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Executive summary  

This report provides a comprehensive analysis of Tesla Inc.'s current customer care 

strategy and proposes strategic options for enhancing personalized customer care. Tesla, being 

an innovative electric vehicle and clean energy company, emphasizes its mission to accelerate 

the advent of sustainable transport through their unique products and customer-centric 

approach. The company's external and internal factors were analyzed using PESTEL, Porter’s 

Five Forces, VRIO analysis, and SWOT Analysis. 

The major findings indicate that Tesla is well-positioned in the EV market with its 

technological leadership, strong brand reputation, and supercharger network. However, high 

costs & premium pricing strategy, production capacity limitations, supply chain disruptions, 

and inconsistencies in customer service were identified as potential weaknesses. 

To enhance their customer care strategy further, several options are proposed including 

hyper-personalized communication, enhanced mobile app features, live video support, 

improved post-purchase support experience, loyalty programs & exclusive events, 

personalized vehicle updates and implementation of AI-powered chatbots. These strategies aim 

to provide a more personalized experience for each Tesla customer while improving overall 

satisfaction levels.  

From a CSR perspective, these strategies align well with Tesla's commitment to sustainability 

and environmental protection. They contribute towards reducing CO2 emissions by minimizing 

physical paperwork, reducing unnecessary trips to service centers or dealerships, improving 

vehicle efficiency through over-the-air updates among others. 

Implementing these strategic suggestions will not only result in improved customer 

satisfaction rates but also reinforce Tesla's image as a socially responsible brand committed 

towards a sustainable future. However careful considerations regarding initial investments 

required for technology updates or employee training alongside managing potential data 

privacy/security concerns effectively would be crucial for successful execution of these 

strategies eventually. 

 

 

 



1 Introduction  

Electric vehicles have emerged as a revolutionary solution to the ongoing environmental 

crisis. Leading this revolution is Tesla Inc., a company that has positioned itself at the forefront 

of sustainable transport and clean energy solutions(Tesla Inc, 2022).  

This report delves into an in-depth analysis of Tesla's business strategies, specifically 

focusing on its customer care approach and exploring potential strategic options for 

hyperpersonalization in customer service. It evaluates how Tesla's mission, vision, external 

environment, internal resources and capabilities align with its overall business strategy. The 

application of various analytical frameworks such as PESTEL analysis, Porter’s five forces 

model, VRIO framework and SWOT analysis provide valuable insights into key influential 

factors shaping the organization’s operational decisions and growth prospects. Also, it 

examines how various proposed strategic changes could impact different sections within the 

organization while considering the implications from Corporate Social Responsibility (CSR) 

standpoint  

1.1 About Tesla Inc  

Founded by Elon Musk, Tesla Inc is a trailblazing electric vehicle and clean energy 

company that prioritizes the future of sustainable transport. Tesla's strategic objectives involve 

creating an engaging brand image while increasing sales of their products. A significant aspect 

of this strategy involves personalized customer care which aligns with their core values - 

moving fast, constant innovation, thinking like owners, doing the impossible and being all 

in(Tesla Inc, 2022). 

Tesla's primary mission is to accelerate the advent of sustainable transport by bringing 

compelling mass-market electric vehicles to market quickly. Its vision is to create an influential 

car company for the 21st century through driving global transition towards electric vehicles. 

With its innovative approach and commitment towards sustainability, Tesla continues to shift 

the auto industry paradigm toward renewable energy sources while achieving consistent 

revenue growth(Nathan Furr, 2020). 

 

 

 



2 Major Findings  

2.1 Analysis of Company Mission and Vision  

Tesla’s Mission Statement: “To accelerate the advent of sustainable transport by bringing 

compelling mass-market electric cars to market as soon as possible’’(Tesla Inc, 2022) 

  The mission outlines that Tesla is not just a car company. It identifies itself as a driving 

force in promoting sustainable energy through advanced technologies. The focus isn't just on 

designing appealing electric vehicles but getting them to the mass market promptly, thereby 

accelerating transition from fossil fuel-dependent vehicles towards a more environmentally 

friendly option(Yang et al., 2022). Tesla’s mission highlights its innovative approach to 

revolutionize transportation through sustainable means.  

Tesla’s Vision Statement: “To create the most compelling car company of the 21st century by 

driving the world's transition to electric vehicles.”(Tesla Inc, 2022) 

This vision statement emphasizes two main points - being 'compelling' and leading 

global change towards 'electric vehicles'. Being compelling suggests they aim not only at 

manufacturing innovative products; but also delivering exceptional value and experience which 

differentiates Tesla in automobile industry making it ‘most compelling’(Mingardi & Andrews, 

1997). The latter part indicates their commitment towards environmental sustainability on 

broader scale i.e., global transitioning into EVs instead of traditional gas-powered ones. It 

signifies how Tesla envisions reshaping future auto-industry with high-tech green solutions 

contributing positively against issues like climate change. 

