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Summary

In 2020, Tesla sold more than 500,000 electric vehicles worldwide, leading the new energy vehicle market for two years in a row. Since its inception, Tesla has been in the public eye, and the company's history has taken numerous unexpected twists. A business that is less than 20 years old may accomplish what it has today and excel on a worldwide scale, and both of these things are intrinsically tied to the growth of corporate strategic planning. In order to determine the key drivers of Tesla's success and the difficulties it encounters in promoting enterprise internationalization, this paper conducts a thorough analysis of Tesla's internationalization strategy. It then focuses on the strategies Tesla used in China, such as location choice, market strategy, brand strategy, etc. Based on this, the paper makes logical recommendations for its future strategic decision-making, summarizes its global strategy, and discusses its experience. This paper has some illuminating implications for the growth of China's energy vehicle industry and enterprises' global strategic decision-making.



























[bookmark: _GoBack]1.Introduction

In 2004, the father of alternating current, Nikola Tesla, launched a car firm that totally altered the public's perception of electric automobiles(Grover, & Sahai,2010, June). After several twists and turns, Tesla likewise steadily got stronger and expanded internationally. In 2020, Tesla had the highest global sales volume and was approximately twice as popular as the second-place car, demonstrating its considerable competitive advantage and widespread appeal in the new energy vehicle industry.

Tesla is more likely than traditional automakers to identify new energy electric vehicles as intelligent IT products rather than just simple transportation tools, and this definition has significant growth potential(Huang, 2019, February). Additionally, China actively campaigns for green environmental preservation, energy conservation, and emission reduction, and it has political stability and superior economic growth. China is where Tesla sells the most units outside of the US and has been quite supportive of the company's move to Shanghai(Lim, & Tan,2022). The stabilization and expansion of the Chinese market as well as ensuring the efficient production of the Gigafactory in China are crucial components of Tesla's internationalization plan. The quality of Tesla's products has, however, also come under fire from certain customers(Perkins, & Murmann, 2018). The frequent incidence of braking issues and the preservation of consumer rights have once again thrust Tesla into the spotlight, which has an effect on the company's brand image and will probably be detrimental to its future growth. Tesla needs to take proactive steps to protect its brand and ensure the quality of its car products. Prevent quality problems from impeding the company's globalization efforts(Barmore, 2013).



















[bookmark: _Toc23723]2.PEST 
[bookmark: _Toc26253]2.1 Political
[bookmark: _Toc16925]Energy conservation and emission reduction initiatives have been underway in nations all over the world since the 1990s, and they will continue into the twenty-first century(Mangram, 2012). This is quite congruent with the expansion of the Tesla automobile company. The open policy of China and initiatives to further globalization are significant positive elements for the expansion of the Tesla motor brand(Bilbeisi, & Kesse, 2017). Foreign ownership prohibitions on special vehicles and new energy vehicles will be removed in 2018. Commercial vehicle ownership restrictions will be removed in 2020(Cheng, & Griffin, 2022). Along with the level of national policy, the Shanghai government's openness to the outside world is a key contributor to Tesla's rapid expansion in China. The Shanghai Municipal Government and Tesla entered into a deal in July 2018. The first vehicles were delivered on December 30, 2019, and the facility has been constructed at one of the quickest rates in the world(Liu,2021, March).
2.2 Economic
[bookmark: _Toc31865]The U.S. Department of Energy granted the firm a $465 million low-interest loan in late 2008 to support the mass manufacturing of Tesla ModelS as a result of the U.S. government's support of the company's concept. It got a $10 million grant from the California Energy Commission in 2012 for the manufacture of Model X(Liu, & Kokko,2013). The business has benefited from ZEV-Credits, the US zero-emissions trading program, in addition to financial help. California mandates that automakers offer a specific quantity of carbon-free automobiles. Automakers that don't fit the bill can purchase credits from other automakers. Tesla has sold regulatory credits worth more than $1.3 billion since 2008. Tesla shipped 103,181 automobiles throughout the world in 2017, but made $360.3 million from the sale of carbon credits, or nearly $3,500 per vehicle. The ZEV brought in $420 million in income in 2018(Baur, & Todorova,2018).
[bookmark: _Toc31789]2.3 Socialwhile addressing the issues with the global ecological environment, develop the social climate to promote the growth of the Tesla motor brand. By 2010, all industrialized countries were required by the Kyoto Protocol to cut their emissions of six greenhouse gases, including carbon dioxide, by 5.2 percent from 1990 levels. In order to halt global warming, the Kyoto Protocol was agreed in December 1997 in Kyoto, Japan. It places restrictions on industrialized nations' emissions of greenhouse gases(Strauss, & Smith, 2019).
According to the Paris Agreement, which was adopted by 178 countries and regions in 2016, efforts must be taken to keep the average global temperature rise under 2°C and under 15°C. It also establishes distinct, regional standards for the reduction of emissions in industrialized, developing, and least developed nations and areas.

