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Executive summary
At present, the new energy automobile industry is developing rapidly. Not only the traditional automobile enterprises are forced to develop new energy vehicles under the pressure of policies, but also a series of new forces have joined in building new vehicles. At present, the competition among new energy automobile enterprises in the market is fierce. How Tesla can stand out among all automobile enterprises, besides outstanding product innovation, personalized customer care is necessary. The external environment affects the company's strategic decision. In this study, PEST model and five forces model are used to analyze Tesla's external environment. As a newly emerging industry, the new energy automobile industry has good development opportunities. Secondly, this paper uses Porter's value chain model to analyze Tesla's internal environment and determine Tesla's strategic positioning. The data about Tesla in this study are collected from the official website, the annual report and the analysis of the company. Finally, on the basis of the above analysis, using the "customer journey analysis" combined with McKinsey's customer care strategy, this paper puts forward some strategic transformation suggestions on customer care for Tesla.
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[bookmark: _Toc2066921058_WPSOffice_Level1]I introduction
Under the crisis of global ecological environment deterioration, governments of all countries are determined to jointly achieve the goal of energy conservation and emission reduction. Faced with increasingly severe energy shortage and economic pressure, more and more enterprises choose to vigorously develop new energy vehicles, making them a new competitive focus in the industry. Under this background, new energy vehicles represent the future development trend of automobile industry. At the same time, due to the impact of COVID-19 epidemic, the new energy industry is struggling, so innovative customer care strategy is particularly necessary.
[image: ]
Tesla is a company that produces and sells pure electric vehicles and parts, headquartered in Palo Alto, California, USA, and listed on NASDAQ in June 2010. Tesla can become the global representative of pure electric vehicle enterprises at present, which is inseparable from its unique technical performance and refreshing management mode.
Tesla's uniqueness lies not only in their disruptive innovations in battery technology, power exchange technology and battery control technology, but also in their bold early adopters in service and direct sales. Ordinary automobile enterprises generally adopt the way of cooperation with dealers, and do not participate in the 4S shop business, while Tesla's sales channels only adopt the strategy of offline experience, online customization and self-operated 4S. Tesla's global open experience stores are generally located in the commercial centers of developed cities, conveying high-end product design, constantly attracting target customers to come to the stores to find out, and they use unique sales technology to contact customers, which is worth learning for other automobile manufacturers.
Relevant scholars have also done in-depth research on Tesla. Alysha Webb(2019) pointed out that due to the influence of charging network construction, market positioning, sales model and other factors, Tesla could hardly achieve the set sales target. Zhang Changling and others (2019) explained Tesla's great success in the United States, and thought that Tesla really achieved super cost performance in the United States. The design, safety, performance and ease of use of automobiles have reached the level that can't be achieved in the pure electric vehicle market in other countries, so success is inevitable.
There are also studies that reveal Tesla's problems. Relevant scholars believe that over-reliance on Panasonic's supply of core batteries will bring a lot of hidden dangers to the operation. Through reviewing and combing the past literature, it can be seen that the previous scholars' research on Tesla focused on competitiveness, marketing methods, technological innovation and so on, while the research on Tesla's customer care was less. This study will focus on the analysis of Tesla's customer care strategy, and give enlightenment and suggestions.
[bookmark: _Toc2109493875_WPSOffice_Level1][bookmark: _Toc1341140781_WPSOffice_Level1]ⅡTesla’s industry analysis-based on PEST model
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[bookmark: _Toc564747355_WPSOffice_Level1][bookmark: _Toc1456028802_WPSOffice_Level1]2.1 Analysis of Political factors
With the world's increasing attention to energy and environment, the development layout of new energy vehicles has become an important part of the planning of governments in various countries. In 2012, the U.S. government started the national innovation plan for electric vehicles to achieve the goal of recovering the additional cost of vehicles within five years. Germany puts forward the goal of putting 1 million electric vehicles into use before 2020, and strives to become the leading country and the central market of electric vehicles by 2020. Japan encourages its citizens to buy electric vehicles through preferential tax policies and price subsidies for electric vehicles.
