1.0 [bookmark: OLE_LINK1][bookmark: OLE_LINK2]Introduction 
Digital technology has infiltrated every aspect of people's lives. Cars are increasingly shifting from mechanically powered machines to software-driven technological devices as a mode of mobility (Dodge, & Kitchin, 2007). The competition legislation for automotive items and internal systems will be updated as a result of this trend. Historically, the engine and gearbox were the technical engineering heart of vehicle businesses. In the future, it will become increasingly vital to equip cars with strong sensors, software, processing power, and an external network platform that is linked to the vehicle (Porter, & Heppelmann, 2014). 

Tesla, a California-based electric car and energy firm, manufactures and sells electric automobiles, solar panels, and energy storage technology. Martin Eberhard and Mark Tapperin co-founded it on July 1, 2003, with headquarters in Palo Alto (Cheong, Song, & Hu, 2016). The founders called the firm "Tesla Motors" in honor of scientist Nikola Tesla. Elon Musk joined the firm in 2004 and spearheaded a fundraising round. Tesla CEO Elon Musk stated, "Tesla aspires to give every average consumer with pure electric automobiles within their consumption capability." Tesla's mission is to "accelerate the worldwide transition to sustainable energy." (Sterba, Krzemień, Fernández, García-Miranda, & Valverde, 2019).

This report will be divided into four parts. First, it will briefly introduce Tesla's enterprise background. Then, it will focus on Tesla's competitive strategy and how enterprises act in order to achieve strategic objectives. For the competitive strategy of enterprises, this report will focus on the advantages and disadvantages of competitive strategy. Finally, this report will give some suggestions for enterprises to give full play to their competitive advantage.

2.0 The competitive strategy of Tesla
Enterprise strategy means that enterprises choose suitable business fields and products according to environmental changes and their own resources and strength, form their own core competitiveness, and win in the competition through differentiation. Although there are many kinds of enterprise strategies, the basic attributes are the same. They are all strategies for the enterprise and strategies for the integrity, long-term and basic problems of the enterprise (Qiu, Jie, Wang, & Zhao, 2020). Enterprise strategy can help enterprises guide the long-term development direction, clarify the development objectives, point out the development points, and determine the development ability required by enterprises. The real purpose of the strategy is to solve the development problems of enterprises and realize the rapid, healthy and sustainable development of enterprises (Elkington, 1994).

The term "competitive strategy" refers to a subset of the term "enterprise strategy." It is the strategy for leading and managing individual strategic business units within the confines of the company's overarching strategy (Beasley, Frigo, & Litman, 2007). The primary difficulty of enterprise competitive strategy is establishing the link between consumer demand, rival products, and the business's products in order to develop and maintain a specified position for the firm's products in the market.

Tesla's competitive strategy is broad differentiated strategy and intensive strategy. In product R&D, the firm may differ from other companies in the same sector based on its competitive advantage. Tesla's first ambition is to create an electric sports vehicle. With the addition of finances and the R&D team's efforts. In 2008, Tesla created its first all-electric sports vehicle. And this sports car's efficiency is extremely excellent (Saxena, & Vibhandik, 2021). Its economy has not only increased slightly when compared to diesel and gasoline engines, but it can now reach more than twice the efficiency of most fossil fuel sports vehicles. Despite its great efficiency, the price at the time may also be considered a premium brand.

2.1 The genetic strategy in Tesla
Initially, Tesla used this differentiation competitive strategy as the genetic strategy of the company's brand, but as the business grows, so does the competitive strategy (Corsten, & Will, 1994). Most automobiles nowadays utilize internal combustion engines, therefore Tesla's environmentally beneficial technology attracts the attention of target customers looking for ecologically friendly vehicles (Dess, & Davis, 1984). For example, the firm first concentrated on the high-end market of electric vehicles based on its R&D technology, R&D expense, and product distinctiveness. Customers in this market segment will have a strong desire to purchase this sort of vehicle. The company's manufacturing costs are continuously dropping as the company's popularity and brand popularity grow. Tesla's overall competitive strategy has shifted to a broad differentiation approach at this point. Tesla has been able to shift to a wide range of large-scale consumer groups, rather than solely servicing the wealthy in the high-end market, as a result of the aforementioned cost reductions and increased brand appeal.