However, while current vision provides clear direction about where they want to reach 

& what impact make a long way. it seems somewhat narrow focused primarily over competing 

within auto industry only without considering other areas where organization operates (like 

solar energy solutions). Both statements reflect deep alignment between organization’s 

strategic objectives with wider societal concerns related renewable and sustainable energy use 

showcasing their role as market leaders in these aspects. 

 

 

 



2.2 External Analysis  

Tesla Inc., as a global pioneer in the electric vehicle and renewable energy industry, 

operates within an extensive macro-environment that presents numerous opportunities and 

challenges(Šturm, 2021). The company's performance is subject to wide-ranging political, 

economic, sociocultural, technological, environmental and legal (PESTEL) factors(Gao et al., 

2008). By conducting a PESTEL analysis on these external aspects influencing Tesla’s 

operability and growth prospects we aim to understand how they might shape its strategic 

decisions moving forward. The Graphical representation of PESTEL analysis is shown in 

Appendix 1 Figure 1. The major findings from the PESTAL analysis are,  

2.2.1 PESTAL Analysis  

Political: 

• Tesla operates in multiple countries and must comply with various local laws and 

regulations. Changes in these can impact operations(Becker et al., 2009). 

• Government incentives & subsidies for EV buyers could significantly benefit Tesla's 

sales. However, any changes or removal of these incentives could pose risks(Becker et 

al., 2009). 

Economic: 

• The gradual recovery of the global economy post-pandemic may favor an increase in 

disposable income leading to higher demand for electric cars(Artz et al., n.d.). 

• Fluctuations in exchange rates can have significant impacts on revenues considering its 

broad international customer base(Obstfeld et al., 2005). 

Sociocultural: 

• Shifts towards more sustainable consumer behavior will likely drive increased adoption 

of electric vehicles like those produced by Tesla. 

• Demographic trends such as increasing urbanization might lead to greater demand for 

compact, energy-efficient vehicles(Aganbegyan et al., 2020). 

Technological: 

• Rapid advances are being made within both renewable energy and automotive 

technologies that could result in new opportunities or threats for Tesla. 



• Continuous innovation is central to maintaining competitive advantage; hence, 

consistent R&D investment is crucial(Madlener & Sunak, 2011). 

Environmental: 

• Increasing concerns about climate change are likely pushing consumers towards more 

eco-friendly options like electric cars meaning potential market growth for Tesla 

• Positive environmental practices also help improve brand reputation and corporate 

image(Mingardi & Andrews, 1997) 

 Legal: 

• Labor issues related legal cases brought against the company show possible weaknesses 

in their HR policies need careful review 

• Compliance with environmental rules and regulations requires continuous monitoring  

• Issues surrounding tax laws indicate need to adapt strategies based upon evolving 

country specific taxation policies affecting profitability(Mingardi & Andrews, 1997) 

2.2.2 Porter’s Five Force Analysis  

In this section, we will use Michael Porter’s renowned Five Forces Framework to 

analyze the competitive environment in which Tesla Inc. Porter's Five Forces is a model 

developed by Michael E. Porter that identifies and analyzes five competitive forces that shape 

every industry, and helps determine an industry's weaknesses and strengths(Adelakun, n.d.). 

Porter’s Five Forces Analysis is a critical strategic management tool that helps organizations 

understand the competitive forces in their industry environment and how they impact 

operational decisions. These forces are: competition in the industry, potential of new entrants 

into the industry, power of suppliers, power of buyers, threat of substitute products. 

1) Threat of New Entrants (Low-Medium):  

The electric vehicle market is not easy to enter because it requires significant 

capital investment, technological expertise, and established supply chains. 

While traditional automakers are transitioning into this space, other new 

entrants might find it challenging due to high costs associated with research & 

development and establishing a reliable charging infrastructure(Mingardi & 

Andrews, 1997). 

2) Bargaining Power of Suppliers (Medium-High):  



Tesla relies on suppliers for components like batteries and software technology. 

If these suppliers increase prices or fail to meet quality standards or production 

schedules, it can significantly impact Tesla's operations. Moreover, any 

disruptions in the supply chain may affect production rates(Lebrouhi et al., 

2021). 

 

3) Bargaining Power of Buyers (Medium):  

As more electric vehicles come onto the market from both existing 

manufacturers and new players, buyers will have increasing options at different 

price points which can intensify competition thereby enhancing their bargaining 

power. However, Tesla maintains an edge through its superior brand reputation 

and advanced technology(Singh Patyal et al., 2021). 

