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1. [bookmark: _Toc161164635]Introduction 
Tesla is currently in a leading position in the pure electric vehicle market and has also been rated as the world's most valuable car brand (Carlier, 2024 a). It performs relatively better in the European market, and it insists on achieving cost reduction and product function and service quality improvement through independent research and development (Carlier, 2024 a). However, as the market economy of new energy vehicles (electric vehicles) becomes more intense, electric vehicle models of brands other than Tesla have gradually shown their advantages in market competition, see Figure 1 (Carlier, 2024 b). Although Tesla’s electric vehicle models still maintain a relatively leading sales volume, it also means that BYD Auto, Wuling Hong Guang, GAC MOTOR, and other brands will likely compete with Tesla in the future. Under such circumstances, what kind of competitive and development strategies Tesla adopts to cope with market competition is particularly important. 
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Figure 1. Best-selling plug-in electric vehicle models worldwide in 2023
Source. Carlier, 2024
1.1 [bookmark: _Toc161164636]Objectives 
This report will evaluate Tesla's development prospects in 2024 based on its current competitive strategies. It will also evaluate its organizational strategy based on analyzing its market environment and provide recommendations on its future development direction. The three objectives are: 
1) Analyze Tesla’s external market environment.
2) Analyze Tesla’s competitive advantages. 
3) Analyze Tesla’s current and future marketing strategies. 
1.2 [bookmark: _Toc161164637]Scope 
This report will combine several business analysis models to complete Tesla's external environment analysis, and competitive advantage, and evaluate the strategies it is adopting and can adopt in the future. The PESTEL analysis model, Porter's five forces analysis model, and Ansoff matrix will be used for the analysis.
2. [bookmark: _Toc161164638]Objective Analysis 
Corporate strategy can guide the direction of the company, help the company clarify its development direction and goals, and gain competitive advantages in market competition (Scholes et al., 2002). Corporate strategy refers to the organization's long-term development process based on a series of actions to adjust the development direction and focus (through the allocation of resources and capabilities) in the changing environment, and to form unique core competencies and advantages to meet the expectations of stakeholders (Kak & Sushil, 2002; Tomashuk & Tomashuk, 2021). Thus, this report will focus on Tesla's strategies to complete the analysis and discussion.
2.1 [bookmark: _Toc161164639]Objective 1- External Analysis 
2.1.1 [bookmark: _Toc161164640]PESTEL Analysis 
PESTEL analysis is a common environmental analysis tool that can identify the external environmental factors of an organization (enterprise), and then form a clearer understanding of the market competitive environment factors in which the enterprise is located (Issa & Issa, 2014).
1) Political: Governments of various countries are supporting the research and development and product marketing of new energy vehicles, which means Tesla’s development can receive government subsidies and policy support (Liao et al., 2022; Guo, 2020, p. 26).
2) Economic: Changes in interest rates may affect the choices of Tesla's potential customers and changes in oil prices also have an impact on customers' choices to purchase electric vehicles (He et al. 2022; Tong, 2022).
3) Social: People’s strengthening environmental awareness and preference for artificial intelligence-assisted products will affect the purchase decision of electric vehicles, and the demographic structure (proportion of young people) will also affect the purchase decision of Tesla vehicles because Tesla has different models aimed at different age groups (Kay, 2024).
4) Technological: Tesla’s application of intelligent technology in the manufacturing technology of electric vehicles and its intelligent systems may help it win the favor of some consumers (Alghalith, 2018).
5) Environmental: Governments around the world are actively paying attention to environmental and climate issues, which means it is beneficial for electric vehicle manufacturers such as Tesla.
6) Legal: Import and export regulations between countries, and vehicle safety regulations in different countries will have an impact on the transnational marketing of Tesla products (Bown, 2023).
Thus, Tesla's current electric vehicles and other new energy-centered products are in line with the environmental protection trends of various countries, which made it easy to obtain support from the policy level and is also more likely to be favored by people with strong environmental awareness and more interest in artificial intelligence services. Moreover, from a technical perspective, Tesla's motors, batteries, and electronic control systems are all areas of strength in its independent research and development and have advantages compared to similar products made by other brands. 
2.1.2 [bookmark: _Toc161164641]Porter’s Five Forces Analysis 
Porter's five forces analysis model can be used to analyze a company's competitive strategy, which includes the bargaining power of suppliers, the bargaining power of buyers, the ability of potential competitors to enter, the substitution ability of substitutes, and the competitiveness of competitors in the industry, see Figure 2 (Grundy, 2006, p. 215). Combined with Tesla’s current development position in the electric vehicle field in the global market, the details of its Porter’s Five Forces analysis are as follows.
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Figure 2. Porter’s five forces model
Source. Grundy, 2006, p. 215
· Threat of new entrants: Low
The R&D and production of electric vehicles have high technical requirements and relatively high costs (requiring strong financial strength). Therefore, it is difficult for new entrants to break through the rapid rise of many leading companies in the existing industry in a short period (Yang, 2022, p. 775).
