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Abstract 
This report represents an analysis and evaluation of a chosen organisation's competitive and development strategy. In this report, the chosen organisation is Tesla inc. While also discussing Porter's five forces which identify and analyse competitive forces that shape every. Analysis shows that Tesla’s general strategy entails appropriate strategic objectives to maintain a competitive edge. Tesla aims to increase their competitiveness by expanding its market reach to generate more sales and, in turn, achieve brand popularity. Recommendations suggest that Tesla can improve their current competitive and development plan by ensuring that they understand their current market position and that of their competitors, considering pricing and needs and wants of their customers and how the company can further add value. 
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Introduction 

 'Strategy' comes from the Greek' strategic,' which means 'generalship' (Grant 2002: p16). An organisation's strategy is the direction and scope it will take. The strategy allows an organisation to achieve advantages in the changing business environment in the long term, and organisations do this through its use of resources and capabilities to fulfil stakeholders' expectations (Johnson et al. 2011).   When forming a business strategy, companies must consider the behaviour within the market they are entering while also considering the timing of the investment and pricing decisions and its competitors' actions or market conditions (Kumar, S et al.,2021).
The value proposition of a business brings forth the company's approach to satisfying the needs and wants of its customers at a viable price. The profit formula of an organisation details the company's cost structure that allows the company to obtain a reasonable profit from the sale of the goods and services they provide; therefore, a strategic plan is essential for any business. An organisation's strategy can be affected by the values and expectations of those around the company, as well as environmental forces (Johnson et al., 2011). Rules of business have been changing for almost two decades. Organisations must be flexible to respond quickly to competitive and market changes. Positioning of the market was once the heart of strategy; this is now denied as too fixed for today's changing markets and dynamic technologies. According to the new doctrine, competitors can rapidly copy any market position, and competitive advantage is only temporary for organisations (Porter, M, E,.1996).  

 Main Body

Background to Tesla inc 
 
Tesla inc is a world-famous electric vehicle manufacturer and distributor. The technology of Tesla's vehicles, the design, quality, and popularity of the products have exceeded those o most counties in the world. Tesla is always exhilarating people's understanding of electric vehicles, promoting and leading the development of electric vehicles in society. Tesla can be called a company that changes the world on its own. Tesla's current innovation and development direction focuses on the research of business models and the promotion of the development of electric vehicles. Since the creation of Tesla, it has been a foreseen and respected organization. Tesla has consistently been reinforced with labels such as environmental protection and high technology, walking in the world's limelight (Shao, X et al, 2021). 
 Tesla inc, formally known as Tesla motors, is a pioneer of the first highway-legal serial production of all-electric cars to use lithium-ion battery cells. Tesla first launched Roadster in 2008, the first luxury electric car in the world that received a massive response, although it only targeted wealthier customers. Later, Tesla launched less expensive versions, such as the Model S, the Model x, and the Model 3, to target the mass market. With people becoming more concerned with the environment and trying to be more sustainable and conscious of the impact pollution has on the environment, people are more aware that transportation is a huge contributor to pollution. Tesla has had a massive impact on the car industry and has been able to change the industry (Ahmad S et al, 2019). 
 