[image: ]
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There are also unfavorable factors in politics. First of all, charging infrastructure is still the shortcoming of the development of new energy vehicles. The number of public charging piles planned to be built in 2020 is about 500,000, but it still does not match the development scale of new energy vehicles in the same period. At the same time, the utilization rate of public charging piles is less than 15%, and the sustainable commercial development model has not yet been formed, and there are two-way contradictions. Secondly, the policy system still needs to be improved. With the gradual withdrawal of the monetization support policy, the follow-up replacement policies such as access convenience need to be studied in advance and the layout should be paid close attention to.
Table 2.4: China's New Energy Vehicle Policy Arrangement
[image: ]
Generally speaking, the trend of clean energy is inevitable, which is beneficial to Tesla's development politically.
[bookmark: _Toc899917649_WPSOffice_Level1][bookmark: _Toc1978559392_WPSOffice_Level1]2.2 Analysis of Economic factors
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The COVID-19 outbreak in 2020 has had an unprecedented impact on the economies of all countries in the world, with the world's trade and manufacturing industries in a trough, and most economies experienced unprecedented negative growth.
[image: ]
The GDP of the Group of Seven (United States, Britain, France, Germany, Japan, Italy, Canada) in the first half of 2020 was US$ 18,440.01 billion, a decrease of US$ 1,057.785 billion and a negative growth of 5.43% over the same period of last year. Among them, Britain, France and Italy are the three countries most affected by the epidemic, and their economic growth rate is low. The economic share of the United States in G7 has expanded from 53.8% in the same period last year to 54.99%.
Among the BRICS countries, India and South Africa have experienced substantial negative growth, and China has the fastest economic recovery. The GDP of the four countries except China totaled 2,778.7 billion US dollars, and the gap with China increased to 3,714.7 billion US dollars. China's economic share in the BRICS countries has also increased from 67.38% to 70.03%. In the first half of 2020, the total GDP of six ASEAN countries (Indonesia, Thailand, Singapore, Malaysia, the Philippines and Singapore) was US$ 1,364.175 billion, a decrease of US$ 94.745 billion and 6.49% compared with the same period of last year.
The COVID-19 epidemic has the greatest impact on Europe, and the EU-27 countries have the most negative growth among the world's major economic groups. The total number of EU-27 countries was 7,029.856 billion US dollars, a decrease of 681.734 billion US dollars over the same period of last year, down 8.84% year-on-year; The total GDP of the 19 countries in the euro zone is US$ 6,005.454 billion, down US$ 617.99 billion and 9.33% from the same period of last year. In contrast, China's GDP totaled US$ 6,979.838 billion, a drop of only half that of the EU, and the total amount in the first half of the year was only US$ 50 billion less than that of the 27 EU countries. Although Germany is also a European country, compared with other big European countries, Germany has maintained a relatively stable performance, so its economic proportion in the EU is also growing, and its economic status in Europe is getting higher and higher. The specific figures are shown in Figure 2.4.
Generally speaking, the COVID-19 epidemic has severely damaged the world economy, which is not conducive to Tesla's development in 2020. Fortunately, Tesla's Shanghai Super Factory in China, the largest target market, has been successfully completed, and China's epidemic prevention and control is strong, which makes Tesla's supply in China fall short of demand.
[bookmark: _Toc188600922_WPSOffice_Level1][bookmark: _Toc2010911196_WPSOffice_Level1]2.3 Analysis of Social factors
People all over the world generally feel the harm caused by environmental pollution, so people pay more and more attention to environmental protection, and electric vehicles well meet people's demands for environmental protection. In addition, the increasing number of aging societies like Britain and the United States also makes people pay more attention to safe travel. China will also enter an aging society. The retired population is expected to account for about 15% of the total population in 2026. With the development of time, the aging society will become a world-class problem.
