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Introduction 
Increases in the movement of commodities, resources, money, people, and information across national borders are hallmarks of globalization. Because of developments in communication and transportation, companies now operate on a worldwide scale Cuervo‐Cazurra, 2011).  Deliberate growth has resulted in increased competition internationally and in the labour market, but it has also exposed businesses to new consumers and opened up new markets.
The corporate world has changed dramatically during the last two decades. In any case, things are different now than they were even a few years ago. Organizations are being forced to revaluate their methods of operation due to factors such as intensified global rivalry, the increase of internet-based transactions, economic downturns, and similar factors (Louhiala-Salminen, 2011).  That is because, in today's fast-paced, unpredictable world, success necessitates that businesses improve their performance in key areas such as speed, efficiency, quality, and adaptability to the ever-evolving requirements of their consumers.
The American electric car manufacturer Tesla was established in 2003 as an illustration. most famous for its electric vehicles. Solar energy systems and battery storage are two further areas of expertise for the organisation. Tesla's stated goal is to hasten the global shift to renewable power sources. In order to promote the concept of clean transportation and renewable energy generation on a worldwide scale, Tesla is striving to offer more inexpensive and accessible goods (Liu and Meng, 2017). 
Understand the key dynamics driving the global business landscape
In Tesla organization, the coronavirus epidemic has had a significant effect. The original equipment manufacturers and their component suppliers are still not operating at full capacity (Mangram, 2012). Delivery delays might have far-reaching effects on the industry, including a delay in the introduction of new car models, disruptions in the supply chain, a demand on the resources of small and medium-sized enterprises (SMEs), and lower sales of automobiles in 2020.( Kim, 2020). 
Tesla, owned by Musk, is in a prime position to combat this epidemic. Tesla Motors still ships vehicles to customers without going through dealerships, despite the fact that lots are filling up with unclaimed vehicles and salespeople are eager to go back to work. On the conference call, Musk went so far as to brag about his work on a factory-installed car purchase offer that would make it possible to acquire a vehicle in as little as five minutes using a smartphone application.
Around the globe, companies are feeling the effects of these global trends. Tesla organisation cannot function without them. Global issues affect everything from the availability of raw materials to the dependability of supply chains to salaries and the expectations of workers to government laws and customer demand (Collinson, et. al., 2020). In every way, the products that Tesla sell as well as the activities the business does are vulnerable to the external factors that are influencing the global economy.
Porter’s Five Forces Analysis of Tesla, Inc.
Competitive Challenge or Contest with Tesla, Inc. (Strong Force)
COVID-19 is not just a worldwide public health emergency but also a major economic and financial problem. During the first quarter of the crisis, all industries witnessed historically large and quick reductions. Remember that during the beginning of the pandemic, everything that was reported was dreadful, the level of apprehension was unprecedented, and the potential consequences appeared to have no end (Liu , 2021).The major effects of the pandemic are decreased earnings, increased unemployment, and interruptions in transportation, services, and production. While many automakers took a hit in 2020 due to the coronavirus pandemic, Tesla was an exception. Its stock price increased by approximately 700% in a year, making it the most expensive company in the world. In contrast to other manufacturers, Tesla not only avoided a severe financial catastrophe but saw its profits rise as a result of the pandemic. (Salarpour and Nagurney, 2021).
A company's strategy and results go hand in hand. Making strategic market, brand, and supply chain modifications becomes more challenging when dealing with force majeure situations like the pandemic. It is no secret that the pandemic has reduced consumer spending, which is bad news for the emerging new-energy car sector. Maintaining a steady flow of things for sale is crucial. (Dirani, et. al., 2020). In order to maximise revenues and minimise losses, businesses need to make timely adjustments depending on the current state of affairs. In addition, Tesla ran into issues with its supply chain, experiencing a large number of disruptions, such as the closure of our Shanghai plant and suppliers in the area as a result of COVID.
Bargaining  power  of suppliers 
Due to bottlenecks in the supply chain, suppliers have significant leverage in negotiations. The electric car market is still young and evolving. Parts for Tesla vehicles are now sourced mostly from German manufacturers. Tesla's output will be badly affected by any events that cause economic instability in Germany, such as the COVID-19 lockout and the energy deficit. To reduce its reliance on favourable terms from its suppliers, Tesla is building gigafactories in the Americas, Asia, and Europe. (Asare, et. al., 2020). This plan will reduce the length of the supply chain by relocating manufacturing facilities closer to consumer demand, which will reduce transportation costs and protect against the potential for a supply chain interruption due to the introduction of the novel influenza virus (COVID-19).
How Tesla reduces suppliers' leverage in negotiations:
· By erecting gigafactories in strategic locations across the world, Tesla can shorten the length of the supply chain.
· If Tesla want to keep production from slowing down due to a lack of materials, they should spread the orders out across many providers.
· Make use of technology to reduce vendors' negotiating leverage.
· By putting together different parts of the value chain, business can make a manufacturing system that is more efficient and saves money. 