4) Threat of Substitute Products or Services (High): 

Substitutes for electric cars include gasoline/diesel vehicles as well as alternate 

modes of transport like public transportation systems or ride-sharing services 

such as Uber Lyft etc., but given the push towards sustainability globally this 

threat level could be perceived lesser too over long term. 

5) Competitive Rivalry within Industry (High):  

The automotive industry particularly EV segment is highly competitive with 

traditional carmakers aggressively investing in EVs along with other pure-play 

EV makers joining fray e.g., Rivian; further intensifying rivalry(Miller et al., 

2020). 

 

 

 

 

 

 

 

 



 

 

2.3 Internal Analysis  

In this section, we will conduct a VRIO (Value, Rarity, Imitability and Organization) 

analysis and SWOT Analysis of Tesla Inc.  

2.3.1 VRIO Analysis  

The purpose of the VRIO framework is to analyze the internal resources and capabilities 

of a company to determine their potential for sustainable competitive advantage. This includes 

examining factors such as the value that these resources bring to the company, whether they 

are rare or difficult for competitors to imitate and how well-organized the firm is in terms of 

exploiting its resources optimally(Cardeal, 2012). By conducting this analysis on Tesla Inc., 

we aim to understand key strengths within organization which contribute towards its unique 

positioning thereby helping it maintain leadership position in electric vehicle market segment 

alongside clean energy solutions domain. 

Value (V): Tesla brings significant value with its cutting-edge technology in electric vehicles 

and energy storage solutions. Its autopilot feature, long-range battery life, and supercharger 

network set it apart from competitors. 

Rarity (R): Tesla cars are equipped with features that are not found in most other vehicles such 

as over-the-air software updates and advanced self-driving capabilities which makes them 

unique further giving a competitive edge. 

Imitability (I): While many traditional car manufacturers are entering into EV space, 

duplicating the success of Tesla is quite challenging due to factors like their proprietary 

technology, brand reputation for innovation & Elon Musk’s leadership vision etc., making this 

less imitable(International Society for Performance Improvement., 2010). 

Organization (O): Tesla is organized effectively to exploit these resources: It has a culture of 

innovation & sustainability underpinned by strong R&D investments; manufacturing capacity 

through Giga factories aligned towards meeting increasing demand; robust supply chain 

management systems among others ensuring they can support their business strategy well 

enough. 



2.3.2 SWOT Analysis  

This strategic assessment tool allows us to critically analyze the company's internal 

strengths and weaknesses as well as external opportunities and threats it faces in the 

competitive landscape(Jiang, 2022). The goal is to understand where Tesla stands currently - 

what they're good at, areas needing improvement; future prospects worth exploring further plus 

anticipated challenges that might impact their growth trajectory adversely unless managed 

proactively enabling formulation of effective strategies aligning with these aspects optimally 

ensuring sustained market leadership position in EV segment alongside renewable energy 

solutions domain over long-term horizon. The Graphical representation of SWOT analysis is 

shown in Appendix 1, Figure 2. The major findings from the SWOT analysis are,  

Strengths: 

• Innovation and Technological Leadership: Tesla is known for its innovative products 

like electric cars, energy storage solutions, and renewable energy systems. Its 

technology leadership in battery power, autonomous driving software, and vehicle 

design give it an edge over competitors(Johnson et al., n.d.). 

• Brand Reputation: Under the charismatic leadership of Elon Musk, Tesla has built a 

strong brand image associated with sustainability, innovation and quality(Khan, 2021). 

• Supercharger Network: Tesla's comprehensive charging network provides convenience 

to customers that many other EV manufacturers do not match. 

Weaknesses: 

• High costs & Premium Pricing Strategy: Despite aiming to make EVs more accessible 

to the general public through Model 3 or forthcoming models as outlined by Elon Musk 

earlier still majority of their product offerings are priced at premium levels which could 

limit their market reach especially within price sensitive markets like India among 

others(Arora et al., 2021). 

• Production Capacity Limitations & Supply Chain Disruptions: As seen during recent 

times including chip shortage crisis; dependency on external suppliers can lead into 

production bottlenecks causing delivery delays thereby affecting customer satisfaction 

levels adversely sometimes leading into cancellations too(Yu et al., 2009). 

• There have been concerns related to build-quality issues along with inconsistent 

customer service experiences reported across different locations globally which they 

need to address consistently improving upon these aspects. 



Opportunities:  

• Growing Demand for Electric Vehicles (EVs): The global demand for electric vehicles 

is expected to rise significantly in the next decade due better awareness regarding 

environmental impacts plus supportive government policies worldwide promoting EV 

adoption rates thus providing ample growth opportunities ahead(Robinson et al., 2014). 