[image: ]
The automatic driving of electric vehicles makes travel more secure. In the fourth quarter of 2019, in the driving activities involving ——Autopilot, the core technology introduced by Tesla, a traffic accident occurred every 3.07 million miles driven by Tesla. In the driving activities without Autopilot automatic assisted driving but with active safety function, a traffic accident will occur every 2.1 million miles. In the driving activities without Autopilot automatic assisted driving and active safety function, one traffic accident will occur every 1.64 million miles. In contrast, the latest data from the National Highway Traffic Safety Administration shows that there will be a traffic accident every 479,000 miles in the United States, and Tesla models are obviously more secure in terms of safety, which may become an effective means for the elderly to travel safely on the streets in the future.
[bookmark: _Toc286834686_WPSOffice_Level1][bookmark: _Toc129833082_WPSOffice_Level1]2.4 Analysis of Technological factors
[image: ]
In order to completely realize zero emission of automobiles, developed countries such as the United States, Japan and Germany are committed to the research of fuel cell vehicles, and each country has its own emphasis on the cathode materials of lithium-ion power batteries. Japan mainly uses lithium manganate, while the United States develops lithium manganate and lithium iron phosphate simultaneously. From the perspective of product structure, the United States pays attention to the overall design and evaluation of battery packs, including the heat dissipation of battery packs, energy management and the standardization of connectors, while Japanese lithium-ion battery manufacturers can provide a 10-year quality guarantee period. At present, the number of lithium batteries produced in China ranks third in the world, and the scale of motor production ranks first in the world, which has the advantages of high quality, low price and low noise. In terms of battery recycling and disposal, the United States, the European Union, Japan and other developed countries and regions have formed a complete recycling system, and the European Union stipulates that all lithium batteries must be recycled by the manufacturer. Battery cost, battery performance and improvement of charging facilities complement each other. Even if they cannot be fully met, as long as the overall development is balanced, the popularization of electric vehicles can be promoted.
[image: ]
In April 2014, Tesla fully opened its own product patents and encouraged other automobile manufacturers to use its patented technology. As of June 13, 2014, there were 749 patents (including authorized and pending) containing Tesla, including 454 US patents, 85 European Patent Office patents and 13 Chinese patents. The top three patents involved in Tesla technology patents are 125 patents of H01m (method or device for directly converting chemical energy into electrical energy, such as battery pack) and H02J (circuit device or system for power supply or distribution; Electric energy storage system) 85 patents, b60l (electric vehicle power plant) 53 patents.
[image: ]
Data source: industry research report
 At the critical moment when Tesla vigorously explored the Chinese market and the European market to expand its sales volume, Musk announced Tesla's sharing of patents, which not only showed Tesla's role as a leading enterprise in the electric vehicle industry, but more importantly, it could make Tesla a standard maker in the electric vehicle industry and lead the future development of the electric vehicle industry.
[bookmark: _Toc261223822_WPSOffice_Level1][bookmark: _Toc1877263734_WPSOffice_Level1]Ⅲ. Analysis of Tesla Porter's Five Forces Competition
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[bookmark: _Toc341835614_WPSOffice_Level1][bookmark: _Toc932201886_WPSOffice_Level1]3.1 Supplier's bargaining power
[image: ]
Tesla's new energy electric vehicle consists of three parts: lithium battery, motor and complete vehicle. There are a large number of these three types of suppliers in the market, and with the development of the new energy electric vehicle industry, more suppliers will appear in the future. Tesla has chosen the strategy of dispersing suppliers, so Tesla has a strong bargaining power in the face of suppliers.
