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The toxic emissions produced by the diesel and petrol vehicles motors has become one of the most dangerous environmental factors for the planet. These not environmentally friendly emissions such as carbon dioxide, carbon monoxide and nitrogen oxides affect the planet climate in a negative way (Wilkinson, 2017). Therefore, many governments and car manufacturers, including the chief executive Elton Musk of the Tesla Motors believes that producing the electric cars is the step for a brighter future as these vehicles produces 100% green emissions (The New York Times, 2017). In addition to that Musk states that driving an eclectic car is more cost efficient than non-electric cars. For example, a small sedan driven 15,000 miles per year will most likely spend approximately £5,000 on petrol (Edmonds, 2017), whereas an electric car will keep the cost at minimum of an average £660 for the same milage (Pod point, 2020).  
Under his leadership, the development of a business began, which aims to produce reliable and sustainable transport that also does not pollute the environment. Or in summary electric cars, which cars are expected to overcome the mass market soon (Musk, 2013). At the end of October 2016, the company developed and launched its semi-automatic autopilot system. Musk gives a two-year plan in which Tesla will achieve 'level 4' autonomy also adds that despite this technology is in place, it is doubtful that the consumer would have full access to it because it is very likely that regulators still do not have the necessary laws when Tesla's autonomous cars are ready for use (Kesse and Bilbeisi, 2017).

Оne of Tesla cars main costs is the lithium-ion battery. Tesla and important strategic partners including Panasonic have begun the formation of a Gigafactory in Nevada which will help the production of a low-cost Model 3 car by supplying low-cost lithium-ion batteries. By 2020, the company expects to reach the production of battery packs that can be used for stationary storage to improve the electricity grid, reduce electricity costs of households and businesses, and not just cars. Tesla believes that Gigafactory can reduce battery costs by up to 30% after fully operational in 2020 (Nykvist, Sprei and Nilsson, 2019).

 While the history for hypermiling in a Tesla is almost 500 miles, the official range of Tesla’s Model S is about 265 miles per charge, according to ratings by the Environmental Protection Agency. Musk believes that by 2020, Tesla cars can reach 745 miles per charge (Kesse and Bilbeisi, 2017).
According to Helod (2020), Tesla's business model is based on three main points such as selling, servicing and charging its Tesla cars:
Direct sales: The reasons for Tesla's choice to reject the traditional sales model of franchise dealers and rely on direct sales are the following: The company believes that direct sales from the manufacturer to the customer prevent additional unnecessary costs in favor of the customer. In a report published by Goldman Sachs, an investment bank estimates that this type of sale can save the customer approximately 1,600 for a car that costs about 1,500. approximately 8.6% savings in favor of the consumer (Kesse and Bilbeisi, 2017). For this reason, Tesla is creating an international network of its own galleries and showrooms infamous urban centres around the world. Another positive side of their own centres is that there is no conflict of interest because cars are sold only to Tesla, unlike other car dealerships where different brands of cars are offered. As of the end of 2019, Tesla has 429 locations such as showrooms, Service plus (shopping and service centres) and service facilities worldwide (Tesla Official Report, 2020). ﻿ 

Service: Many of Tesla's sales centres are combined with service centres. Customers can charge and service their vehicles at all service centres or Service Plus Location. According to Tesla (2020), the optimized flow of repairs is four times faster than conventional service. Also, in many areas Tesla uses -Tesla Rangers which are mobile technicians who can service the car without the customer leaving home. Very often a technician is not even required on site. Tesla also developed an air system to maintain and improve the performance of its cars, which in turn saves time and inconvenience to its customers. There are cases when the car needs to visit a sales centre, in very rare cases but such are not excluded, then the service is so fast and smooth that it is very likely to end before you finish your coffee.
Supercharger network: Hoping to have nearly 500,000 Tesla cars on the road by 2018 (Kesse and Bilbeisi,2017) Musk is looking to build a Tesla charging network. There are currently built charging stations that can charge a Tesla car for 30 minutes with a capacity of 200 miles.
At the launch of the Model 3, Musk said Tesla will expand its charging network worldwide from 3,600 to more than 7,000 by 2018. For now, Tesla is the first electric car that can travel 200 miles on a charge. Tesla's network of superchargers gives a competitive advantage over the competition. On the other hand, without the ability to charge on the go that other competing companies offer (swiching gasoline while driving), Tesla cars face a huge barrier to mass acceptance. which is perhaps one of the company's not-so-good strategies. However, Tesla will continue to expand its charging network in the United States, Europe and Asia and will continue to adhere to its primary strategy, namely environmental protection.
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This essay will focus upon the impact of customer services in the hospitality industry by exploring first the meaning of the customer services, its importance and how its effects the productivity of the business. The report will also look at different literature reviews and use relevant sources to define the vitality of the service. And finally, in the end it will be placed a conclusion by summarising the below discussed chosen topic.



