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[bookmark: _Toc1813559859]Introduction and Business Problem
Tesla is one of the leading companies in the electric vehicle industry and is widely known for its innovation, technology, and focus on sustainability. Over the years, Tesla has built a strong brand and has been seen as a market leader in electric vehicles. The company has successfully expanded globally and attracted a large number of customers who are interested in environmentally friendly transportation.
However, in recent years, Tesla has started to face increasing challenges due to the rapid growth of competition. Many traditional car manufacturers such as Volkswagen, Ford, and BMW have entered the electric vehicle market, offering new models that compete directly with Tesla. In addition, new companies such as BYD have grown quickly and are gaining market share, especially in large markets like China.
This situation has created a complex business problem for Tesla. The company is no longer operating in a market where it has a clear advantage. Instead, it is facing strong competition in terms of price, product quality, and technology. Some competitors are offering electric vehicles at lower prices, which puts pressure on Tesla to reduce its own prices. This can affect the company’s profit and long-term performance.
Another issue is changing customer behaviour. Customers now have more choices and can easily compare different brands. This makes it harder for Tesla to keep its customers loyal. If customers find better value or better features from competitors, they may decide to switch to another brand.
The problem is complex because it includes several connected factors such as competition, pricing, customer behaviour, and market conditions. These factors influence each other and make decision-making more difficult. For example, lowering prices may increase sales but reduce profit, while keeping prices high may protect the brand but reduce demand.
Understanding this problem is important because it directly affects Tesla’s future growth and market position. If the company does not respond effectively to competition, it may lose its leading position in the electric vehicle market. Therefore, it is necessary to investigate this issue and identify possible strategies that can help Tesla remain competitive.


[bookmark: _Toc345024930]Research Aim, Objectives and Questions
[bookmark: _Toc1873310220]Research Aim
The aim of this study is to investigate how increasing competition in the electric vehicle market affects Tesla’s market position and performance.

[bookmark: _Toc1571092975]Research Objectives
1. To analyse the growth of competition in the electric vehicle market. 
2. To evaluate how competitors influence Tesla’s pricing and sales strategies. 
3. To examine the main challenges Tesla faces in maintaining its market leadership. 
4. To identify possible strategies Tesla can use to remain competitive. 

[bookmark: _Toc1167919018]Research Questions
1. How has competition in the electric vehicle market changed in recent years? 
2. How does competition affect Tesla’s pricing and sales? 
3. What challenges does Tesla face from its competitors? 
4. What strategies can Tesla use to maintain its competitive advantage?



[bookmark: _Toc1585348053]Additional Analysis of Market Competition
The electric vehicle market is becoming more competitive as more companies enter the industry and offer similar products. This increases pressure on Tesla, as customers now have more options to choose from. Competitors are not only improving their technology but also offering vehicles at different price levels, which makes the market more challenging.
Another important factor is changing customer expectations. Customers today are more informed and compare different brands before making a purchase. This means Tesla must continue to offer strong value in terms of price, quality, and performance. If customers feel that competitors offer better value, they may switch brands.
In addition, economic conditions such as rising costs of living can affect purchasing decisions. Electric vehicles are still expensive for many people, so pricing plays a key role in attracting customers. This creates pressure on Tesla to balance between competitive pricing and maintaining profitability.
Overall, competition in the EV market is not only increasing but also becoming more complex. This makes it important for Tesla to continuously adapt its strategy in order to remain competitive.




[bookmark: _Toc1435515715]Literature Review
The electric vehicle market has grown rapidly in recent years, and this has increased the level of competition. According to industry reports, more companies are entering the EV market, including both traditional car manufacturers and new firms. Companies such as Volkswagen, Ford, and BYD are investing heavily in electric vehicles, which creates strong competition for Tesla. This shows that Tesla is no longer the only major player in the market, and its position is becoming more challenged.
From a theoretical point of view, competition is an important factor that influences business performance. According to Porter’s theory of competitive forces, increased competition reduces profitability and forces companies to improve their strategies. In the case of Tesla, this means the company must focus on innovation, pricing, and customer value in order to remain competitive. If Tesla does not respond effectively, it risks losing market share to competitors.
Another important aspect discussed in the literature is pricing strategy. In competitive markets, companies often use pricing as a tool to attract customers. Tesla has reduced prices in some markets to stay competitive, but this can also reduce profit margins. This creates a difficult situation because the company must balance between increasing sales and maintaining profitability.
Customer behaviour is also a key topic in the literature. Studies show that when customers have more choices, they are more likely to switch between brands. This is important for Tesla because customer loyalty is not guaranteed in a competitive market. Customers may choose other brands if they offer better prices, better features, or better availability.
In addition, the literature highlights the role of innovation and technology. Tesla has been known for its advanced technology and strong brand image. However, competitors are now improving their technology and offering similar features. This reduces Tesla’s competitive advantage and forces the company to continue innovating.
Although many studies discuss competition and electric vehicles, there is less focus on how increasing competition specifically affects Tesla’s market position and strategy. This creates a gap in the research. This study will focus on this gap by analysing how competition influences Tesla’s performance and what strategies the company can use to remain competitive.