· Substitutability of substitutes: Medium
Although the national government is promoting and subsidizing new energy vehicles, it does not mean that consumers will not continue to choose fuel vehicles, especially since fuel vehicles do not have to worry about battery discharge issues (Yang, 2022, p. 775). Also, from the perspective of environmental protection, the current alternatives to electric vehicles mainly include hybrid vehicles and fuel-cell electric vehicles. The technology of hybrid vehicles has become increasingly mature, which has high stability and huge market acceptance, and the global market demand for hybrid vehicles is also relatively high (Statista, 2024). Fuel-cell electric vehicles have higher stability, but fuel-cell technology is more complex and expensive. However, it is estimated that the fuel-cell electric vehicle market is to expand at more than 25% CAGR from 2023 to 2032 driven by the rising adoption of electric vehicles globally (Global Market Insight, 2023). Therefore, Tesla's electric vehicles face competition from three types of vehicles: fuel cars, hybrid cars, and fuel-cell electric vehicles. There is competition but the intensity is moderate due to the different consumer demands for different affordability and purchase plans.
· The Bargaining power of the buyers: Medium to High
The price of lithium carbonate, the battery raw material for electric vehicles, has recently shown a downward trend, which has caused the overall cost of electric vehicles to decrease (InfoLink Consulting, 2024). Although the price of electric vehicles is still higher than that of fuel vehicles, the prices of brand products in the electric vehicle industry have generally shown a downward trend. In particular, the competition between some brands of electric vehicles in China has caused the price of electric vehicles to show a downward trend, which means that consumers have relatively more choices (Carey & Lienert, 2023). Although Tesla has chosen to lower some models' prices in the Chinese market, it still does not create an absolute price advantage over similar products. 
· Bargaining power of suppliers: Low
The construction of the electric vehicle manufacturing supply chain is approaching maturity, the costs and profits of each link are relatively transparent, and the market mechanism is relatively complete. Plus, the competition among various manufacturers is fierce, there is no technical monopoly leading to the formation of a dominant position of a certain supplier (AI-Saif et al., 2021). Besides, Tesla’s battery management system is unique compared to other companies. It has many independently developed manufacturing designs (without suppliers), which results in low bargaining power for suppliers (Yang, 2022).
· Competitiveness of competitors in the industry: High
All countries are paying more attention to the research development and production of pure electric vehicles. The launch and iteration of a series of electric vehicle products of major brands are fast. In addition, the competition in many aspects such as the style, function, and price of electric vehicles is increasingly fierce. Yang (2022, p. 775) mentioned that BYD Auto, NIO, XPEV, Mercedes-Benz, BMW, and other new energy vehicle brands and traditional car brands are developing pure electric vehicles, which means that Tesla faces threats from various competitors.
To sum up, from the perspective of all aspects, Tesla is in a more dangerous situation, and it needs to strive for more competitive advantages by formulating appropriate enterprise development strategies.
2.2 [bookmark: _Toc161164642]Objective 2 - Competitive Advantage Analysis 
2.2.1 [bookmark: _Toc161164643]General Strategic Analysis 
Combined with Porter's five forces analysis model, there could be three common competitive strategies: cost leadership, differentiation, and focus (Doyran, 2020). For Tesla, the sole application of cost priority strategy is not able to help it obtain outstanding advantages. It is undeniable that Tesla has completed various original projects in the field of production R&D, which allows it to continuously optimize cost expenditures relative to its brand (Ivanchenko, 2017). However, compared with competing brands in the industry, many brands of electric vehicles in China have been able to market their products at lower costs and prices than Tesla (such as BYD), which has caused Tesla to lose its competitive advantages in cost and price (Bradsher, 2024). However, by combining differentiation strategies, Tesla can gain competitive advantages in the market. Tesla has completed the differentiation of services in terms of battery life, intelligence, and independent research and development (Liu, 2022). Particularly, the additional planning capabilities and supercharging network that Tesla offers to consumers are key to differentiating it from other brands of electric vehicle products and services (Liu, 2022). Moreover, focus strategy means focusing on a specific market segment and becoming the best company in the industry. However, Tesla did not adopt such a strategy but applied a full industry chain strategy. Tesla has established its own full industry chain business system around the core of new energy. Currently, Tesla's profits in the field of vehicle manufacturing are only part of the company's revenue source, and the rest of the profits come from after-sales services, auto finance, car rental services, etc. (Dean, 2023).  