• Their plans towards diversifying business operations further into areas such 

autonomous driving services etc., if executed well could open up new revenue streams 

over long-term horizon complementing current product/service portfolio effectively 

enough(Cunha et al., 2021).  

• Tesla Energy division holds great promise catering towards increasing global demand 

for efficient sustainable/renewable energy solutions helping them tap onto broader 

sustainable living theme beyond just transportation needs addressing wider audience 

base eventually(Yang et al., 2022). 

Threats: 

• The automotive industry particularly focusing around EV segment remains highly 

competitive with both traditional automakers transitioning towards this space 

aggressively apart from several new pure-play entrants trying capture share within this 

growing market therefore intensifying rivalry level even further ahead too. 

• Regulatory uncertainties exist across different geographies that might impact future 

expansion plans adversely unless managed proactively through continuous policy 

advocacy efforts aligning with local requirements optimally(Development Bank, 2023). 

Tesla Inc. continues to stand at the forefront of the electric vehicle and renewable energy 

industry with its innovative products and commitment towards sustainable living. The 

company's strengths in technology leadership, a strong brand reputation, and superior charging 

network set it apart from competitors. However, it is crucial that Tesla addresses identified 

weaknesses such as high costs & premium pricing strategy, production capacity limitations, 

supply chain disruptions and customer service inconsistencies to enhance market reach and 

improve overall customer satisfaction levels. Proactively managing potential threats like 

increasing competition within EV segment or regulatory uncertainties across different 

geographies will be key for sustained growth trajectory over longer-term horizon. 



Looking ahead into unlocking new growth opportunities emerging from growing global 

demand for Electric Vehicles (EVs) & efficient renewable energy solutions; diversifying 

business operations further beyond core auto-segment only towards areas like autonomous 

driving services etc., would hold critical importance too complementing current product and 

service portfolio eventually thereby opening up new revenue streams adding onto already 

existing ones. 

3 Evaluation of Tesla’s current Customer care strategy  

Tesla’s innovative approach sets it apart from traditional automotive companies by 

focusing on delivering a unique and seamless experience for each customer. Unlike traditional 

dealerships, Tesla sells directly to consumers through their online platform or showrooms, 

eliminating unnecessary hassle and stress that are often associated with vehicle 

purchases(Mangram, 2012).  Tesla's innovative approach to customer care revolves around 

simplifying processes while offering personalized experiences emphasizing transparency at 

core. Tesla also offers self-service options for customers who prefer managing their accounts 

independently. They can access information about their vehicles, request service appointments, 

and even control various aspects of the vehicle's operation remotely using Tesla's mobile 

app(Jing, 2020). 

3.1 Personalized Customer Experience at Tesla 

Customers are treated individually by Tesla – no one-size-fits-all service here! This 

personal touch extends beyond the point of sale, into after-sales services too contributing 

significantly within high satisfaction rates consistently reported. 

Tesla strives to stay close to its customers by maintaining an open line of 

communication from pre-sale throughout ownership. This includes listening closely to 

customer feedback which sometimes leads them into incorporating those suggestions during 

future product updates that happen over-the-air without needing any physical dealership visits 

unlike most other auto manufacturers(Jing, 2020). 

Transparency is another keystone in Tesla’s customer care strategy; they openly share 

information about product features & enhancements plus safety records helping build trust 

among existing & potential clients alike thereby positively influencing purchase decisions 

eventually leading towards higher client satisfaction rates overall thus defining new standards 



within automotive industry marking differentiation standpoint against competitors effectively 

enough(Jing, 2020). 

 

3.2 Evaluation of Current Customer Care Strategy and the Post Covid 

Scenario  

The current strategy has proven effective, given that they have highest repeat purchase 

intention rates within industry indicating clear testament towards strong loyalty base created 

due high satisfaction levels experienced over time amidst various interactions made across 

different touchpoints overall. Their superior customer care strategies have not only led 

impressive satisfaction scores but also improved brand reputation significantly resulting 

increased sales figures despite being relatively new entrant within highly competitive auto-

industry(Jing, 2020). 

However, amidst these positive facets within their strategy, post Covid-19 pandemic era 

did expose certain weak points too adversely impacting client servicing reputation held until 

now largely due to supply chain disruptions causing delivery delays(Jing, 2020). Also, 

Inconsistent support responses & build quality issues affecting negatively onto end-user 

experiences leading into higher dissatisfaction rates plus cancellation requests too eventually 

causing indirect reputational damages across markets globally 

Hence indicating potential areas requiring immediate attention at earliest for effective 

damage control under current circumstances 

4 Evaluation of Hyper personalization of Customer Care  

The care of one refers to the hyperpersonalization of customer care, where companies 

focus on serving individual customers and their personalized needs. The traditional call center 

has evolved into a contact center that provides strategic, experience-oriented customer care. 