2.4 Technology
The first automobile, the Roadster, was created utilizing American ACpropulsion electric vehicle transmission technology in addition to the company's own research and development. The chassis and body structure of the British Elise sports car were used to build the automobile body, while the battery used a Japanese Panasonic 18650 lithium battery. The engine was created in collaboration with Taiwanese Tomita(Crane, 2015).
[bookmark: _Toc31240]
3.SWOT analysis
[bookmark: _Toc1845]3.1 Strengths
[bookmark: _Toc24835]The secret to Tesla's competitiveness in the market is its technological edge. The most cutting-edge electric car technology in the world is used by Tesla, together with the most effective battery management system. Currently, Panasonic 18650 lithium-cobalt batteries are mostly used in Tesla automobiles(Thomas, & Maine,2019). Thousands of separate batteries make up the whole battery, which has a high energy density, high safety factor, and numerous charging cycles to effectively maintain the vehicle's operational stability. Tesla has rather extensive charging infrastructure. To satisfy the demands of Tesla consumers, Tesla has 300 charging stations in China as of December 2019, encompassing more than 140 cities with more than 2,200 charging stations and a robust charging network(Ren, 2018).
3.2 Weaknesses
[bookmark: _Toc23495]Tesla's capacity is becoming limited. Globally and in China, Tesla's sales increased overall, growing its market share and number of vehicles sold. Tesla, on the other hand, is having significant capacity issues and cannot produce at a profit. The Tesla motor's battery propulsion technology still falls within the high-tech category, which explains why.Because novel materials were utilized to enhance the car's safety and cosmetics, the production of Tesla motors could not be automated, making it impossible to satisfy market demand. Despite being "ad-free," Tesla has still had to pay a sizable amount for manufacturing and other expenses(Subramanian, 2023). One the one hand, Tesla Motors is unable to automate manufacturing due to its cutting-edge battery technology, which ultimately results in expensive labor and raw material costs. The growth of its battery and charging infrastructure in China, on the other hand, is putting financial strain on Tesla(Välikangas, 2018).







3.3 Opportunities
[bookmark: _Toc28251]
Due to the COVID-19 pandemic's effects and customers' wait-and-see attitude concerning the government's new energy vehicle subsidy program, sales decreased to 1.367 million units in 2020. However, sales rose quickly to 3.521 million units in 2021, mostly due to a 20% reduction in the new energy vehicle subsidy requirement from the previous year. New energy cars will also get greater attention as Chinese customers grow more environmentally conscious. In order to address the demands of the development of new energy cars, Tesla creates a network of charging stations and places charging heaps in open urban spaces(Stobbe Jr, 2019). The construction of charging infrastructure for big public parking lots, such as those at airports, train stations, malls, hospitals, and residential areas, as well as the renovation and expansion of charging stations at existing gas stations, are given priority.
3.4 Threat
New energy vehicle markets are extremely competitive. Byd became the second-largest firm in the world in 2021 after selling 593,700 new energy cars, an increase of 231.6 percent from the previous year, although it still lagged behind industry titan Tesla(Zhang, & Cai, 2020). Tesla outsold second-placed BYD by 1.6 times, selling 935,700 vehicles, an increase of 87% over the same period last year. Byd controls 20.3% of the market for pure electric vehicles and 14.4% of the market for new-energy passenger cars worldwide.

Additionally, brand loyalty is declining as customer choice expands along with the number of product categories in the market for new energy vehicles. The advancement of digital technology makes it possible for customers to access a wealth of information and strengthen their negotiating position. The development of the sharing economy and the maturity of autonomous driving technologies will also have an impact on customer interest in purchasing automobiles(Cornell, 2020).





[bookmark: _Toc7089]4.Tesla's marketing strategy
[bookmark: _Toc23405][bookmark: _Toc8243]4.1 Market segmentation
Market segmentation is the foundation upon which businesses build their target market selection, market positioning, and market strategy. Due to the size and diversity of China, flat, wide landscape must be preferable for electric cars compared to steep, uneven terrain. China has a sizable demographic base and a sizable total market demand since it is a growing nation with consistent economic expansion. Tesla goods are more suited for younger consumer demographics. From the standpoint of the selling price, Tesla's products are more appropriate for middle- and high-income groups to purchase than low- or middle-income groups(Aybaly,Manière, Madacova, & van Holt, 2017). Higher socioeconomic class individuals and those with greater environmental consciousness are more likely to purchase Tesla vehicles.
[bookmark: _Toc29798]4.2 Brand image and positioning
Market positioning includes brand positioning, which is crucial. Tesla has been exporting its products to China before constructing a facility there to develop new energy cars, namely the Model S and Model X series(Dana, 2018). These two versions are available for more than 800,000 yuan each. Both the domestic ModelY series and the domestic Model3 series have launch prices of about 300,000 RMB. The modifications in product price completely match Tesla's revisions to brand positioning.
4.3 Channel strategy
Comparing its channel approach to that of conventional automakers, Tesla is unique. The business implements the direct selling method of "offline experience + online pre-order + online service" after studying Apple's sales model. The company's cash flow, inventory control, and circulation cost management all benefit from this technique(Liu, & Meng,2017). Online reservations can reduce market supply and demand in a range of structural conflicts by lowering inventory pressure and bringing production and market demand needs more into line. The open and clear nature of direct sales prices save customers the expense and effort of price haggling while also increasing the effectiveness of marketing.