 
Tesla's Competitive and Development strategy 
 
When formulating a competitive and development strategy, a company assesses its strengths and weaknesses and, from this, develops its strategy and then goes on to implement the strategy. Businesses need to consider the future position of the business and consider how internal and external developments may influence the business environment. Once the business and environment and the competitive position of the company has been reviewed, the business can then go on to formulate its strategy (Faulkner, D et al,2006). The organisation must look at its objectives. In this case, Tesla Inc's corporate objective is to change and accelerate the automobile industry to transition to sustainable energy through increasingly affordable electric vehicles and using renewable energy generation and storage.  
Tesla's mission statement states that the businesses aim to "accelerate the world's transition to sustainable energy."  Tesla's mission statement demonstrates the organisation's transition toward more futuristic commercial policies. The organisation focuses on energy as a crucial component of its activities. Tesla's vision statement is "to build the most compelling automobile company of the 21st century by spearheading the world's transition to EVs". Tesla's vision statement recognises that the world has reached a point where renewable energy should come first and be critical. Since Tesla's establishment in 2003, the business model suggested in its goal and vision statement has increased the company's development rate, excelling the business to become one of the largest automobile manufacturers. Tesla's competitors and new start-up companies look to the business's accomplishments for inspiration. Tesla's internal mechanisms are guided by core concepts, contributing to the company's overall success (Saxena, N et al., 2021). 
Tesla is differentiated from its competition for various reasons, such as in the short duration of 16 years of business, Tesla and its appealing and sometimes unpredictable creator Elon Musk have entirely changed the century-old car industry. As a result, in today's software-driven world, traditional manufacturers are unprepared to compete. Tesla's success and innovation pace in the high-end automobile industry is comparable to google or amazon rather than an automaker. Tesla's increasing market value is a clear salient to other automakers that to survive and succeed in the market, they must develop more inventive, Tesla-like models. Tesla currently does four things better than all other automakers in the market: showing their commitment to decreasing global warming by producing electric vehicles, empowering their customers by simplifying the buying process, and utilizing better battery technology, which reduces the total production cost of vehicles. In turn, this lengthens the lifetime value of the cars for their customers. Lastly, Tesla manufactures cars as software products rather than machinery.  
Innovation is a key component of a company's performance, and exceptional innovation can lead to sustainable competitive advantage. The importance of innovation for creating and capturing innovation is extreme in the digital economy, which provides new opportunities and challenges for profiting from innovation. Innovation is a primary driver of recent disruptive evolutions across different industries. Innovation is also an essential factor in determining an organisations market capitalisation ( Lichtenthaler, U., 2018).  

Limitations of Tesla's development and competitive strategy include manufacturing complications as the company has a higher standard of innovation, resulting in mechanical complications and production risk factors. Tesla faced endless manufacturing challenges when they were launching Model X, leading to continuous distribution delays. Another limitation of Tesla's strategic plan is that Elon Musk is the company's sole representative, who owns 100% of the company and has other responsibilities and projects that he also must focus on, such as space launch vehicles at Space Exploration Technologies Corporation and The Boring Company. Tesla also need to consider consumer adaption. Companies benefit when their customers are ready to adapt to change, this can be a slow process which can produce new challenges for the company.  (Gupta S.K, 2023). 

A good strategy will help businesses to be superior in economic performance. Strategy is the antidote to competition. Managers of organisations worry about competition, and this is why companies find and develop a competitive advantage to survive. The term competitive advantage was rarely used before Michael Porter made it famous. one of the reasons organisations fail to build a good strategy is because managers of the companies operate with structural misconceptions about what competition is and how it works. This is important because, without competition, companies would not need a strategy. Porter explains how strategic competition means choosing a different path from others. Instead of competing to be the best, companies should compete to be unique. Porter's distinction between being the best and being unique raises an essential point for managers. Unique organisations should focus on earning higher returns, focusing on profits, meeting the diverse needs of target customers, competing by innovation, and taking a positive sum. The point of competition is not to make sales and beat competitors. It is to earn profits ( Magretta, J., 2012). 
 
