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Executive summary
	This business report formally discusses the competitive and development strategies that the Tesla Motor Company utilized for developing the global position and maintaining the competitive advantages. Basically, Tesla Motor, as one of the leading electric vehicles all over the world, was founded in 2003 at California in America by two entrepreneurs. With time passing by, the business environment is rapidly changing and the Tesla Motor has grown to be one of the largest global players in the electric vehicles (EV) market. Specifically, the Tesla Motor has utilized a series of competitive strategies in order to gain competitive position and maintain competitive advantages among the whole global market. However, as approaching to the year 2024, more competitors rise among the market and the majority of competitors of Tesla have also adjusted the corresponding strategies for competition. How should the Tesla act to continuously maintain its competitive advantages. Therefore, this business report not only evaluates the Tesla Motor’s competitive and development strategies based on the combination of theories (Porter’s Generic competitive strategies & Bowman’s strategy clock, competitors’ analysis) and practices but also makes solid projections for the Tesla Motor for the next step in order to continuously moving forward in the global market. 
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1.0. Introduction 
1.1. Business Environment—Globalization & Sustainability
The business environment is changed rapidly based on the process of globalization and the internationalization of global markets. The current business environment is different from that of in the past to a highly extent (Wheelen & Hunger & Hoffman & Bamford, 2015). Specifically, businesses or corporations were successful if they could focus on selling goods and services within the national boundaries in a good condition in a few decades ago. However, as time passing by, many established corporations find out that both innovation and sustainability are extremely essential that rises the significance of strategic management because polluting air and nearby rivers would be complained by local people and even the government (Wheelen & Hunger & Hoffman & Bamford, 2015; Jeffs, 2008). Therefore, government enacts laws and policies and some organizations gradually react to involve green energies, for example, one of the biggest superstores Walmart begins to install 105 megawatts solar panels on its distribution centers (Dess & McNamara & Eisner, Lee, 2019; Jeffs, 2008). Thus, sustainability gradually becomes into one of the essential indices to measure whether a corporation is successful or not especially for the automobile company because some concerns rise due to the fact that burning fuels of cars would highly pollute the environment (Carlson, 2013; Peter, 2018). In fact, The Tesla Motor is one of the corporations highly manufacturing electric vehicles (EV) and does gain success in recent years. 
1.2. Brief Introduction of Tesla Motor Company 
In terms of Carlson (2013), Tesla is dedicating for manufacturing EVs and clean energies. It currently involves more than 100000 employees globally with one fixed goal, that is, accelerating the transformation to green energies globally (Tesla Motor Company, 2024; Nitu & Siddhi, 2021). It is shown that the emission of carbon dioxide is controlled effectively with 8.4 Mmt avoided in 2021. Wheelen & Hunger & Hoffman & Bamford (2015) purpose that Tesla Motor was established in Silicon Valley in 2003 by two entrepreneurs, and Musk becomes into the new CEO in 2008. After taking over, Tesla has used innovative technologies to equip with traditional cars (Reber & Aldori, 2021; Rogers & Peaden, 2022). Basically, it desires to manufacture high-priced and high-performance EVs that competes with other automobile companies such as BMW and Honda for customers who have strong preference on driving (Wheelen & Hunger & Hoffman & Bamford, 2015; Carlson, 2013). To compete successfully within rapid-changing business environment, it equips many competitive and development strategies and it does gain huge market share and becomes into one of the largest players in EVs market. However, as approaching to 2024 and with rising of competitors, how should Tesla react for competitions. Therefore, this business report identifies and evaluates competitive and development strategies that Tesla utilized to gain competitive advantages with benefits and limitations under current business environment and suggests corresponding recommendations to continuously moving forward. 
2.0. Main Body—Evaluation of Competitive & Development Strategies 
	2.1. Porter’s Five Forces Model & Generic Strategy (Strategy Clock)
	The Five Forces Model and Generic Strategy are both purposed by Michael Porter, and Bowman suggests another way naming the Porter’s Generic Strategy, that is, the Strategy Clock (Johnson & Scholes, 2011). These two are basically the same but with different names (Porter purposes cost leadership, differentiation and focus as major competitive strategies and Bowman rather name it as hybrid and focused differentiation. This particular business report would utilize names from Porter’s Generic Strategy.). 