Personalization has become integral to exceptional customer experiences, driven by rising 

expectations and increased pricing and product parity. The COVID-19 pandemic further 

emphasized the importance of personalization and empathy in customer interactions(Berg et 

al., 2020). 

Hyperpersonalization consists of four elements: knowing your customers by aggregating 

all customer information, reacting to customers before they even know they need help through 



data analytics, integrating technologies across all channels for a seamless customer experience, 

and implementing real-time agent tools to improve decision-making during interactions with 

customers(Berg et al., 2020). 

Companies should make hyperpersonalization in customer care a top goal for 2025. This 

requires investing in new technology, processes, and mindsets. By achieving hyperpersonalized 

care and adopting an intentional approach to talent management within the contact center, 

organizations can reduce costs, improve retention rates, enhance employee engagement, 

increase productivity levels while providing exceptional service tailored to each individual 

customer's needs(Jain et al., 2021). 

Four key elements of hyperpersonalization include  

1. knowing your customers deeply through aggregated information across channels 

2. reacting proactively based on predictive analytics 

3. integrating technologies across all channels for seamless experiences 

4. implementing real-time agent tools such as coaching functionalities. 

4.1 Hyperpersonalization and Tesla's current customer care strategy 

Tesla's customer care strategy aligns with the concept of hyperpersonalization. 

Hyperpersonalization refers to tailoring the customer experience to individual needs and 

preferences, going beyond personalization by using advanced technologies and data analytics. 

Tesla employs several strategies that contribute to hyperpersonalization in customer care: 

1) Direct communication: Tesla maintains a direct line of communication with its 

customers, allowing them to provide feedback, ask questions, and address concerns 

directly(Mangram, 2012). 

2) Personalized ownership experience: Tesla aims to create a personalized ownership 

experience for each customer by offering services such as mobile app integration, 

software updates over-the-air, and personalized vehicle settings. 

3) Continuous improvement based on data: By collecting data from vehicles in real-time 

through their connected systems, Tesla can analyze this information and make 

continuous improvements to their products and services based on customer needs and 

preferences. 



4) Proactive support: Tesla's contact center employs proactive support measures by 

reaching out to customers when potential issues or updates are detected in their 

vehicles, ensuring prompt resolution before the issue becomes critical(Jing, 2020). 

5) Integration of technology: Tesla utilizes advanced technologies like artificial 

intelligence (AI) and machine learning (ML) algorithms to improve various aspects of 

the customer experience, including predictive maintenance recommendations and 

autonomous driving capabilities(Soori et al., 2023). 

Tesla strives for a highly personalized approach in its interactions with customers 

throughout their ownership journey. The company leverages technology-driven solutions to 

gather insights about individual customers' behaviors/preferences while utilizing automation 

tools for efficient communication delivery. 

5 Strategic Options for Personalized Customer Care 

5.1 Option 1:  Hyper Personalized Communication  

Hyper personalized communication involves utilizing advanced data analytics to 

understand each customer's habits, preferences, and needs in detail. This strategy would involve 

analyzing both behavioral and transactional data to gain a thorough understanding of the 

individual customer's journey(Berg et al., 2020). For instance, using driving patterns to predict 

when a vehicle may need servicing or identifying their preferred features or settings that they 

use often on their Tesla car(Marina Martinez et al., 2018). 

This approach is suitable for Tesla due its emphasis on technology and innovation. Tesla 

has connected cars and digital environment, there is already an abundance of data available 

which can be harnessed effectively for this purpose(Mangram, 2012). 

By providing recommendations based on personal usage patterns rather than generic 

timelines not only increases convenience but also improves overall ownership experience 

making it more enjoyable & less cumbersome building stronger bond between brand & end-

users leading towards higher satisfaction rates(Valdez Mendia & Flores-Cuautle, 2022) 

5.2 Option 2: Enhanced Mobile App Features 

  Improve existing mobile app capability by integrating features like predictive 

maintenance notification alerts using AI/ML algorithms analyzing real-time vehicular data 

ensuring proactive issue resolution before it turns critical thereby enhancing overall owner 

experience significantly(Aheleroff et al., 2020). 



5.3 Option 3: Live Video Support 

  Introduce live video support as part of customer care which will enable customers to 

connect with support personnel 'face-to-face' without leaving their homes adding personal 

touch while addressing queries thus simulating physical dealership visit experiences virtually 

ensuring seamless client servicing under current circumstances where remote interactions are 

gaining popularity day-by-day(Trzcinski & Rokita, 2015). 