[image: ]
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[bookmark: _Toc712408773_WPSOffice_Level1][bookmark: _Toc1623893137_WPSOffice_Level1]3.2 Buyer's bargaining power
Tesla has attracted a large number of loyal customers because of its subversive technological innovation, because the supply is in short supply at present.Taking Shanghai Super Factory as an example, the factory can produce 1,000 Model 3 every week, but in August 2020 Tesla received an order for 11,811 Model 3. There is no spot to buy Tesla cars, and consumers will arrange production after paying the deposit after the experience in the experience store. Therefore, for Tesla users, after completing the online ordering, they will wait as little as a month and as many as a few years before they can own their own Tesla cars. Therefore, Tesla customers have weak bargaining power.
[bookmark: _Toc1232915786_WPSOffice_Level1][bookmark: _Toc402283836_WPSOffice_Level1]3.3 Threats from Potential Entrants
The rapid development of new energy industry will inevitably attract a group of potential entrants into the market. However, the production of new energy vehicles is very difficult. Although Tesla has published more than 700 core patents, sufficient capital investment, professional R&D team and long R&D cycle are still needed in the specific production process. Therefore, Tesla, which started research and development in 2003, has a strong moat and high barriers for potential entrants to enter.

[image: ]
[bookmark: _Toc905910896_WPSOffice_Level1][bookmark: _Toc545905399_WPSOffice_Level1]3.4 Threats of Alternatives
At present, the main substitutes of new energy electric vehicles include traditional vehicles and hydrogen-powered vehicles.
 Compared with Tesla, the advantage of hydrogen-powered vehicles is that they can be fully charged in a few minutes, while Tesla takes several hours. However, due to the technical problems in hydrogen transportation, it is difficult to commercialize hydrogen-powered vehicles at present.
The advantages of traditional cars lie in the deep foundation of people's cognition and the convenient way to refuel. Tesla's top priority in dealing with traditional cars is to speed up the layout of charging facilities. When customers find that charging is as convenient as refueling, traditional cars should be put into museum exhibitions.
[bookmark: _Toc981901009_WPSOffice_Level1][bookmark: _Toc2132855489_WPSOffice_Level1]3.5 Competition among the same industry
Tesla's competitors mainly include traditional car companies that have transformed into electric vehicles, represented by BYD, and new forces that build cars, represented by Weilai. Compared with traditional car companies, Tesla is ahead in technological innovation, but Tesla's mass cognition base is relatively weak. Tesla needs to strengthen innovation and research, maintain its leading advantage in science and technology, and need precise marketing to improve its brand recognition.
[image: ]
[image: ]
Compared with the new car-making power represented by Weilai, Tesla's price is on the high side. 
[image: ]

However, with the improvement of Tesla's production capacity, Tesla's model3, which is used by Tesla to develop its market share, has been reduced in price five times in succession, and now it sells for about 260,000 RMB. Compared with the new car-making power such as Weilai, Tesla model 3 is extremely competitive.
[bookmark: _Toc1105167899_WPSOffice_Level1][bookmark: _Toc1931453599_WPSOffice_Level1]Iv. SWOT Analysis of Tesla
[image: ]
Fig 4.1 :Tesla SWOT analysis chart
[bookmark: _Toc577830341_WPSOffice_Level1][bookmark: _Toc970815590_WPSOffice_Level1]4.1 Strength Analysis of Tesla
4.1.1 Advantages of innovative technologies
What Tesla does not lack most is subversive innovation. Whether it is a wing-like eagle wing door, a hospital-level in-car air purification system, an automatic driving system, a battery management system and a cloud service based on big data, Tesla has opened the gap with other car companies and established Tesla's technological leading edge in the electric vehicle industry,
and other car companies are hard to surpass in a short time.
[bookmark: _Toc673489453_WPSOffice_Level1][bookmark: _Toc2064354871_WPSOffice_Level1]4.2 Weakness Analysis of Tesla
4.2.1 Insufficient production capacity
[image: ]
Figure 4.2 Production capacity map of Tesla's various factories
Data source: Tesla official website
At present, Tesla mainly has four super factories: Nevada Super Factory in America, Shanghai Super Factory and two super factories in Europe. However, the production capacity of the factory can't keep up with customers' demands. Tesla's customers have to wait as long as several months to several years after placing orders. Tesla should deploy new factories as soon as possible and improve the production efficiency of existing factories.