Tesla's competitive strategy requires appropriate competitive strategic objectives to match it (Weiblen, & Chesbrough, 2015). For example, one of the strategic objectives is to increase the R & D investment of enterprises, with the purpose of developing more new products to meet the growing demand of customer groups for renewable energy. For example, develop batteries suitable for various purposes. Another strategic goal is to expand the target customer group and market scale, so as to improve the competitiveness of enterprises and expand brand awareness.

2.2 The intensive strategy in Tesla
Market penetration, product development, market development, and diversification are the four components of an intensive approach (Glazer, 1999). The core aim of Tesla's aggressive approach is market penetration. Increase sales income by using active marketing methods. This reflects the prior general approach of expanding market share to improve the company's competitive advantage. Second, new products are created as a result of Tesla's R&D approach. Continuous product development can help to reduce the impact of unknown environmental influences (Varadarajan, & Dillon, 1982). For example, the firm built the world's first all-electric sports automobile and offered solar panels. This competitive strategy's strategic aim is to invest heavily in R&D. Market development is the third strategy. This approach focuses on entering new markets and doing worldwide business in order to increase revenue. Tesla continues to build collaboration with other firms in order to achieve this competitive strategy, making it simpler for Tesla to enter new markets and conduct international commerce. Diversification is the final strategic branch. Increased R&D spending can lead to the discovery of new business possibilities and the development of new goods.

3.0 The advantages and limitations of competitive strategy in Tesla
Tesla's competitive approach, like all other competitive strategies, has its benefits and drawbacks for businesses.

3.1 The advantages of competitive strategies in Tesla
The market penetration strategy mentioned above is very reasonable. The profits from sports cars can enable the R & D team to produce more affordable products, so as to expand the range of customer groups, not just the luxury car brands of the rich. In this way, Tesla can not only broaden its customer base, but also improve its position and profitability in the electric vehicle industry (Bhuiyan, 2017). The purpose of marketing is to meet the needs of customers. This way can better meet the needs and expectations of different groups, especially in terms of economic ability. Therefore, this strategy is very reasonable. It can provide a series of advantages for the company. In addition, this penetration strategy of promoting sales through lower prices can meet the needs of different market segments and promote Tesla's long-term sustainable development (Bohnsack et al., 2014). 

In addition, competitive strategy can bring more profits to Tesla. At first, Tesla's target market was the high-end electric vehicle market, and achieved great results. Therefore, Tesla can use the benefits obtained in the high-end market to produce low-cost cars to attract customers in the low-end market. In this way, the profit of the company can be greatly improved (Eisler,2016). The advantage of cost leadership will make Tesla the leader of the whole electric vehicle market and maintain the corporate image and brand authority.

3.1 The limitations of competitive strategies in Tesla
Nevertheless, not all strategies can only bring beneficial effects to the company. On the contrary, sometimes they can also bring many adverse effects to the enterprise. For example, the low price penetration strategy mentioned above will also bring certain limitations to Tesla. With the entry of more and more competitors, low-cost electric vehicles will lower the threshold for new entrants, which will gradually weaken Tesla's competitiveness in the low-cost market. Thus, it may affect the advantages of Tesla's product differentiation strategy. New entrants will threaten Tesla's global growth (Grant, 2016).

Tesla is far from the first business to produce electric vehicles. For various reasons, the company's long-ago electric vehicles did not develop later. Tesla is the most successful company in the world of electric automobiles right now. Apple and Google are also experimenting in the world of electric automobiles at the moment (Diamandis, & Kotler, 2020). If a brand's innovation isn't sufficient, the brand's competitive edge will dwindle, and horizontal rivalry will become increasingly intense. We should also focus on innovation and R&D of new items as part of the low-cost approach for conquering the market.

In addition, the increase of production capacity may cause the restriction of unsalable products (Luo, Wu, Li, Mo, Li, Feng, & Chu, 2021). At present, Tesla's sales volume is very good, the company has more investment and higher output improvement. Combined with the increasing competitive pressure mentioned just now, it is likely to lead to the adverse effects of excess production and surge in inventory.


