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Introduction
Tesla Motors is one of the electric car-producing companies with the ability to make changes in automotive history. Tesla Motors Inc. is a company operating in America, and they design and produce electric cars. It was begun in 2003. Martin Eberhard and Elon Musk began the company. The main reason behind this is that they argued that electric cars are better when compared to traditional cars, which use engines to operate. Tesla Motors Inc. is one of the successful companies, just like Apple, which is doing better. Despite being a young company, it has the potential to grow higher since it is one of the unique companies that have existed and is innovative in its production. Tesla Motors Inc. is the first company to come up with electric cars. High prices of fuels and the effects engine cars cause on the environment are some of the concerns that have forced people to desire electric vehicles. The high demand for vehicle fuels has caused scarcity of the product, thus making the electric vehicle the best bet for the future and a feasible solution.
The first car was launched in 2006; apart from producing electric cars, the company also manufactures drive train machinery and power train machinery; these components are sold to Toyota and Daimler (Toumi and Russia, 2018 p. 319). Their business strategies are unique; they apply a differentiation strategy. Tesla Motors Inc. ensures that it remains in the competitive environment by incorporating a public relations mechanism; they mainly focus on not price-conscious clients and those who admire luxurious cars. So far, the company has attained a lot, and some of the key figures driving its success are Elon Musk, who is the current chairman; the paper will analyze the effects of a pandemic on the industry and also come up with survival and success aspects for the company based on megatrends.

Effects of a pandemic on the industry
Immediate effects of Covid19 led to lockdowns, and vital economic enterprises were brought to a halt. Like any other organization affected by the pandemic, Tesla is not spared from the overall effects of the pandemic. The company operates various global supply chains in Europe and America experienced, leading to the suspension of its operations after the local authority issued a stay-at-home policy. Suspensions of its operations had effects on the company production level that increased the complexity of the underlying challenges surrounding the production power failure to attain the demand of the Model3. Jaffe (2021, p. 45) argued that the company experienced various supply chain problems resulting from a low supply of parts and ports that affected production power.
Limited production was one of the challenges created by the pandemic; this resulted from the closure of its production points and the low supply of raw materials required producing cars. In rouse of temporary suspension of Fremont facility, the company fell behind the agreed scheduled deliver of Model 3; this is one of their highest demanded products. The pandemic has also affected operational and infrastructure decisions; Tesla has accelerated expansion and has gone ahead to open a plant in Texas. Musk argues that this migration is mainly connected to a limited capacity to increase activities in San Francisco. Bay Areas overcrowding has raised the cost of living; the living conditions are not suitable for the Tesla’s employees since they are forced to travel long distances. The company has also made significant changes in the infrastructural decisions; for instance, it is mainly focused on developing technology to come up with online sales mechanisms that will enable it to sell its products, despite the pandemic.
In general, Covid-19 affected Tesla companies; being a profitable enterprise, the primary performance metric is to maximize the shareholders through growing the share prices. As a result of Covid-19, the company announced late delivery of the Model 3 vehicles, which were supposed to deliver in 2020 before February, which never happened, thus registering a drop of 17.8% in its shares (Kharpal, 2020 p. 25). For Tesla, Covid-19 has affected its production chain, resulting in delayed production, while on the other hand, increased to the cost of production; it has also impacted the development mechanisms. The high cost of production resulting from the pandemic forced the company to change the sale of Model Y, which was estimated to cost $35,000 was made to cost $40,000. In general, the pandemic has affected companies' power to attain sales growth strategies and made it difficult to maintain their competitive advantage.

Survival Factors
Survival factors in the industry cover factors that impact the survival and propagation of the company to overcome various challenges, for instance, emergencies or pandemics, and compete effectively with other competitors (Bredenfeld et al., 2020 p. 60). Tesla Motors Inc. is one of the companies that have introduced uniqueness in its production. Some of the survival factors which have enabled the company to propel well despite high completion from other companies include technological advancements, regulation about the safety of vehicles, and shifting in the customers' expectations (Kolarić, 2019 p. 145). Elon Musk started the company with one clear vision, "accelerate the start of sustainable transportation through compelling mass-market electric vehicles to the environment. The survival factors of Tesla motors are discussed below.

Tesla first product
Since it was launched, it took a unique strategy to ensure it established itself in the current market. The Tesla Company could develop a relatively affordable car, carry out mass production, and market that car. Still, it was more creative since it took an opposite strategy to create compelling vehicles that raised the demand for electric vehicles. On Tesla's website, Elon Musk posted the following statement about their mission, "if we could have mass marketing on the first product, we would settle on that, but this was not attainable for a Startup Company like ours, that has never produced a single car without economies of scale (Le, 2021 p. 10). The first product had to be expensive despite its quality; for that reason, we settled for a sports car, and it became one of the competitive gasoline alternatives. Selling directly to consumers is another survival factor for the company.

Direct sales
Most manufacturers sell their products through dealers, but Tesla became more creative since it sells directly to clients. It has developed an international network of companies, especially in the urban areas. Possessing sale channels has gained extra speed in the product development sector; this comes in after this sector was highly affected by Covid-19. More importantly, the company has developed a good customer purchasing experience (Lidzhi, 2021 p. 680). Unlike the car dealership, the company's showrooms have no possible struggles of interest; customers deal directly with Tesla employees. At the end of 2021, the company had more than 438 locations worldwide; this included retail and other services centers (Hastig and Sodhi, 2020 p. 940). Online sales are part of the company's strategy; this has assisted the company in registering high sales even with the Covid-19 pandemic, which negatively affected sales. The company is also offering home services.