[bookmark: _Toc1478083754]Research Methodology and Design
This research will use a qualitative research approach to better understand the impact of competition on Tesla’s market position. A qualitative approach is suitable because the study focuses on understanding business strategies, customer behaviour, and market conditions rather than only analysing numbers. The problem is complex and involves multiple factors, so it requires detailed explanation and interpretation.
The research will be based on secondary data. This means that the study will use existing information such as academic articles, industry reports, company reports, and reliable online sources. This approach is practical and allows access to a wide range of information without the need for collecting new data. It is also appropriate for a research proposal where time and resources are limited.
A case study method will be used, focusing specifically on Tesla. This allows the research to examine a real business situation in detail. The case study approach helps connect theory with practice and provides a deeper understanding of how Tesla responds to competition in the electric vehicle market.
Data will be analysed using thematic analysis. This means that the research will identify key themes such as competition, pricing strategies, customer behaviour, and market trends. These themes will be compared and analysed to understand how they influence Tesla’s performance. This method helps organise the information clearly and makes the findings easier to understand.
The sampling strategy will focus on selecting reliable and relevant sources. These include recent reports, academic journals, and official company data. Using up-to-date information is important to ensure that the research reflects current market conditions.
Ethical considerations are also important in this study. Only publicly available data will be used, and all sources will be properly referenced using Harvard style. No personal or confidential data will be included. This ensures that the research is conducted in an ethical and responsible way.
Finally, reliability and validity will be ensured by using multiple sources and comparing different perspectives. This reduces bias and improves the quality of the research. By using trusted sources and consistent analysis, the study aims to provide accurate and useful insights into the business problem.


[bookmark: _Toc1984728634]Business Relevance and Practical Implications
This research is important for Tesla because it focuses on a real problem that affects the company’s performance and future growth. By understanding how competition influences pricing, customer behaviour, and market position, Tesla can make better strategic decisions. The findings of this study can help the company identify its weaknesses and strengths in a competitive market.
One of the main practical benefits of this research is that it can support decision-making. For example, Tesla can use the results to improve its pricing strategy. If the company understands how customers react to price changes, it can set prices that are competitive while still maintaining profitability. This can help Tesla balance between increasing sales and protecting its profit margins.
The research can also help Tesla improve its competitive strategy. By analysing competitors, the company can identify what other brands are doing better and where Tesla needs to improve. This may include improving product quality, offering better value, or investing more in innovation. These actions can help Tesla maintain its position as a leading company in the electric vehicle market.
Another important implication is related to customer retention. Understanding customer behaviour can help Tesla develop strategies to keep its customers loyal. This may include improving customer experience, offering better services, or creating stronger brand value. Keeping existing customers is important because it is often more cost-effective than attracting new ones.
In addition, the research can support long-term planning. Tesla operates in a fast-changing industry, so it must be prepared for future challenges. By understanding current trends and competition, the company can develop strategies that are more flexible and sustainable over time.
From a personal perspective, this research also helps develop important business skills such as analysis, problem-solving, and decision-making. It shows how theoretical knowledge can be applied to real business situations. This is important for understanding how research can be used in practical business environments.

[bookmark: _Toc1732939750]Conclusion
In conclusion, Tesla is facing increasing competition in the electric vehicle market, which creates a complex business problem. The growth of competitors, changes in customer behaviour, and pressure on pricing strategies all affect the company’s performance and market position. These factors make it necessary to investigate the issue in a structured and analytical way.
This research proposal has outlined a clear plan for investigating the problem. It has defined the research aim, objectives, and questions, and has reviewed relevant literature to understand the context. It has also explained the research methodology that will be used to analyse the issue.
Overall, the study aims to provide useful insights into how competition affects Tesla and what strategies the company can use to remain competitive. By doing this, the research can support better decision-making and contribute to the company’s future success.
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