Tesla's battery management system makes it impossible for Tesla to fully automate its production, and the resulting high cost cannot be solved at one time, which has become an obstacle for Tesla to improve its cost performance.
[bookmark: _Toc2098416881_WPSOffice_Level1][bookmark: _Toc866515965_WPSOffice_Level1]4.3 Opportunity Analysis of Tesla
4.3.1 The new energy electric vehicle market has great potential
The future must be the world of new energy vehicles. It is only a matter of time before new energy vehicles replace traditional vehicles. As a leading enterprise in the industry, Tesla has unlimited possibilities in the future.
[bookmark: _Toc2116067933_WPSOffice_Level1][bookmark: _Toc1447213448_WPSOffice_Level1]4.4 Threat Analysis of Tesla
4.4.1 The competition in the new energy vehicle market is fierce
[image: ]
The competition in the electric vehicle market is fierce. Tesla is not only threatened by the transformation of traditional car companies, but also by the new forces of building cars. 


[image: ]
By comparing Tesla with the best-selling models of BYD and Weilai, we can find that Tesla is in a competitive advantage on the whole.
[image: ]
But on the whole, Tesla's overall price is still on the high side. Facing the fierce market competition, Tesla's top priority is to cut down its cost in the short time.
[image: ]
[bookmark: _Toc277071964_WPSOffice_Level1][bookmark: _Toc916634614_WPSOffice_Level1]V. Strategic positioning and Value Chain of Tesla
[bookmark: _Toc1003952252_WPSOffice_Level1][bookmark: _Toc1977757567_WPSOffice_Level1]5.1Strategic positioning
Tesla has a brand name that suits its own position. Brand name is a key factor that can be considered at the level of enterprise strategy, and directly affects the marketing effect of products and services. The brand name Tesla comes from Nicholas Tesla, a famous American scientist and inventor. Taking the names of famous people as brand names can directly associate Tesla with the spirit of great people's invention and creation, thus making Tesla electric vehicles leave a good first impression in people's minds.
[image: ]
Figure 5.1: Tesla Positioning Theory Framework
Tesla uses new energy sports cars, and its target customers are social celebrities and high-income elites with environmental awareness. Tesla is the first enterprise to invent new electric vehicles. This helps it occupy the minds of consumers, because the first is always impressive and unforgettable.
[image: ]
Fig 5.2：customer segmentation
Tesla took the "high-end route" at the beginning, because in terms of objective reality and time, the development of electric vehicles is bound to encounter problems such as high cost, awareness of ordinary users and environmental awareness of ordinary users, etc. It takes time to solve these problems. But time is life for enterprises. The bankruptcy of A123, the famous battery manufacturer in the world, CODA, the electric vehicle manufacturer, and Fiske's dilemma fully illustrate this problem. The same problem may not be too big for those successful people with high quality and attractive appearance. These customers are less sensitive to price, more willing to try new things, and have a strong sense of environmental protection. 
  [image: ]
Just because the above-mentioned successful people or public figures are decent, they have strict requirements on the fashion degree of product appearance and the Jennifer degree of experience. It is obviously reasonable for Tesla to take the high-end and fashion route to open up the high-end customer market. It can be said that Tesla electric vehicles are positioned in people's minds as high-end, atmospheric and high-grade, and are luxury, environmental protection and high-tech brands positioned in the wealthy class.