2.2.2 [bookmark: _Toc161164644]Competitor Analysis 
According to the report by U.S.News, the 7 competitors of Tesla include Li Auto Inc., Rivian Automotive Inc., XPeng Inc., General Motors Co., Toyota Motor Corp., Ford Motor Co., and Ferrari NV (Duggan, 2024). Also, electric vehicle manufacturers in China and other U.S. electric vehicle manufacturer brands are already making advances in battery technology, many improvements have been made in vehicle technology functions and driving assistance functions (Cheng, 2024). For instance, Li Auto has achieved a high-voltage pure electric platform, and NIO Electric Cars also used self-developed technology to optimize product performance and services (and customer charging solutions) in terms of batteries, motors, electronic control systems, etc. It means that compared with Tesla's independent research and development technology, there are also other brands of patented technology to compete with it (Li Auto, 2024; Zhang, 2022). 
Tesla also has unique competitive advantages over other brands. Firstly, Tesla started early in the electric vehicle market, which means its brand influence already has a relatively solid foundation (Shao et al., 2021). Secondly, Tesla is good at leveraging the direct operation model and the integrated sales and after-sales service system to complete direct interaction and communication with consumers (Shao et al., 2021). Moreover, its services in system integration of artificial intelligence and car driving are also distinctive. Although other brands are also improving supporting intelligent services for electric vehicles, Tesla has more advantages in such an aspect (Ajitha & Nagra, 2021). As for Tesla’s competitive disadvantages, the pricing of its current electric vehicles may be one of the hindering factors (Bradsher, 2024), and its intelligent operating system security concerns are another hindrance factor (Ajitha & Nagra, 2021).
2.3 [bookmark: _Toc161164645]Objective 3 – Marketing Strategy 
2.3.1 [bookmark: _Toc161164646]Ansoff matrix 
The Ansoff Matrix is a 2*2 matrix that represents the four options for a company to grow profitably, including market penetration, market development, product development, and diversification, see Figure 3 (Loredana, 2016, p. 144). For Tesla, the market penetration strategy is suitable for further marketing to existing markets and customers (Tiku, 2022). Possible methods include price reduction, discounts, enhanced promotion and distribution, acquisition of competitors in the same market, etc. Market development strategy can be used to develop new markets using existing products, such as further broadening the global market, or targeting new customer groups (Loredana, 2016). Product development strategy is Tesla's ongoing research and development pattern, which is dedicated to improving the company's competitiveness with peers and gaining competitive advantages through new product and service features (Ahmad & Khan, 2019; Habib et al., 2020). Finally, the diversification strategy means Tesla's expansion into products and services other than electric vehicles and the development of new markets (Loredana, 2016). Such a corporate growth model is also currently practiced by Tesla. In addition to electric vehicles, Tesla has been actively developing energy storage equipment in the new energy business field (Matthews et al., 2020). For instance, Tesla’s photovoltaic products include household solar tiles Solar Roof, and commercial solar panels Solar Panel (Ruposov & Belikov, 2021). Also, Tesla’s energy storage products include household Power Wall and commercial Power Pack (Kumi, 2023). 
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Figure 3. Ansoff Matrix
[bookmark: OLE_LINK5]Source. Loredana, 2016, 144
2.3.2 [bookmark: _Toc161164647]Tesla’s Business and Marketing Model 
Tesla has adopted a vertically integrated distribution structure and invested considerable resources in integrating the supply chain and manufacturing processes, thereby achieving an integrated experience from manufacturing to direct distribution of cars to consumers (Chen & Perez, 2018). It means that Tesla has established exclusive online stores and physical stores to reduce the involvement of middlemen and directly contact consumers. Besides, Tesla's word-of-mouth marketing model has helped increase the visibility and attention of its products, and the subscription marketing model has also helped Tesla build a customer base that is loyal to its brand (Liu, 2022).
3. [bookmark: _Toc161164648]Conclusion and Recommendation 
This report combines the current analysis of Tesla's products, services, marketing, and market environment to summarize and analyze Tesla's market competitive position, competitive advantages, and marketing strategies. Combining the analysis of the above three objectives, it is not difficult to find that Tesla still has competitive advantages in the electric vehicle market, at the same time, it is also facing more competitors. At the level of competitive advantages, Tesla can distinguish itself from its competitors by its original products and services (and brand reputation) with new energy and intelligence as the core. Also, from the marketing strategy perspective, the vertical marketing model should be retained, but it needs to be further combined with mixed marketing strategies to expand market competitiveness.
Feasible corporate development and marketing strategy suggestions are as follows. 1) Tesla could further use a differentiation strategy to expand the product types. Combined with the current competition among various brands in the field of electric vehicles, Tesla can further increase the online to offline (O2O) mode of marketing in various markets, and prioritize targeted promotions based on the characteristics of different markets, which means promoting products suitable for the level of market consumer preferences will help expand profitability and support long-term development. 2) From the perspective of Tesla’s marketing and service levels, it can choose the strategy of broadening sink channels. The approach of expanding from the core business district to the peripheral business district can be applied to all markets, which means expanding from the experience stores in the central business district to the peripheral areas of the city. 
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