What’s more, the goal of differentiation strategy is good, in order to meet different types of users. However, the determination of the strategy is that it is difficult to maintain the basis of differentiation (Henry, 2021). In order to achieve this goal, higher costs may be required.

4.0 recommendations
Firstly, sustain industry leadership by continuing to establish differentiated strategic advantages. Make automotive software the company's second priority. Tesla's electric car will be more competitive than other competitive companies if the company achieves a breakthrough in this software (Thomas, & Maine, 2019). Change the definition of the car to make it a personalized office space for mobile terminals and a vital tool for life, as Apple has done. When such a concept becomes a reality, it will not just change the way we think about automobiles. Many sectors will be totally transformed as a result. It may also manufacture a range of vehicles, such as taxis and buses, to satisfy the market's diverse needs. After all, as compared to other automakers, Tesla's sports car accounts for a minor portion of the market. After all, sports cars are almost exclusive to the rich. Tesla might as well reach out to the taxi, family private automobile, and bus markets as well.

Secondly, with the strategic transformation of Tesla and the increasing sales volume, there is likely to be the overcapacity mentioned above. In view of this phenomenon, Tesla can adopt different financial sales strategies to expand publicity and attract more consumers to buy (Liu, 2021). Turning inventory into capital can better help the research and development of new products. Most companies will have overcapacity during the period of brand expansion, and different companies have different treatment methods. Some companies' sales will stagnate. At this time, if Tesla can give corresponding financial policy support, it will greatly stab into the purchase. For example, with the introduction of various financial policies to reduce customers' economic pressure and give customers more buying space, Tesla's sales market will gradually expand.

Thirdly, due to the increasing number of electric vehicle competitors, Tesla will have an entry threshold when entering a new market. This is the same as other electric vehicle brands entering Tesla's existing market competition. Therefore, when competitors enter Tesla's existing market, they can take common games or competitive strategies to block the entry of competitors as much as possible. At this time, Tesla can also adopt a low-cost competitive strategy and use brand advantages to attract more consumers, which can also repel competitive companies to some extent (Dai, 2020). Make the competitive companies withdraw automatically when they are unable to make profits and their business conditions are not good. Although the low-price strategy mentioned above will hinder Tesla's long-term development and lead to low efficiency in R&D and innovation of new products, this suggestion can also be tried under the existing circumstances and on the premise of healthy development of the enterprise.

Fourthly, with rising competition in the new energy electric car industry, various new strategic decision-making criteria for new energy electric vehicle firms have evolved (Wang, Wang, & Yang, 2020). In order to keep Tesla competitive in a range of areas. Using game tactics, Tesla may do extensive market planning. Using the game strategy, for example, we may thoroughly examine the fundamental position of rivals in the new energy electric vehicle market. Analyzing and summarizing the advanced experience and ideas of other new energy electric cars may give scientific ideas and references for Tesla's competitive decision-making in a variety of sectors, as well as help in the promotion of Tesla electric vehicle development internationally.

5.0 Conclusion 
Tesla is a leader in the field of electric vehicles in the global market. Tesla combines unique shape, efficient acceleration, good handling performance and advanced technology, making it the fastest and most fuel-efficient car on the road. This paper introduces Tesla's background, competitive strategy, and the advantages and disadvantages of competitive strategy. Finally, some corresponding suggestions are given. Tesla's competitive advantage comes from the integration of their attention to environmental sustainability, technological innovation, product differentiation and cost leadership (Bohnsack, Pinkse, & Kolk, 2014). In order to serve most customer groups, Tesla's strategic choice of producing affordable cars is favorable and correct. It not only provides Tesla with an opportunity, but also increases its unit sales while reducing the price of subsequent models. In addition, these strategic choices are very reasonable because it helps to reduce production costs. However, the mass production plan provides an opportunity for new competitors to imitate Tesla's strategy, which weakens Tesla's competitive advantage (Van den Steen, 2015). Therefore, Tesla must consider product R & D and innovation, and introduce more innovative ways to support the brand to enter different markets and maintain sustainable development.
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