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[bookmark: _Toc6597]Executive summary 
The global energy crisis is currently getting worse while the political and economic landscapes of the world are changing. Electric vehicles have always been a major factor in the process of the country's economic and social development in order to support renewable energy(Spellman, 2024). 
The competitive strategy theory is reviewed in this article along with a summary of the findings of the study on competitive strategy in the new energy vehicle sector. By examining the market environment in which the company operates, combining strategic goals and positioning, comparing and evaluating three alternative competitive strategies, and finally developing Tesla's cost leadership strategy, the Porter's Five Forces model is used to analyse the company's competitive strategy in the automotive industry.
This article identifies the cost leadership strategy and then offers implementation recommendations based on three leadership facets: channel, product, and service. to encourage the enterprise business competition strategy's efficacy.
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[bookmark: _Toc27731]Introduce
Located in the middle to upper class, Tesla is acknowledged as the world's most inventive company. It has always set the standard for automotive electrification globally and is now recognised as a symbol of new energy vehicles. Tesla's mission is to accelerate the global switch to sustainable energy. The company's product line includes clean energy collection and storage systems as well as pure electric cars(Mckenzie, 2019).
This article outlines the opportunities and threats facing the company as well as its strengths and weaknesses. It also analyses the competitive environment, the electric vehicle industry environment, and Tesla Motors' strategic management. It lists potential alternate competitive strategy solutions for the business using a strategic analysis model, determines which competitive strategy option is best for the organisation, and suggests the course of strategic development as well as steps to guarantee strategic implementation, allowing Tesla to continue developing healthily and sustainably in the face of intense market competition. 
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[bookmark: _Toc18411]1.0 Porter's Five Forces Analysis Model
Famous strategic theory specialist Michael Porter developed the Porter's Five Forces model in 1980, which illustrates the influence of five elements in the external environment that all businesses must contend with. The most thorough evaluation of a company entering an uncharted industry is based on the examination of these five factors, and the Porter's Five Forces model most accurately depicts the state of this industry today(Henk and Waalewijn, 2019). The following are the five forces in Porter's Five Forces model:
(1) The bargaining power of suppliers: Product suppliers influence the cost of businesses in the industry by modifying the prices of raw materials and the quality of raw material supply, which directly affects the profit margin of businesses. This is based on the market competitiveness of various raw materials.
(2) Buyers' negotiating power: Customers continually raise their expectations of the business by comparing the costs and features of various brand products. This forces the business to lower operating profits and enhance product quality across the board in order to satisfy the needs of the business.
(3)Threat from new entrants: Industry entry standards have a direct impact on the bar for new competitors to enter the market. These competitors can disrupt the established market by offering better products at lower prices, which can have a knock-on effect on the industry's overall growth.
(4) The threat of substitutes: Within the same industry, there will be direct competition between various categories, and the external policy environment will have a direct impact on how substitutes affect the product. In this case, it will have a direct impact on the enterprise's development and trend, as well as the growth of the entire industry.
(5) Level of competition within the same industry: Numerous businesses offer nearly identical products in practically every industry. Every business that occupies a particular place in the industry has a distinct core competitiveness that influences both the degree of industry competition and the industry's entry barriers.
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Differentiation strategy is the process by which businesses offer their customers products and services that are unique, valuable, and give them a competitive edge. This approach works best in environments with rapid technological advancement, a wide range of consumer demands, and few competitors that stand out from the crowd. Its main benefits are that it can create barriers to entry, fend off the threat of replacements, lessen customer sensitivity, and strengthen one's negotiating position (Aaker, 2020). 
The primary risks are that there is no value differentiation, competitors are likely to copy manufacturing when barriers are low, customer differentiated needs are diminished, and the value satisfaction brought by customer payment of prices is insufficient to reflect the differentiated advantages brought by product services(Hemmington and Bournemouth University, 2018). In order to implement a differentiation strategy, it is imperative that the distinctiveness of products and services is acknowledged and actively enhanced through initiatives like value chain restructuring.
Tesla adopts a differentiation strategy.
Advanced Technology for Electric Vehicles: Tesla is dedicated to creating cutting-edge technology for electric vehicles. They have achieved notable advancements in vital areas of electric vehicle technology, including charging infrastructure, intelligent driving systems, and battery technology(Timothy Mwangi Nduru, 2019). Excellent acceleration and extended range are two more features of Tesla's electric vehicles, which are crucial to the company's differentiation strategy.
Brand and reputation: Tesla has a strong brand and reputation and is well-known for its high quality and innovation. Their electric vehicles offer customers a distinctive driving experience because they perform and look significantly better than conventional cars. Furthermore, Tesla's dedication to sustainable development and environmental preservation has improved the company's reputation and drawn more and more customers to select its products.
Direct sales model: Unlike traditional automakers, Tesla does not use a dealer network and instead uses a direct sales model. This implies that customers can buy cars from Tesla directly, doing away with the need for dealerships as an intermediate step. Tesla can control product prices at a lower level and offer better after-sales service with this model.