5.4 Option 4: Improved Post-Purchase Support Experience  

  Developing an efficient after-sales service system focusing towards proactive 

communication related upcoming maintenance schedules; remotely diagnosing potential issues 

hence arranging timely servicing if required along with transparent pricing details regarding 

these services thereby ensuring smoother post-purchase journey experiences(Panwar et al., 

2022) 

5.5   Option 5: Loyalty Programmes & Exclusive Events  

This strategy involves the establishment of loyalty programs that are designed to reward 

long-term Tesla customers and encourage repeat purchases. These programs can focus on 

offering personalized benefits and rewards, such as exclusive discounts, early access to new 

product launches or updates, complimentary services, among others(Bolton et al., 2000). In 

addition to a loyalty program, Tesla could also organize exclusive events for its customer base. 

These events could range from virtual webinars outlining the latest advancements in electric 

vehicle (EV) technology to physical meetups and community drives that allow Tesla owners to 

connect with each other. Such initiatives not only serve as valuable educational resources but 

also help build a stronger sense of community amongst Tesla owners(Koskela & Dark), 2002). 

5.6 Option 6: Personalized Vehicle Updates 

  Using software updates based on specific driving habits, preferred settings and real-

time feedback from customers can ensure each vehicle evolves according to their owner's 

preferences(Maier, 2016). 

5.7 Option 7: Implement AI-powered Chatbots 

Integrate AI-powered chatbots into Tesla's website and mobile app to provide instant 

support to customers. Chatbots can handle simple queries, provide product information, 

schedule service appointments, and assist with basic troubleshooting. This will reduce the time 

customers spend waiting for a response and improve overall satisfaction(Soori et al., 2023). 



 

5.8 Evaluation of the strategic Options  

 

Strategic Option Risks Potential Outcomes 

Option 1:  Hyper 

Personalized 

Communication  

 

1) Data Privacy Issues: Managing and 

analyzing sensitive customer data 

could potentially lead to privacy 

violations or breaches if not handled 

securely. 

 

2) High Implementation Costs: 

Advanced data analytics technology 

can be expensive to implement and 

maintain, leading to increased 

operational costs. 

 

3) Customer Resistance: Some 

customers may resist hyper-

personalized experiences as they 

may perceive it as invasive or 

overwhelming. 

• Increased Customer 

Satisfaction  

• Enhanced Customer 

Engagement 

• Improved Product 

Recommendation 

Accuracy 

• Higher Brand Loyalty  

• Streamlined 

Communication Process 

• Efficient Servicing and 

Maintenance 

Schedules(Thomas & 

Maine, 2019a) 

Option 2: 

Enhanced Mobile 

App Features 

 

 

1) Data Security and Privacy Concerns 

2) High Development and 

Maintenance Costs 

3) User Acceptance and Adaptability 

Challenges  

4) Dependency on Reliable Internet 

Connection  

5) 5. Compatibility Issues Across 

Different Mobile Platforms  (Arner 

et al., 2017) 

• Enhanced Customer 

Satisfaction and Loyalty 

• Improved Predictive 

Maintenance Efficiency  

• Reduced Vehicle 

Downtime due to 

Proactive Issue 

Resolution  

• Increased Use of Digital 

Platforms leading to 



More Customer 

Engagement 

• Strengthened Brand 

Reputation through 

Advanced Technological 

Capabilities(Liu & 

Meng, 2017) 

Option 3: Live 

Video Support 

 

1) Technical Difficulties: Potential 

issues with connectivity or 

application functionality could 

hinder the effectiveness of live 

video support. 

2) Privacy Concerns: The use of live 

video can raise privacy concerns 

among customers who may not be 

comfortable sharing live footage 

from their personal spaces. 

 

3) Resource Management: Providing 

real-time, face-to-face customer 

service requires significant 

resources in terms of personnel and 

technology(Jacobs & Chase, n.d.). 

 

4) Time Zone Differences: With a 

global customer base, dealing with 

different time zones to provide 

timely support might pose a 

challenge. 

5) Language Barriers: Dealing with 

international customers might 

present language differences that 

• Improved Customer 

Satisfaction Rates 

• Reduced Resolution 

Time for Queries and 

Problems  

• Enhanced Personal 

Touch in Customer 

Service Experience  

• Increased Efficiency in 

Problem Diagnosis 

• Strengthened Brand 

Trust and Loyalty 



need to be addressed effectively for 

smooth communication. 

6) Training Requirements: Staff would 

need training to effectively handle 

video calls, which is an additional 

investment in time and resources. 