4.4 Price strategy
Market expansion strategies for Tesla automobiles have included product portfolio pricing, penetration pricing, and tier pricing(Alghalith, 2018). The first is the method of tiered pricing. The company has released three generations of products at different levels, each with a price strategy to match. The first-generation Roadster and the second-generation Model S and Model X are examples of high-end products. Model 3 and Model Y, low-end items from the third generation, employ the pricing approach of gradual penetration. 2020 saw Tesla lower the price of the domestic Model 3 twice, bringing it to within 100,000 yuan of the 250,000 yuan mark. The market may be expanded and demand can be better stimulated by gradually decreasing the price.


[bookmark: _Toc17645]5.Conclusion
Globalization's quick development has created a favorable environment for Tesla's fast expansion. The globalization of the economy benefits the Tesla company in many ways, including the globalization of its industrial chain, the globalization of its development capital, and the globalization of its manufacturing technology for new energy vehicles. Tesla is now dealing with some difficulties, though.

The first challenge to the corporation is the size of Tesla's industrial supply network. Tesla has been closely following the topic of "Ten Smart New Energy Sources", concentrating on the core industry of New Energy Intelligent Vehicles, and seeking to embrace the architecture of the whole industrial chain. The present business focus includes the chain of supply development for battery raw materials, solar power and energy storage, electrical construction, battery management systems, mechanical engineering, robot automation, and battery raw materials. Although a lengthy and thorough industrial chain can yield numerous fundamental technologies, businesses also run the risk of certain important technologies stagnating or being replaced, which will make management and coordination more difficult.

Second, concerns about quality and safety. China's new energy cars will have spontaneous combustion incidents every 44.7 billion kilometers, whereas Tesla will experience fire accidents on average per 280 million kilometers, according to data from the new energy vehicle monitoring platform. According to experts, spontaneous combustion in electric vehicles can be brought on by deteriorating batteries, poor design, malfunctioning BMS systems, and collisions. More than 10 uncontrollable traffic collisions using Tesla Motors have occurred since 2020. The cars reverted to normal after the incidents, and no issues were discovered. The accidents are caused by abrupt acceleration, braking failure, and steering failure. For Tesla, these issues present brand-new difficulties.












[bookmark: _Toc3561]6.Recommendations
6.1 Improve product quality
The primary competitive and commercial advantages of Tesla's invention and technology need to be further capitalized on in the future. To secure the stability and safety of automobiles, however, the company should also exercise the fundamental skills of product manufacture in order to speed up the innovation process. Product innovation shouldn't be centered on speed, but it also shouldn't pursue innovation recklessly while neglecting the most fundamental criteria for product creation. On the other hand, excellent design, premium materials, and meticulous attention to detail might raise consumers' desire to purchase.

6.2 Improve the level of after-sales service
Consumer rights protection is a common topic in the mainstream media. Undoubtedly, consumers who chose this form of overt protection of their rights do not receive acceptable after-sale care. For Tesla to preserve its reputation as a premium brand of new energy cars, buyers must first be able to identify the goods and services the business offers. Therefore, a strong public relations work and proactive problem-solving do not "degrade oneself," but rather show care for customers and a company's reputation.

6.3 Control cost
Although the general design of the industrial chain may hasten the process of a company's internationalization via the efficient use of resources and result in larger profits for the firm, an industrial chain that is too lengthy will reduce operational effectiveness and raise management expenses. Therefore, Tesla should improve the autonomy of all parts of the automotive production process and concentrate on the invention of key technologies through proper "administrative streamlining and decentralization" going forward.

6.4 Communication and cooperation
No one company can, by themselves, affect the direction of the whole sector. An organization's industry must first be acknowledged on a worldwide scale if it hopes to optimize the growth of the global market. In order to promote the growth of the total new energy vehicle market, Tesla should strengthen its collaborations with companies in the same industry, combine efforts, share critical technologies, and pool resources.
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