Home services
In some parts, the company uses a strategy they call Tesla Rangers; basically, these are technicians who can make calls back at houses. In some scenarios, these services are made in a small way. Model S, can wirelessly upload information, enabling technicians to fix some issues without the need to come close to the vehicle (Eggers and Eggers, 2021 p. 19). This is one of the strategies which assisted the company in propelling through the pandemic struggles since there were movement restrictions. Still, they overcame these challenges by making calls and fixing problems. Tesla Motor Inc. has created a supercharger network to charge vehicles.

Supercharger Network
In most cases, people argue that electric cars turn out to be expensive to manage; Tesla Motor Inc has developed its charging network named supercharging stations; in these points, drivers are free to charge Tesla vehicles free of charge for those 30 minutes. This strategy has assisted in increasing the adoption rate of electric cars in society; they make them cheaper and ensure that they remain running. In addition, Tesla has combined sales centers with centers that offer services. They argue that coming up with a new center leads to increased demand for their vehicles (Houldin and Yang, 2021 p. 106903). Customers have the opportunity to charge and service vehicles from these centers. Lastly, the company's latest model has emerged as a supercharged model compared to Roadster, which was the first model; they claim that this is one of the fastest cars globally. As a result of these unique strategies they have employed in their production, the company has managed to compete effectively in the current market, despite being viewed as one of the youngest companies.

The success factor of Tesla
For every company to be successful, it has to be unique and attributed to certain factors that make it successful. Like any other company, have its successful factors which assisted the company to strive high when compared to other companies (Noor, 2022 p. 160). These factors include technology, timing, monopoly, team, distribution durability, and secrets. These factors are discussed below.

Technology
In Tesla, technology is one of the best aspects, making other companies rely on this. For instance, over the past years, Daimler started using Tesla batteries, Mercedes uses Tesla powertrain, and Toyota uses Tesla motors. In addition, General Motors has gone ahead to develop a task force that will track the next technological moves by Tesla; this indicates how Tesla companies are creative in innovating the best technological aspects. Tesla's most significant technology attainment is not a single trend or component but is its power to integrate various components into one great product (De Vries, 2021. p, 6). For example, model S, which is designed from one to another, is considered more than its parts. Based on consumer reports, the ratings are higher when compared to other car products reviews. This is a clear indication that the company has made promising advancements in its technological application. Timing is also another successful factor in Tesla.

Timing
In 2009, one could still think the government could keep on supporting the cleantech jobs, a political priority, federal funds were earmarked, and the Congress was almost passing cap and trade regulation. Some people predicted generous subsidies that were to flow indefinitely, but at the same time, Musk is the CEO, so one-time opportunity. Barely 18 months before Solyndra imploded under the control of the Obama government and raised issues with subsidy, the company secured approximately $465 million, which was sourced from the America department of energy. In the 2000s, 0.5Billion dollars subsidies were imaginable; this also unthinkable currently, but that was the only time when that opportunity was possible, and Tesla clichéd it (Cohen and Guo, 2021 p. 80). Even during the Covid-19 pandemic, Tesla has made timely decisions, including initiating programs to call clients and repair their vehicles in a computerized manner. Another success factor behind Tesla is the team.

Team
Musk being the CEO of the company is an engineer and salesman simultaneously. This is not surprising that he has organized his team well and has experience in sales and engineering. Through this, the bargaining power of buyers is high; according to the 2014 annual report, the company relies on partnerships with other companies, for instance, Toyota. Indeed the highest amount of profit is gained through supplying these partners. This makes the purchasing power of buyers to be high (Saez and Zucman, 2021 p. 40). However, Tesla has also introduced the motive of customer distribution; this makes buyers receive reasonable incentives, which are done through tax cuts. These programs are helpful since they increase the demand for their product while, on the other hand, it reducing barging power of the buyers. In the company, the rate of rivalry is meager.


Low rivalry in the company
Global automotive rivalry is high, but this competition is not seen in the electric motor sector. Tesla has the higher advantage to compete effectively with others arising companies. Some of their rivals include the Nissan Leaf, Ford Focus, and Chevrolet (Parks, 2021 p. 338). Despite the existence of these companies, Tesla is expanding at a high rate compared to its competitors, and as a result, companies have entered a lucrative market. In general, this company is enjoying relatively low competition from its competitors.

Conclusion and recommendations
Despite that, the company has strengths, and it has remained profitable; despite the emergency of the pandemic, various challenges need to be addressed. Some impacts of the Covid-19 on the company include failing to meet the scheduled delivery dates and increased cost of production. Since the company has managed to address the challenges from the pandemic, a lot needs to be done to ensure that it remains competitive. For instance, it should focus on improving global presence; they may involve putting up structures in the developed countries to attain their visions and missions. It should also strengthen its plans to use R& D investment to ensure that its products remain superior and in high demand in the current market. The charging system is the biggest problem within the company; there is a need for the company to be wary about this since their rivals can be more innovative to rival them in this sector. 
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