Modern manufacturing and production: Tesla's manufacturing and production procedures are fully automated and run at a high level of efficiency thanks to careful supply chain management. They make use of artificial intelligence and big data technologies to streamline production procedures, cut expenses and time, and guarantee the calibre and consistency of their output. As a key element of their differentiation strategy, Tesla's advanced production and manufacturing capabilities allow them to quickly meet market demand.
Infrastructure and services for charging: Tesla is actively encouraging the development of infrastructure for charging electric vehicles in order to facilitate their widespread use. They have created a large number of super charging stations across the globe, offering Tesla owners convenient charging options. Furthermore, Tesla has made high-quality after-sales and maintenance services available to car owners, as well as free charging services. These are significant features that buyers should take into account when selecting a Tesla.
Tesla has been able to establish itself as a market leader in electric vehicles by implementing the aforementioned differentiation strategies. Tesla stands out from the competition thanks to its cutting-edge technology, solid brand recognition, effective direct sales model, sophisticated production and manufacturing, and extensive infrastructure for charging. These factors also influence a significant portion of the consumer base to choose Tesla products. Tesla's success can now be attributed in large part to its differentiation strategy. 
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When evaluating Tesla's advantages and disadvantages, the company's competitive advantage in the intelligence market is evident in its products. In addition, the product has earned a certain level of user reputation and is of generally good quality. At the same time, a sizable customer base has already been formed because of the early design of Tesla's dedicated charging stations. 
In addition, the company's cash flow is largely stable and car sales are rising annually, providing a strong basis for future product development and research and development. The industrial chain is also extremely well-established. When it comes to design, performance, and the state of automotive intelligence development, Tesla has always led the way in relation to other businesses.
However, the automotive market's sales and narrow profit margins are its key drawbacks. The company's own advantages, in contrast, are more apparent, so when making strategic decisions, it should take the approach of leveraging the direction of its advantages.
Examine the advantages and disadvantages for Tesla. Externally speaking, the market is generally favourable and the electric vehicle industry has entered a phase of rapid growth. Given that Tesla is a comparatively well-established pure electric vehicle company, it is having to contend with the influence of automakers like Mercedes Benz and BMW, all of whom are introducing electric vehicles.
Operating profits decreased 35% year over year, according to Tesla's 2023 financial report analysis, marking the first profit decline in seven years. In the meantime, the fourth quarter's gross profit dropped to just 17.6%, below the market's estimate of 18.3% and the lowest since 2019(Grijalva, 2023). This represents a drop of more than 6% from the previous year. 
Meanwhile, competitors are continuously undermining and surpassing Tesla's once-unique technological and innovative advantages. Nowadays, a lot of automakers are introducing electric cars, with Tesla serving as their main rival.
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It is essential to implement a risk avoidance strategy because of Tesla's significant external risks. It might be an approach to cost leadership(Kachaner, Lindgardt and Michael, 2021). 
The term "cost leadership strategy" describes how businesses prioritise offering their customers low-cost products at a low cost per unit. This is a preventive approach that necessitates that businesses have the capacity to finance and invest continuously in capital projects, as well as have cutting-edge production capabilities. Process optimisation, efficiency enhancement, production organisation capacity enhancement, and economies of scale are required to achieve it.
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The most significant way to lower corporate costs and encourage product updates is through technological innovation(Gerardi and Dominiquini, 2020). While Tesla has fewer styles, creating new products can better enable the efficient generalisation of automotive component production, hence lowering costs. Take the generalisation of automotive components as an example, which can help reduce research and development expenses.
The quality of new energy vehicle products now encompasses more than just automotive assemblies and parts; it also includes a range of other factors, from sales to research and development(Ackoff, 2020). To achieve a cost leadership strategy, product quality should be the top priority for Tesla's new energy vehicles. Collaborating across departments is necessary to consistently recognise and address issues. Following their release onto the market, new products should be enhanced and improved upon on a continual basis based on data feedback.
Establish a thorough quality certification system within the organisation; additionally, raise employee awareness of safety in production and product quality from a legal and regulatory standpoint; encourage compliance with the production standards outlined in the certification system; lessen the frequency of issues with product quality; guarantee that all tasks are carried out by personnel; extract lessons from each issue; and offer experience for future product development and quality control. We can attain cost leadership and superior product quality by consistently enhancing and streamlining the production process.
Establish a thorough quality certification system within the organisation as well. Employees should be more aware of safety in production and product quality from a legal and regulatory standpoint. They should also work in accordance with the production standards outlined in the certification system. Finally, there should be a decrease in the frequency of problems with product quality. All tasks should be carried out by people, and lessons should be learned from each issue to aid in the development of new products. The company's new energy vehicles have deficiencies in quality control, including poor customer satisfaction with the after-sales experience and subpar servicing. Give examples of your experience.