	Basically, the Five Forces Model is purposed by Porter in 1979, and it describes five major competitive forces, which are the threat of new entrants, the threat of substitutes, the bargaining power of suppliers, the bargaining power of consumers, and the extent of current competitions within market (Johnson & Scholes, 2011; Moreno-Izquierdo & Perles-Ribes, 2016). According to the work of Moreno-Izquierdo & Perles-Ribes (2016), these competitive forces are potentially to be changed as time passing by rather than static within industry because, for example, it is impossible to prevent all new entrants entering into the current industry. Therefore, Porter’s Generic Strategy rises due to the fact that corporations have to take actions to effectively overcome these five competition forces to gain huge market share or earn profits (Lynch, 2018). Based on the work of Lynch (2018) and the work of Ali & Anwar (2021), Porter summarizes three main strategies which are cost leadership (becoming into the lowest-cost organization within the industry), differentiation (involving uniqueness of products or services with superior prices) and focus (performing the market segmentation and tailoring specific products or services to the target group of customers). In fact, applying the Porter’s Generic Strategy is the process to effectively gain competitive advantages specifically involving two parts, which are creating values and added values for group of customers greater than the cost of selling to them and the profits earned is greater than that of competitors (Duhaime & Lyles, 2021). Therefore, utilizing effective competitive strategies could efficiently compete with five forces within industry. However, different corporations would apply different parts of competitive strategies because some companies are not in the same industry. 
	2.2. Tesla’s Competitors’ Analysis
	As for the Tesla Motor Company, it does utilize a series of competitive strategies within industry to overcome five forces (Dobbs, 2014). Specifically, with the process of globalization, many automobile companies gradually make adjustments for their mission and vision to put sustainability at the center (Ali & Anwar, 2021). Therefore, some old companies such as Nissan and Volkswagen gradually invest money on manufacturing EVs. Additionally, some new entrants such as NIO and BYD do enter into the EV market and demonstrate good financial performance (NIO Company, 2024; BYD Company, 2024). In fact, Tesla has many competitors within the industry and performing competitors’ analysis could effectively identify appropriate competitive strategies. 
		2.2.1. Nissan Leaf
	The Nissan Motor Company was established in 1934 in Japan. Currently, it manufactures and sells automobiles to more than 160 countries all over the world (Wheelen & Hunger & Hoffman & Mamford, 2015). Specifically, the Nissan Leaf was invented in the year 2010 and the selling point was 100% innovative and electric and 0% of carbon dioxide emission. Based on the Nissan Leaf (2024), statistics demonstrate that this car performance is excellent with maximum distance 212 miles if it is fully charged. 
		2.2.2. Volkswagen Company
In terms of the work of Nitu & Siddhi (2021), the Volkswagen group announces that it begins to manufactures a new electric car called ID.3. Based on the Volkswagen (2024), it plans to invest 74 billion for the next five years on this electric car aiming to produce 1.5 million ID.3. at the year 2025. Based on Nitu & Siddhi (2021), the 82 years old Volkswagen, as one of the largest corporations all over the world, prepares its long-term plan effectively. 
		2.2.3. NIO Company
	The NIO was founded in 2015 and it is different from Nissan and Volkswagen, it was established merely aiming to produce electric cars globally (Nitu & Siddhi, 2021). Data on the official website demonstrate that it sells around 37000 electric cars to the global market with 11% increase of sales in the year 2021 (NIO, 2024). Therefore, it is a strong competitor that the Tesla Motor Company should highly pay attention to.
		2.2.4. BYD Company
	The BYD Company, in terms of the work of Nitu & Siddhi (2021), it is one of the fast-growing corporations around the world. It seems like a powerhouse that not only produce electric cars in the high-technology industry but also aims to electric storage for group of customers. BYD Company (2024) demonstrates that although it is still emerging and developing, it is confident and ambitious for its future aiming to not only continuously manufacturing electric cars for the global market but also equip with electric charging stations. 