 
Michael Porter's Five Forces  
 
The five forces of competitive advantage endeavours to explain how companies can achieve competitive advantage in the specific industry they belong to. Porter's five forces are; the threat of new entrants, the bargaining power of suppliers, the bargaining power of buyers, and the threat of substitute products or services.   
The first of Porter's five forces is the threat of new entrants. Some managers think that this is the most frightening of the five forces. New entrants put pressure on incumbents to cut prices and, as a result, profitability. New entrants can drive out companies from the market; an example of this is Apple and Nokia, where Nokia no longer have a significant amount of market share in the mobile phone industry. Some obstacles to entry can be raising customer switching costs through building brand loyalty or having unequal access to distribution channels in a way that prevents new entrants from accomplishing efficiency in the supply chain. Another way companies can avoid the threat of new entrants is through aggressive marketing by cutting prices; this can panic new entrants and stop them from entering the market in the first place.   
The second force described by Poter is the threat of substitutes, referring to the competition created in the market by substitute products; this results in the buyer having to choose between products that can offer the same level of service. In the case of Tesla inc, their main competitors are Ford, GM, NIO, and Volkswagen, who also offer the same benefit as plug-in electric vehicles (Investopedia,2022). The threat of substitutes is increased when cheaper options are available to customers that could be just as good as the higher price goods.  
Tesla use a competitive approach in their competitive strategy creating a competitive advantage by creating electrical vehicles that distinguish the company from other companies in the same sector. Tesla uses environmentally friendly technology, even though many other auto companies use internal combustion engines today.  
Existing rivalry is another of Porter’s five forces, how much rivalry can decrease an industry's profits is dependent on how intense the rivalry is and how the companies compete. This is usually higher when there is slow growth for a company or when there is a massive amount of competition. 
Leading players in the electric automobile industry adopt different marketing strategies to compete for considerable market share. As more competitors have joined the Electrical Vehicle market, Tesla has been urged to look to alternative profits, boosting the production of its Electrical Vehicles (Liu, S.,2021).
The bargaining power of buyers refers to the powers applied by buyers to the company. In some industries, buyers show high bargaining power. An example would be if the industry is small and only has a small number of buyers who buy in high volumes, specifically powerful industries with high fixed costs. The power of buyers can be cancelled out by raising the switching costs for the buyer through instilling brand loyalty from the buyer or by differentiating the products, therefore adding value and changing the purchase decision to a product instead of a decision based on price alone. Suppliers' bargaining power is where they can use their powers to capture more value for their own purposes by increasing prices, limiting the quality of services, or even shifting costs to industry participants. Powerful suppliers can get all they can from the industry's profitability but cannot pass on the cost of its prices.   (Goyal, A., 2020). 
Johnsons outlines three levels of strategy; the first is the corporate strategy which involves the overall scope of the organisation and adding total value. This is where Tesla can look at issues such as geographical coverage, diversity of the product or service they are providing, and how resources can be spread among different parts of the company. The second level is business level strategy, also known as competitive strategy, which is about competing successfully and providing the best value. The organisation should consider how it will compete in its particular market. The third level is operational strategy, which is how the parts of the organisation deliver, including resources, processes, and people. The success of a business's strategy lies upon how decisions are made and the activities that occur at the operational level; therefore, operational decisions and strategy are essential (Johnson, G et al.,2008).

Recommendations 
Tesla can improve their competitive and development strategy by ensuring that they understand its current market position and who its competitors are, and where they are in the market. Tesla needs to consider the prices of electric vehicles already on the market and how they can offer more value to consumers. They must be clear about the corporate identity, including their mission, vision, and values as a company and how they stand out from other companies offering the same goods and services. Tesla has conducted a SWOT analysis and has identified their strengths and weaknesses; however, the company should review the analysis regularly to review progress and to ensure it is updated against the current market and competitors. It is also recommended that the business identify and evaluate strategic options before implementing them.  


Conclusion

To conclude, it has been established that a competitive and development strategy is essential for an organisation's success. The strategy helps a company to establish its long-term goals and develop action plans to achieve them. A development strategy ensures that all organisation members work toward the same objectives. Tesla's objective as a company is to transition the world to using all-electrical vehicles, as they are more sustainable for the environment and offer their products at an affordable price compared to their competitors. Tesla emphasises the uniqueness of the good they offer in its development strategy. They focus on having a competitive edge through the products and services they provide to customers. Porter's five forces include the number and power of a company's competitive rivals, potential new market entrants, suppliers, customers, and substitute products that can influence the company's profitability. This model I used by Tesla to guide the competitive and development strategy of the company to increase their competitive advantage.  
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