We can attain cost leadership and superior product quality by consistently enhancing and streamlining the production process. 
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Automotive manufacturing companies serve as both producers and sellers in the industry, and the growth of the sector also depends on the quality of their services. As a result, all automakers are working to raise the calibre of their services. To maintain a competitive edge, Tesla needs to work on enhancing service quality and lowering service costs for their new energy vehicles. The after-sale experience for customers and the quality of service provided by Tesla's new energy vehicles are lacking. 
Thus, attaining cost leadership in services necessitates a customer-focused strategy and ongoing attention to the customer experience. We can begin with the following three aspects in particular.
First and foremost, the enterprise planning department starts with the needs of the customer and works to satisfy those needs by conducting market research, comprehending those needs, integrating car ordering, financial services, after-sale maintenance, and other services, and creating customised one-stop shops. By offering complete lifecycle services for cars, you can lower service costs. 
Second, a focus on the customer experience is necessary. This can be achieved by using big data analysis to summarise customer demand preferences and group management, streamlining, standardising, and personalising services to give customers a more pleasurable experience, and optimising service output for the lowest possible cost(Dennis Kengo Oka, 2021).
Thirdly, make an effort to satisfy customers, paying particular attention to determining if the business has done so(Lee and Aslak Knutsen, 2020). Get the consumer satisfaction index by using online surveys, follow-up phone calls, and other methods to guarantee a complete competitive edge in customer satisfaction. Focus on building user habits, building a base of devoted clients, lessening client price sensitivity, driving up sales of new energy cars, and enhancing business efficiency.
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Channels are very important for the company's new energy vehicles, and the resources that are created during the marketing channel creation process will cover the gaps in the new energy vehicle manufacturing process(Calloway, Feltz and Young, 2020). Boost sales, expand your market share, and optimise your channels. maintaining and growing the company's current strengths and the ability of its sales staff to close deals. 
First, make the channel placement clear. avoiding the intersection of various channel businesses, streamlining the work focus for each channel, enhancing channel construction continuously, and minimising resource waste. applying digital indicator monitoring systems to improve channel management and conduct more thorough evaluation(R. Undy et al., 2022).
Second, make the headquarters' control capabilities stronger. The primary sales channels for new energy vehicles are 4S stores, which have essentially covered every urban area, improved management, added mechanisms for competition, removed 4S stores that were underperforming or not growing, and lowered distributor management expenses(Tuan Yuen Kong and National University Of Singapore. East Asian Institute, 2016). Enhance distributor staff training, boost sales volume, broaden market share, and enhance business capabilities. 
Thirdly, make channel cooperation stronger. Expand the manufacturing, sales, and after-sales industry chain; make full use of the various channels used in the sales process; integrate resources from agents, wholesalers, and retailers; enhance customer information management; fortify sales process management; and lower channel operating costs by improving sales staff performance(Kumar, 2018).
The cost leadership strategy has strong viability overall for Tesla Motors.
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It means concentrating on a particular customer base, a subset of a product range, or a particular local market. It differs from differentiation and cost leadership strategies in that it caters to a particular target market. Organisational policies, functions, and policies must first take this feature into account(Ye, Guo and Ding, 2023). 
Small and medium-sized businesses typically use the centralization strategy, which is most useful in circumstances where the business has limited resources and finds it challenging to achieve cost leadership or differentiation. A centralised strategy is impractical for a large company like Tesla because it will cause it to lose its initial competitive advantage in the market. We ought to go with a cost leadership approach(Casey, 2023).
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Conclusion
Based on the theory of competitive strategy and the pertinent circumstances surrounding Tesla Motors, this article employs the Porter's Five Forces model to examine the company's internal business environment, industrial environment, etc. The company's competitive strategy was then decided upon in light of this.
The emergence of new energy vehicles is the best option for the future development of a low-carbon and green economy, and it is also a necessary path to achieve sustainable development(Kaoru Natsuda and Thoburn, 2020). The automotive industry is an important growth point for the economy. Leading the way in the global new energy vehicle market is Tesla, a manufacturer of early-stage start-up vehicles. Throughout the development process, selecting and putting into practice the best competitive strategy is crucial to the growth of the company's new energy vehicle sector.
The following is the conclusion: First and foremost, Tesla needs to take a cost leadership stance. The company's differentiation strategy adoption has limits and is unable to change with the market(Paris, 2020). With the backing of numerous national policies, the external environment, new business models, and manufacturing techniques are all rapidly developing and offering enormous opportunities for newly developed electric vehicles with promising futures. 
As a result, Tesla is better suited to implementing a cost leadership strategy due to its whole industry chain and distinctive, inventive thinking.
Second, to draw in more customers, prioritise the needs of the user by offering better services and an enjoyable user experience. 
Thirdly, recommendations are made for the company to implement a cost leadership strategy, which are explained in terms of products, services, and channels, based on Tesla's actual market environment. 
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