2.3. Competitive Strategies & Advantages—Benefits and Limitations
	In terms of the work of Musonera (2021), the general environment for automobile companies is extremely competitive especially for the electric cars with the rise of significance of sustainability and strategic management. New entrants and new firms continuously emerge in the EV market that could potentially cause impact on industry atmosphere and thus have a certain impact on Tesla’s performance (Musonera, 2021; Nitu & Siddhi, 2021). Also, substitutes of electric car or the Tesla Motor is also enormous such as public transportation due to the fact that the oil price is still projected to increase within the next few months. Therefore, Tesla does imply competitive strategies to overcome five forces such as differentiation and focused differentiation. 
	Applying differentiation strategy aims to distinguish own products with other competitors (Johnson & Scholes, 2021; Manjeet & Rahul, 2022). As for Tesla, it aims at the high-end electric cars and customers. Therefore, in order to maintain its competitive advantages among market, it specifically makes products different from others, for example, when the BYD is currently shortage for electric powering stations, the Tesla performs a relatively great job for this area (Johnson & Scholes, 2021). Additionally, focused differentiation is also applied because aiming at high-end products and markets involves market segmentation. It aligns with Porter’s Generic Strategy to a highly extent. 
2.4. Tesla’s Development Strategies. 
Although the current competitive strategies involve advantages and limitation, with the rise of strong competitors, the Tesla Motor needs to continuously moving forward. Therefore, the development strategy is applied as well. Based on the work of Johnson & Scholes (2021), the development strategies involve many parts such as forward integration and backward integration, Ansoff’s matrix and so forth. Specifically, the Ansoff’s matrix includes four dimensions, which are market penetration (increasing current market share), market development (selling current products but on new and different markets), product development (invest on manufacturing current as well as new products) and diversification (an effective combination of market and product development) (Johnson & Scholes, 2021; Musonera. 2021). In terms of the work of Danilchenko & Boyko & Eremeev & Tynchenko (2019), the purpose of market penetration strategy is primarily increasing sales, and the aim of market and product development strategy is to adapt existing products on new emerging markets and make new and updated products for existing consumers. Based on product development and market development, diversification is a combination of both and it is effective and risky. Based on the work of Nitu & Siddhi (2021), the Tesla Motor Company’s application of theory of the Ansoff’s Matrix form a huge portion of development strategy. Specifically, based on the increase of sales, Tesla aims to sell electric cars in the market of Europe which leads to the effective market penetration. Then, the next intense strategy is product development because Tesla not only invest money and time on manufacturing electric cars but also on solar panels charging stations and so forth in order to effectively follow the company’s mission and vision purposed (Johnson & Scholes, 2021; Musonera. 2021). Subsequently, entering new markets such as Europe and Netherland is a result of applying market development. Last but not least, diversification is the fourth and final development plan by involving a development of Powerwall Batteries and heavy trucks. However, based on the data, the financial performance is currently not highly impacted by this final growth plan (Nitu & Siddhi, 2021). 
3.0. Conclusion 
	The Tesla Motor Company is dedicating for manufacturing electric cars and solar panels equipped with clear energies to effectively follow the company’s mission and vision, that is, accelerating the transformation to clean energies all over the world. Among the global market, it has a few competitors including Nissan Leaf NIO, BYD, and Volkswagen and so forth. Therefore, in order to successfully compete with these competitors of new entrants, for example, the NIO founded in the year 2015 and the extent of current competition within the current market such as the Nissan and Volkswagen, the Tesla Motor Company has utilized a series of competitive and development strategies. Basically, Tesla’s primary competitive strategy is differentiation because it aims to create competitive advantages compared with other companies or competitors. To be more specific, Tesla’s competitive strategy could be focused differentiation because it aims to the customers that have preference on high-end electric cars. Then, Tesla also applies a range of development strategies including all four dimensions of Ansoff’s Matrix. Basically, what Tesla does is to open new markets and produce new products other than automobiles and dig in-depth of the current market. In general, diversification strategy is more conclusive because it aims to effectively apply a series of these strategies. 
4.0. Recommendation
	For the next step, Tesla could explore on how to maximize the diversification strategy because applying this one is effective but risky. Data has shown that Tesla currently aims to utilize diversification but the benefit has not illustrated on the financial performance. In addition, Tesla should also maintain the current competitive advantages during the developing process because it is potential that lots of new entrants would enter into the current market because of the significance of sustainability and strategic management. 
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