance. Porter lists three broad strategies: differentiation (developing unique and alluring goods and services, such as technology leadership), cost leadership (lowering manufacturing costs), and focus (providing targeted services in niche markets). The "cost focus" and "differentiation focus" subcategories of the "focus" technique are then established.(Akan et al., 2006).

[bookmark: _Toc129310472]4.1 Differentiation
A requirement for “differentiation” is that a company's goods or services differ from or are more alluring than those of rivals. The organisation requires strong innovation and development capabilities. the capacity to consistently provide a high-calibere good or service. demands that the organisation have enough understanding of the market segment(HillJones and Schilling, 2014). Based on its target customers, Tesla classifies the whole product marke. For each chosen target market, a marketing strategy is created along with a focused advertising campaign(FerrellHartline and Hochstein, 2021). Also, as the industry develops, new items are consistently released, each with space for improvement, such as the sports car's technology, which is advantageous for customers. To boost sales and suit the varied market needs of consumers, Model X/S types dominate the premium market, while 3 /y types dominate the mid-range and high-end models(Kim, 2020).

[bookmark: _Toc129310473]4.2 Strategy Analysis 
Tesla cars were favoured by many wealthy people in their initial stages, not only for the environmental and economic benefits of all-electric cars but also because Tesla cars give consumers a sense of technology integrated into their lives, with market-leading performance and looks(Thomas and Maine, 2019). This is why Tesla started with luxury cars in the early days, using a no-cost approach to address the range and lightweight of the steel frame structure of an electric car, meeting the three luxury car qualities of "acceleration, quietness and a high enough top speed"to create the ideal product for consumers. It is a strategic move by Tesla to target a high consumer segment and achieve the exact opposite of a traditional electric car. It is also in line with the competitive strategy of differentiation and lays the foundation for the subsequent launch of lower and mid-range products under the segment.

Tesla is a pioneer in building cars with an internet mindset, in the way that intelligent computers are built. The control of battery and electric motor technologies, as opposed to the driving mechanism of a conventional car, is where Tesla's main competencies reside, and its low-end products have successfully demonstrated to consumers that the application of lithium-ion materials can meet the requirements of mature markets. Its comprehensive "whole industry chain service" concept has fundamentally dispelled consumers' concerns about purchasing and use, and has leveraged the development of the industry(BohnsackKurtz and Hanelt, 2021).

At the heart of Tesla's marketing strategy is a branded mindset for marketing and a user-connected mindset for products(Bezzi, 2021). The company sees the consumer's experience of the product as extremely important. The company wants consumers to choose Tesla not to buy a car, but to choose Tesla Motors because of its products and services. This is why Tesla's service centre is a very important department, whose main purpose is to solve customers' problems and answer potential customers' questions.
[bookmark: _Toc129310474]5. THE TESLA CHANLLENGE
Tesla is more of a technology company than a manufacturer of scale, and industrial transformation needs to be on the agenda. Tesla is unable to deliver new cars within the required time frame. Many consumers have engaged in pre-ordering new cars and have been late in receiving any feedback about their orders, which will undoubtedly undermine consumer confidence(Kind, 2016). Also, Tesla as a technology manufacturing company can be accused of violating corporate ethics and ignoring the rights of stakeholders, and many workers have complained of experiencing discrimination and prejudice as part of the organization. The internal management of the company needs to be strengthened(Minchin, 2021). Even environmentalists have accused purely electric cars of potentially consuming no less energy than fuel cars, as not all electric piles around the world store electricity in the form of new energy sources. Bjorn Lomborg compares it to the diesel Audi A7 Sportback, which has comparable performance and emits 35 tons of CO2 over the course of its entire life cycle, less than an electric vehicle. (Boehmer-Christiansen, 2016).
[bookmark: _Toc129310475]6. CONCLUSION
The analysis performed demonstrates intricate Tesla's strategic management is. The corporation still confronts dangers after effectively entering the lower middle market to compete, such as the emergence of rivals in new nations and shifts in the global economy. Due to the complicated market conditions, the business must develop a long-term strategy to take advantage of possibilities and reduce the risks brought on by unfavorable forces.
[bookmark: _Toc129310476]7. RECOMMENDATION
Improve the flexibility of the R&D department and pay close attention to market dynamics. The R&D team should constantly be aware of market dynamics and actively develop new models to address the various product needs of consumers and lower corporate risks. It should also increase the level of car intelligence, alter the conventional characteristics of automobile transportation, and incorporate technological life into the concept of life.

Work closely with other manufacturers of electric vehicles and set up a system for information sharing to follow the industry trend. Speed the funding procedure while aiming for financial recovery.

Continue to invest more in R&D, collaborating with top-tier firms in the fields of battery and vehicle intelligence, and work to keep your position as a leader in core technology. You should also work to improve the quality of your services and to further your government's collaboration.

Increase customer adherence to the product through scientific management of the charging pile technology and hydraulic handling system, standard management of production and solution, and creation of a scientific and humane service system. Develop a comprehensive after-sales system while also raising the team's awareness of crisis public relations. marketing to quicken the upstream sales chain's creation and solidify key alliances.
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