 

Option 4: 

Improved Post-

Purchase Support 

Experience  

 

1) Operational Overload 

2) Quality Control Issues  

3) Increased Costs 

4) Dependence on Technological 

Infrastructure 

5) 5. Customer Dissatisfaction due to 

Unmet Expectations(Shao et al., 

2021) 

• Improved Customer 

Satisfaction 

• Enhanced Brand Loyalty  

• Streamlined After-Sales 

Service Processes 

• Increased Revenue from 

Service Operations 

• Strengthened Customer 

Relationship and Trust 

  Option 5: 

Loyalty 

Programmes & 

Exclusive Events  

 

1) Misalignment with Customer 

Expectations 

2) Low Program Participation 

3) Increased Operational Costs 

4) Over-Complexity of the Loyalty 

Program  

5) Potential Negative Impact on Brand 

Image    

• Increased Customer 

Retention 

• Enhanced Brand Loyalty  

• Higher Customer 

Satisfaction  

• Improved Brand Image 

and Reputation 

• Greater Revenue 

Generation through 

Repeat Business 

Option 6: 

Personalized 

Vehicle Updates 

 

1) Increased Complexity in Vehicle 

Software  

2) Risk of Technology Failure or Bugs 

3) Higher Costs for Development and 

Maintenance 

• Enhanced Customer 

Satisfaction 

• Improved Vehicle 

Performance and 

Efficiency 

• Increased Brand Loyalty  



4) Potential Misinterpretation of 

Customer Preferences(Hardman et 

al., 2015) 

• Competitive Advantage 

in the Market 

• Encouraging Innovation 

through User Feedback 

Option 7: 

Implement AI-

powered Chatbots 

1) Technical Challenges:  

2) High Development and 

Maintenance Costs 

3) Limited Capabilities 

4) Customer Acceptance 

5) Data Privacy Concerns 

• Reduced Customer 

Waiting Time 

• Enhanced Customer 

Satisfaction  

• Increased Efficiency in 

Service Support 

• Improved 24/7 

Accessibility for 

Customers 

• • Cost Savings from 

Automation of Basic 

Services 

 

6 Implications of the Proposed Strategies on Different Areas of 

the Organisation 

 

6.1 Marketing and Sales Department 

The proposed strategies, especially those focusing on hyper-personalized 

communication, loyalty programs & exclusive events, improved post-purchase support 

experience, and enhanced mobile app features, will have a direct impact on Tesla's marketing 

and sales department. These strategies will provide richer customer data that can be utilized for 

creating targeted marketing campaigns. Moreover, these initiatives will likely boost customer 

satisfaction levels leading to increased brand loyalty and potentially higher sales(Thomas & 

Maine, 2019b). 

6.2 IT Department 

Incorporating advanced technologies like AI-powered chatbots or enhancing existing 

mobile App capabilities requires significant involvement from the IT department. They would 



need to develop these solutions while ensuring they are user-friendly and secure for customers 

to use(Karamitsios, n.d.). 

 

6.3 Customer Service Team 

Strategies such as live video support or AI-enabled Chatbots would demand additional 

training for the team to efficiently handle this new mode of interaction with customers. 

6.4 Human Resources 

HR could face challenges in recruiting skilled professionals capable of managing 

advanced tech tools involved in delivering personalized experiences if current employees lack 

required skillsets(Sels et al., 2006). 

6.5 Financial Impact 

While implementing these strategic options may lead to an increase in operational costs 

in short-term due budget allocation towards technological updates or employee training; it is 

expected that over long-term financial health shall improve owning enhanced customer 

satisfaction rates driving repeat purchases thereby increasing overall revenues eventually 

offsetting initial investments made effectively enough. 

6.6  Operations and Supply Chain Management:  

Hyperpersonalization might also require adjustments within operations/supply chain 

management sector since more personalized services/products could mean changes in 

production processes/order fulfilment mechanisms.  

6.7 Legal & Compliance Issues: 

New technology implementation often comes with its own set of regulatory compliance 

requirements around data privacy & security aspects requiring close monitoring by legal 

department. 

 

 

 

 



7 Strategic Suggestions and CSR in Tesla 

 In the context of Corporate Social Responsibility (CSR), Tesla has always prioritized 

sustainability and environmental protection, striving to reduce carbon emissions through its 

innovative electric vehicles and renewable energy products(Jamali & Mirshak, 2007). 

However, with the new strategic suggestions for personalized customer care, considerations 

regarding sustainable change within CSR are essential(Yoon et al., 2006). The most influencing 

options are given below, 

Option 1: Hyper Personalized Communication - This digital strategy reduces physical 

paperwork leading to saving resources & contributing towards a cleaner environment while 

providing customers with real-time data  

Option 2: Enhanced Mobile App Features - By continuously improving predictive 

maintenance features on their mobile app, it reduces unnecessary trips to service centers hence 

cutting down on CO2 emissions(Arribas-Ibar et al., 2021). 