      2. Understanding customer service and its impact on business productivity 

Fist, Grove and John (2013) state that the customer services is an act of multiple activities that businesses have to meet clients’ needs/expectations not only before, but also during and after the purchasing experience.  According to Veselinova and Samonikov (2017), the great customers services is key to push companies forward whereas the bad customer service will affect negatively the firm, and therefore the business might lose not only the its current clients but also its potential customers. Moreover, the great customer services will add value to the business and increase the brand image and its reputation. For example, in the hospitality industry whenever clients do not like their rooms the firms most of the times agrees to provide for them a better service by chancing their current room or even to provide some extra incendivities like free bowl of food or drink. The bellow table 1.0 shows the impact of great and bad customer services over the business.



Table 1.0 Great vs Bad customer services (CS) and their impacts over the business.



		Great CS

		Bad CS



		1. Add values

		1. Decreases the value of the business



		2. Increase profit

		2. Lower busines profit



		3. Increase brand reputation

		3. Damages the reputation of the firm



		4. Customers will likely return back

		4. Customers will likely not return back



		5. Brings more loyal customers

		5. Leads to a negative feedback on the network



		6. Creates a positive feedback on the internet

		6. Creates awareness among to people to no visit this particular business







In order to achieve a great customer services, the business has to employ staff that can meet the client’s exportations with a positive impact over them. Employees communication and good relationships are of great importance to the client. The user must be understood, supported in choosing a service, and most of all listened to so that the organisation can understand exactly what it needs and how to meet its needs. 



Another important point is to be offered a quality product or service that justifies the price the customer has to pay. Each client must be considered individually, because each of them are different and has different expectations from the company. Therefore, when companies hire staff, they need to assess them if they are eligible to provide a great customers service (Hall et. all., 2011). If there is an employee, rather new or long term, that can not do their jobs as it has been expected the company has to train them how to be efficient with the clients. Staff training is crucial in the field of customer services. All employees must be well trained in how to present what they offer to their customers so that they can meet the expectations of each customer individually. When a customer has a problem or is not satisfied whit what they have received (service or product, depending on what the organization offers), staff must quickly find a solution to the problem and be confident in resolving it to win the customers trust again. Employees are the face of company if they are impatient and rude to their customers the high quality of the product or service loses its value.

3. An evaluation of the impact of customer service for business productivity 

Customer satisfaction is the most vital key over the businesses, especially in the hospitality industry. According to Grigoroudis and Siskos (2010), the consumer satisfaction is described as pleasurable fulfilment and this subjective value it depends of the client’s feelings over the offered product or service. In contrary to that, Chang, Wang and Yang (2009, p. 427) describes the customer satisfactions as” psychological reaction of the customer with respect to his or her prior experience with the comparison between expected and perceived performance”. Therefore, Spiteri and Dion (2004) recognises two types of satisfactions: transactional and cumulative satisfaction:



· Transactional customer satisfaction – This type of satisfaction is based on a specific purchase habit, usually short-term. This is an evaluation over a single purchase of service or a product (Spiteri and Dion, 2004). In the hospitality industry this might refer to a securing a room for a night or visiting the restaurant once to try what they do offer. In such experience, the clients do not seek great attention as they likely will not return back, yet employees should provide and meet their expectations as they those are the people that usually places comments on the network.



· Cumulative customer satisfaction – This type of satisfaction is an overall purchase experience based on long-term purchase habit which usually is repeatedly (Spiteri and Dion, 2004). In the hospitality industry, this type of satisfaction usually applied to the loyal customers as they form their opinion over their long-term stay. Therefore, employees again play a vital part of this experience as they have to build and maintain their relationships in a great manner with these clients, they need to communicate effectively and project a positive attitude toward the client. The below table 2.0 show the good customer service attributes:



Table 2.0: Good customer service attributes

		1. Attitude

		6. Knowledge



		2. Care

		7. Reliability



		3. Helpfulness

		8.  Concern



		4. Responsiveness

		9. Enthusiasm



		5. Courtesy

		10. Expertise







Overall, the employees are the power of the company, they are the necessity to provide great customer service and increase not only sales and therefore the profit of the company, but also create relationships that will bring the clients back for more purchases. However, the consequence of the poor customer service might prevail the firm’s climate as it is easy to lose a client with immoral service. This likely leads to a bad business reputation, profit loss and also employees become unhappy due to the bad atmosphere in the business.

4. Conclusion

In conclusion, it can be stated that the employees are the most important part of the delivering a service or a product to the business clients. Therefore, their training is vital to meet needs of the customer services, before, during and after their purchases. Also, it is vital for the businesses, especially in the hospitality industry to keep their customers so the firm can generate profit. This will be only achieved with a great customers experience. Therefore, the business has to be careful when they hire staff so to not be disappointed on later stage.
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