At present, Tesla's users are mostly elites in securities and finance industry and Internet industry. What these users want is not only to buy a good enough electric car, but also to build their personal image of caring for environmental protection and keen to experience the latest technology products by driving Tesla. Tesla is positioned at the high end and has a strong sense of technology. But from the analysis of Tesla's potential users, Tesla's future car owners belong to the middle class, young and energetic, with higher income and certain economic strength, which subverts the high-end image of Tesla car owners in the eyes of the public. With the gradual saturation of Tesla among high-end people and the gradual decline of brand added value, the recognition of Tesla's comprehensive performance by potential users formed by middle-class families determines Tesla's future.
[bookmark: _Toc1805795788_WPSOffice_Level1][bookmark: _Toc1419540303_WPSOffice_Level1][bookmark: _Toc1655244288_WPSOffice_Level2]5.2 Tesla's Value Chain 
[image: ]
Based on Porter's value chain, we analyzed Tesla's value chain, as shown in the following figure:
[image: ]
Figure 5.5: Tesla Value Chain Analysis
[bookmark: _Toc1770909512_WPSOffice_Level1][bookmark: _Toc1818037998_WPSOffice_Level1][bookmark: _Toc1735586729_WPSOffice_Level1]VI. Tesla's customer care strategy
Compared with 2020, 69% of Weilai Automobile's orders are recommended by old users, and Tesla is a bit inferior by comparison. At present, Tesla's customer care needs to continue to improve.
[image: ]
Fig 6.1：customer relationship management framework
Based on the whole process of customer care from ordering to signing and after-sales, customers can enjoy high-quality service, improve customer satisfaction and increase Tesla sales. Customer care can not only enhance the awareness of Tesla brand in customers' minds, but also increase the stickiness between customers and Tesla and promote secondary consumption. In addition, when Tesla products or services exceed customers' expectations, customers will habitually share them with friends around them, and the turnover rate will be higher through this oral publicity effect. At present, Tesla's customer care strategy is mainly reflected in the following aspects:
[bookmark: _Toc1367302870_WPSOffice_Level1]6.1Innovative products and services
Tesla pure electric vehicle is an innovative product. Tesla has produced an innovative product Roadster, which has a lighter and safer body made of carbon fiber, which is remarkable in material quality. Tesla Motors is an electric vehicle product built with Internet thinking, which has no engine and traditional transmission system, so its interior space is greatly released.
[bookmark: _GoBack][image: ]
Tesla fully understands customers' needs and solves their pain points. ModelX, a family car launched by Tesla, innovatively designed the eagle wing door, which will not touch the surrounding objects when the door is opened in a narrow place. It can also prevent rain and snow from falling on passengers, which greatly facilitates passengers getting on and off the bus. In addition, Tesla Model S and Model X are equipped with super-large air filtration system and biological weapon defense mode. In less than 2 minutes, the high-efficiency air filter can improve the air inside the car to hospital level, and Model X can also purify the air in the surrounding environment.
Tesla uses its unique "cloud service" to provide customers with perfect after-sales service. When Tesla's electric car breaks down, Tesla's call center staff can connect to the broken electric car through the network, and the recall of defective electric cars can be completed only by updating the software. In December 2013, some Tesla vehicles had product defects, and Tesla took the initiative to recall, but its recall was successfully completed only by updating the software and mailing the updated power adapter to consumers, which eliminated the hidden dangers caused by product defects conveniently and quickly. It is precisely because of the innovation of products and services that the traditional way of car recall can be subverted and the efficiency can be improved.
Tesla changed the console design of traditional cars, and the addition of touch screen elements made driving a car full of fun. As the world's first smart car, Tesla's touch screen is not only large in size but also very clear in display. At the same time, it is connected with the external network and Tesla's network, providing customers with navigation, music and other functions, and bringing customers an enjoyable experience. Tesla's operating system can be upgraded all the time, and consumers will feel that their electric cars will never be outdated. This is the embodiment that Tesla puts user experience first, does not focus on sales, and constantly strives to meet the new needs of users.
[bookmark: _Toc36829543_WPSOffice_Level1]6.2Innovative customer development strategy
6.2.1 Differentiated market strategy
Tesla adopts differentiated marketing strategy to meet different consumers' needs and attract different buyers.