Option 3: Live Video Support - Virtual support minimizes the need for in-person dealership 

visits saving significant amount of travel-related CO2 emissions. 

Option 4: Improved Post-Purchase Support Experience – Efficient after-sales services not 

only improves customer satisfaction but also ensures optimal functioning of EVs over longer 

period thus encouraging prolonged use which indirectly aids towards decreasing environmental 

impacts associated traditional auto industry practices involving manufacturing disposal etc., 

aspects  

Option 6: Personalized Vehicle Updates - Over-the-air updates improve vehicle efficiency 

enhancing battery life reducing electricity consumption along term perspective contributing 

positively against elevated sustainability goals outlined as part core values by company 

leadership team. 

7.1 Taking CSR into Account when Implementing Customer Care 

Strategies 

From CSR standpoint these strategies not only create value for business but also 

contribute significantly within larger societal concerns related climate change resource 

conservation aspects effectively enough showcasing positive role played by corporations like 

‘Tesla Inc.’.  Being socially responsible entities, beyond just profit generation motives 

competitors globally. 



 

8 Conclusion  

Tesla Inc. stands as a paradigm of innovation and sustainability in the auto industry, 

with its unwavering commitment to accelerating the global transition towards electric vehicles. 

The company’s customer care strategy complements this mission by focusing on personalized 

experiences for each client, leveraging advanced technologies and data analytics to enhance 

service delivery. 

The strategic recommendations proposed in this report aim at hyper-personalizing 

Tesla's customer care experience further through employing advanced communication 

strategies, enhancing mobile app features, introducing live video support and improving post-

purchase support services among other aspects; all directed towards making every interaction 

with customers unique & memorable thereby enhancing satisfaction levels consistently over 

time. 

However, implementation would require careful consideration affecting various 

departments like marketing & sales, IT team or HR department among others including 

financial implications too alongside legal compliance requirements related data 

privacy/security aspects mostly. 

These strategies not only align well with Tesla's core values of constant innovation but 

also contribute significantly within broader Corporate Social Responsibility (CSR) goals. It 

mainly emphasizing sustainable business practices underpinning their commitment towards 

reducing environmental impacts significantly.  

 

 

 

 

 

 

 



9 Recommendations  

The summary of the suggested strategic recommendations is given below  

• Implement Hyper Personalized Communication: This approach utilizes advanced data 

analytics to create a customized experience for each customer. It can lead to increased 

customer satisfaction and loyalty. 

• Enhance Mobile App Features: By integrating features like predictive maintenance 

notification alerts into the mobile app, Tesla can improve customer experience and 

streamline servicing and maintenance schedules. 

• Introduce Live Video Support: This will enable customers to connect with support 

personnel 'face-to-face', enhancing personal touch and improving problem diagnosis 

efficiency. 

• Improve Post-Purchase Support Experience: Develop an efficient after-sales service system 

focusing on proactive communication, timely servicing, and transparent pricing details. 

• Launch Loyalty Programmes & Exclusive Events: This can increase customer retention 

rates, brand loyalty, and generate repeat business. 

• Provide Personalized Vehicle Updates: Utilize software updates based on specific driving 

habits and preferences to enhance overall ownership experience. 

• Implement AI-powered Chatbots: This could reduce customer waiting time, enhance 

satisfaction, increase service support efficiency, and result in cost savings from automation 

of basic services. 
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11 Appendix  

 

 

Figure 1 PESTEL Analysis of TESLA 

 

P

Compliance with diverse laws 
and regulations, government 

incentives for EVs. 

E

Impact of global economic 
recovery and exchange rate 

fluctuations.

S

Increased demand due to 
sustainability trends and 

urbanization.

T

Opportunities from renewable 
energy advances, importance 

of innovation and R&D 
investment.

E

Growing market due to 
climate change concerns, 

need for positive 
environmental practices.

L

Address labor issues and tax 
law compliance, continuous 

environmental regulation 
monitoring.



 

Figure 2 SWOT Analysis 

Strength

• 1: Innovation and 
Technological Leadership

• 2: Brand Reputation

• 3: Supercharger Network

Weaknesses

• 1: High costs & Premium 
Pricing Strategy

• 2: Production Capacity 
Limitations & Supply Chain 
Disruptions

• 3: Quality and customer 
service concerns

Opportunities

• 1 : Growing Demand for 
Electric Vehicles (EVs)

• 2 : Plans towards 
diversifying business 
operations further 

• 3 : Tesla Energy division 
holds great promise 

Threats

• 1 : Highly competitive 
market with traditional 
automakers transitioning to 
EV space.

• 2 : Regulatory uncertainties 
exist across different 
geographies