Bargaining  power  of buyers
Customers have little bargaining power because Tesla caters to the upper echelons of the market and charges accordingly high prices. As a result of stiff competition in the budget segment, Tesla has set its sights on the luxury market. In order to thrive in the luxury market, it is essential to set yourself apart from the competition by providing something no one else does. When it comes to acceleration, safety, battery life, and autopilot systems, the electric vehicle manufacturer is now in the lead. However, there is a dearth of choices in hot categories like big sport utility vehicles. Rivian (NASDAQ: RIVN), a company that makes electric vehicles (EVs), is meeting consumer demand for large SUVs with seven seats by making the R1S. (Tong, et. al., 2022).
Threat  of substitutes 
With a 1.2% share of the worldwide car industry and 14.55 percent of the international electric automobile market, Tesla faces a significant threat from competitors. Large automakers have stable consumer bases, whereas new entrants flood the marketplace. Tesla's brand recognition, though, is its most significant competitive edge.
Tesla has a devoted following thanks to Elon Musk. His presence in the mainstream and on social media has generated free publicity for Tesla. Nobody tells you on billboards and in commercials that buying a Tesla is the finest choice you'll ever make. The likes of Ford, General Motors, BMW, Volkswagen, and BMW are wasting billions of dollars on advertising to ensure that their newest vehicles are featured prominently in print, broadcast, and online media. (Saxena and Vibhandik, 2021).
The way Tesla reduces the danger of replacements is by using innovative marketing strategies rather than more conventional methods.
· Strive to participate in the strong market while charging premium prices.
· Corporation displays and stores, similar to Apple Shops and Starbucks Reserve, could be expanded into an immersive technology centre where customers can explore the latest Tesla technologies. 
Industry rivalry among  competitors 
Start-ups, established manufacturers, and major car companies making the conversion to electric vehicles all contribute to the industry's fierce competition. As a result of their rivals' use of price and segmentation techniques, Tesla has been unable to expand its share of the market or its profits. Electric cars are less desirable since energy costs, geopolitics, and government policy shifts are so unpredictable. Competition with internal combustion engine vehicles is difficult for electric vehicles due to ongoing problems with dependability, battery backup, an insufficient infrastructure, and a chip shortage.
Identify and critically evaluate the reasons why organisations engage in international trade
Decreased reliance on  local market: Even if the company's marketplace is trying to cope due to economic burdens, expanding internationally will give Tesla direct connections to an effectively limitless variety of clients in places with more finances available to spend. And, because different societies have different needs and interests, Tesla will be able to expand its model line-up to capitalise on those differences. 
Improved possibilities of success: Trading with other countries is a simple way to increase sales, which should result in higher profits if no price errors occur. UK Trade and Investment (UKTI) provides data to back up the idea that exporting increases a company's chances of success and survival by 12%.
Performance Improvements :Profit from the advantages of scale that exporting Tesla’s products may offer by going global and making profitable use of any spare capacity in organisation, thus levelling the strain and minimising the monthly troughs and crests that lead to the misery of a manufacturing manager's existence.
Superior Economic Performance:  Benefit from the low value of the British pound versus other currencies by increasing exports during this time. However, keep an eye on the currency's value and be wary of import charges in the nation want to sell to. Tesla cannot afford to risk losing its hard-earned income on a sudden rise in the value of the currency (Das,et. al., 2021),
Innovation: Benefit from more diverse product feedback when exporting to a larger audience. According to data compiled by UK Trade & Investment (UKTI), companies that export more often produce more ground-breaking products in an effort to address market demands. Some 53 percent of the companies surveyed said that their international sales had led to the development of a brand-new product or service.
Growth: Greater international commerce is Tesla's holy grail and a feature that has been lacking in the industrial businesses for a long time. equals more potential growth, which is good for both Tesla and the economy.
Learning their macro- and micro-economic underpinnings, as well as the various market structures and how these affect business strategy
According to microeconomic principles, market systems can be classified as "perfect competition," "oligopoly, or "monopoly." The modern world and the way business is done blur the lines between various categories of market structures. They may also be made up of a combination of the two or more of them. When compared to market structures with less competition, those with greater competition tend to be more productive. Because a rise in the production surplus leads to a fall in the consumer surplus when competition levels are low, the decrease in production surplus will be larger than the loss in consumer surplus (Dunning, 2014). In addition to being the most advantageous to customers, a perfectly competitive market is also the most efficient kind of market. Finding and selecting the ideal competitive market is challenging. When all conditions are met, a market is considered perfectly competitive.
These marketplaces need to be structured so that there are no obstacles to entering or leaving them. They mean that new suppliers may invest in their business with little to no capital outlay or risk. They may leave the sector without suffering a major financial setback. 
· Endless supply and demand: companies in the market are happy to sell to an unlimited number of customers. This is done to prevent any one buyer or seller from controlling too much of the market. To prohibit other market participants from setting prices, it is necessary for them to have access to the same information (Fagiolo and  Roventini, 2016).
· This is what is meant by "perfect information." When both sellers and purchasers have access to the same comprehensive data, everyone can move ahead and benefit from it. By maturing into price takers, these companies ultimately benefit consumers.
Conclusion 
There are several obstacles to overcome while doing a macro study of the global auto sector. Therefore, a segment-by-segment examination is useful for learning about the dynamics at play. The manufacturing sector is crucial to the economic health of any nation. According to the findings, technical and political factors are having the greatest influence on the sector.
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