① Extend product types to meet the tastes and preferences of different consumers. Tesla has launched Tesla Roadster, Tesla Models, Dual-motor All-wheel Drive Models, Tesla model x and other models.
② Combined with the diversity of market consumption demands, the products were combined in different forms, which provided consumers with more choices, met different demands and promoted the sales growth of Tesla products.
③ The target market is mainly selected by two groups: young men with high income and women with purchasing power. However, some young men and women are especially fond of new energy vehicles, so they are a huge target market.
6.2.2Advertising strategy
① Through the celebrity effect, attract attention and build credibility. Lei Jun, the general manager of Xiaomi Mobile in China, ordered two Model S, which helped Tesla establish its reputation in China to a great extent and attracted the attention of other IT executives.
② Introduce Tesla's product technology to media practitioners in detail and establish a good partnership. Tesla also invested a lot of time to introduce its technology to media reporters. Tesla doesn't advertise in the traditional sense, but it uses media reports to advertise itself better.
③ Build a stronger relationship with its consumers. Tesla attaches great importance to consumers' evaluation and reputation, and attaches great importance to consumers' messages on the Internet. The way of direct communication between automobile manufacturers and consumers is applicable to the cultures of all countries, and it is convenient and efficient to interact with consumers through the network, so that consumers generally feel Tesla's sincere attitude towards car owners.
6.2.3 Direct Marketing Strategy
Based on the direct sales mode, after customers are satisfied with the experience in the experience center, they place orders in Tesla official website, and then Tesla factory starts production and delivers them after production. The direct sales mode is beneficial for Tesla to master all customer information. Compared with the traditional sales mode of car dealers, it not only reduces the inventory pressure, but also attracts a large number of fans because the price transparency makes customers feel more fair.
[bookmark: _Toc518838865_WPSOffice_Level1]Conclusion
Through the analysis of Tesla company, this paper draws the following conclusions:
First of all, combined with PEST model analysis, it is found that the electric vehicle industry has great development potential. Tesla's market scale will further expand with the development of time.
Secondly, combined with the analysis of five forces model, it is found that the electric vehicle industry has strong economies of scale, and new entrants have higher entry barriers and greater risks. However, under the condition of obvious homogenization, Tesla must continue to maintain differentiation and competitive advantage.
Thirdly, after analyzing Tesla's strategic positioning, it is found that Tesla's brand name, leading market advantage and "high-end route" play a significant role in opening up its market and shaping its brand value. At present, Tesla's users are mostly elites in the securities and finance industry and the Internet industry, but Tesla's future car owners belong to the middle class, young and energetic, with higher income and certain economic strength.
Fourthly, Tesla's customer care strategy mainly includes innovative products and services and innovative customer development strategy. Tesla fully understands the needs of customers, constantly innovates and solves the pain points of customers. Tesla adopts differentiated market strategy to meet the needs of different consumers, and attracts a large number of customers based on direct sales model.
[bookmark: _Toc1341197235_WPSOffice_Level1]Recommendation
The impact of the pneumonia epidemic in COVID-19 in 2020 caused global economic contraction, which inhibited people's desire for consumption and also affected people's spending power. Therefore, people will be more cautious when buying large consumer goods such as automobiles. How does Tesla stand out among many excellent automobile enterprises? To truly satisfy customers with Tesla products and services. To enable customers to continue to purchase Tesla cars in the future, Tesla must formulate and implement the following key strategies:
[image: ]
Image source: McKinsey Customer Care
(1) Shape personalized customer care philosophy
Tesla should take highly personalized customer care as the primary goal of the strategic transformation of customer care. Tesla needs new strategies, technologies and processes to customize the caring experience according to each customer's needs and journey. 
[image: ]
First, really understand customers. Summarize all customer information, including user attributes, behaviors, common channels and all past interactions with Tesla. Establish a comprehensive customer database. Secondly, customers react to customers before they know they need Tesla. Big data enables Tesla to identify and solve problems predictably. Tesla needs to build a well-trained and compassionate workforce to support proactive customer care programs. In addition, open up internal communication channels. Perfect customer experience requires better coordination and cooperation among Tesla's internal customer service, product development, marketing and operation. Finally, innovative tools can improve the efficiency of customer service personnel. The first thing Tesla should do is to plan how to apply advanced technology tools before, during and after customers contact Tesla.
(2) Establish a perfect market image of enterprises
Products and services are the main factors that constitute Tesla's corporate image, but in addition, Tesla's test drive environment, service attitude, commitment guarantee, brand awareness and appeal will also affect customers' purchase. This requires Tesla to do the following three things. First, Tesla's business philosophy is recognized by customers, including Tesla's entrepreneurial spirit, corporate culture, service commitment and values; Second, Tesla's overall operating conditions bring customers a good experience; Third, Tesla's external image, including corporate name, product name, brand logo, corporate slogan, advertising words, service commitment, corporate image, etc., gives customers a perfect overall feeling.
(3) Develop products that satisfy customers
[image: ]
Customers come to Tesla Motors first, which requires all Tesla's business activities to meet customer needs as the starting point and take customer needs as the source of Tesla's product development. Tesla must be familiar with customers, understand customers, investigate customers' actual and potential needs, analyze customers' purchasing motivation, behavior, ability and level, and study customers' consumption traditions, habits, interests and hobbies. Only in this way, enterprises can scientifically adapt to the needs of customers and determine the development direction of products.
(4) Focus on the most important two or three channels
[image: ]
Image source: McKinsey Customer Care
Tesla should focus on two or three of the most important cross-channel customer interactions. On the basis of successful customer-centered, focusing on two or three most important cross-channel customer trips will bring significant benefits to Tesla. Tesla needs to make full use of its rich customer interaction data to truly understand the intentions and behaviors of cross-channel customers.
First of all, Tesla should consider two core dimensions of each type of customer journey: 1. The tendency of customers to use multiple channels, and 2. Importance of journey to customers. After considering the two dimensions in the matrix, Tesla can map each customer's journey to a quadrant of the matrix, and only pay attention to the two or three quadrants in the upper right corner to customize Tesla's all-channel method, so as to pay attention to the most important channel and obtain higher output.
(5) Listen to customers' opinions scientifically
According to a survey in the United States, 60%~80% of successful technological innovations and civil products come from users' suggestions. To implement the customer care strategy, Tesla must establish a set of customer care analysis and processing system, test the customer's evaluation of Tesla's products and services with scientific methods and means, and feed it back to Tesla's management in time, so as to serve Tesla's continuous improvement and meet customers' needs in time.
[image: ]
(6) Controlling customer expectations
Tesla must control the customer's expectation of Tesla according to its actual ability. Tesla staff should control customers' expectations, don't exaggerate the performance, quality and service of electric vehicles, and introduce the unsuitable conditions of electric vehicles when necessary, so that customers can be prepared psychologically. If the customer's expectation is objective, Tesla's work results can exceed the customer's expectation, and the customer will be very satisfied, say a good word for Tesla and introduce business to Tesla.
(7) Become a customer care talent factory
According to McKinsey's survey of more than 100 contact center industry leaders and experts in 2019, 50% believe that retaining talents is a key challenge in talent management, and as many as 80% of contact center employees hope to eventually enter other positions in the company. Therefore, Tesla needs to establish a talent channel leading to contact centers and wider organizations, so as to retain the caring talents of customers, thus reducing costs and improving customer satisfaction. Tesla needs highly skilled employees in the customer care center who can resonate with customers and solve problems efficiently. With its ability to look at the company from the customer's point of view and valuable insight, it can provide information for other areas of Tesla.
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