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[bookmark: _Toc20534_WPSOffice_Level1]Executive summary

Tesla is facing customer service and crisis management issues due to the inability to expand the production capabilities, and the accidents of the spontaneous combustion of some Tesla models. This project aims to analyze the current problems that Tesla is facing from both the perspectives of internal management conditions and the challenges and threats from the external market environment. This paper explains the project aims and the literature reviews on customer service and crisis management and justifies the methodology approach to collect primary information from Tesla consumers about their opinions and satisfaction customer service and crisis management. 

[bookmark: _Toc29473_WPSOffice_Level1]1.0 Introduction

This project focuses on studying the topic of customer service and crisis management through the case company of Tesla. Tesla is the leading company in the electric vehicle industry. Though Tesla is an automobile company, it does not implement the traditional sales and marketing strategies in the automobile industry. It creates a unique customer service channel through their official website for ordering customized vehicles, and the consumers would wait a certain period of time to obtain the products, so the customer services are really challenging to Tesla (Du, et al., 2015). Furthermore, as a newly developed technology, the battery driven vehicles still face technological issues. For example, there are news about the catching fire of Tesla in different markets, such as U.S. and China. These incidents lead to the necessity of crisis management for Tesla to manage the reputation of its brand image in the market (Du, and Ouyang, 2017). This report provides a clear explanation on the research justification, the benefits to the company, the literature reviews on customer service and crisis management, and the research methodology and project plan. 

[bookmark: _Toc12535_WPSOffice_Level1]2.0 Project Justification
[bookmark: _Toc29473_WPSOffice_Level2]2.1 Project aim and Objectives

This project aims to conduct a theoretical research on review the studies on customer services and crisis management and a primary research on the practices of customer services and the crisis management of Tesla, and provide suggestions for Tesla to develop an effective strategy for better customer services and the crisis management. The research objectives are developed according to the SMART principle.
Table 1 SMART Objective of the Market Research Project for Tesla
	SMART 
	Objectives

	Specific 
	To identify the practices and problems of customer services and the crisis management of Tesla

	Measurable
	To analyse the customer services issues due to the inability to expand the production capabilities and the crisis management due to the accidents of the spontaneous combustion of some Tesla models through the primary investigation on the perception and satisfaction of Tesla consumers

	Achievable
	To establish the connection between customer services and crisis management

	Realistic
	To provide suggestions for Tesla to improve the customer services and crisis management based on theoretical reviews and customer suggestions from primary research

	Time Bound
	This project will be completed within 10 weeks



[bookmark: _Toc12535_WPSOffice_Level2]2.2 Project Rational 
Tesla is one of the most well-known and valuable brands in the 21st century. Not only does it offer and promotes a new product for transport, but also it promotes a new lifestyle (Zhou, et al., 2015). As the leading brand in the electric vehicle industry, the success of Tesla is influential to the green energy trend in the automobile industry, so its innovation in the customer services and crisis management would be great value to the entire industry, including the traditional giants and the new entrants (Lévay, et al., 2017). 

The customer services and crisis management of Tesla are facing tremendous challenges due to the promotion of the new market trends and the unsolved technological issues of the battery (Dalla and Pellicelli, 2016). The external business environment analysis is critical to the determination on the customer services and crisis management strategy. The PESTEL analysis model is the widely accepted, because it identifies the influential factors that would help organizations make feasible decisions. 

The political environment is a stimulating factor to Tesla, because the governments like US, China, and EU are promoting the green economy, and the greenhouse gas emission agreement leads to the pressure of limiting the gasoline automobiles for emission reduction (Du, and Ouyang, 2017). The political supports such as free licence fee in China and financial subsidiary to the electric vehicles provide great opportunities to Tesla (Brand, et al., 2017). 

The economic environment is complicated to the business of Tesla. On the one hand, the price of gasoline stays at a low level, which makes the electric vehicle less attractive in terms of the economic motivation (Fichtner, 2017). On the other hand, most countries are facing difficulties in economic growth, so people are having less money to invest on transportation vehicles, which makes the electric driven more attractive to the consumers (Miller and Wyborn, 2018).

The social environment is also a promoting factor to Tesla. As the global warming is accepted in regions like China and EU (Dalla and Pellicelli, 2016). The concept of clean energy consumption is also a social trend that affects the consumption behaviours and preferences, so the clean energy consumption is beneficial to the development of Tesla (Yun, et al., 2016).

The technological environment is rather complicated, but the general trend is positive. The scientific world is still facing challenges to develop battery that is suitable for massive commercialization, especially the quick charging and long-distance driving. The battery technology and the battery management system are progressing quickly with the financial supports from companies like Tesla (Masiero, et al., 2016)

The environmental factor is a beneficial factor to Tesla, because people have realized the influences of their activities on the environment and the climate changes have shown the importance of changes in consumption behaviours. The damages from the climate changes warn more and more people to change the products that are eco-friendlier (Jochem, et al., 2017). 

The legal environment is lagging behind of the technological development of Tesla. Tesla is implementing the auto pilot function in their cars, which creates the legal disputes to the liability of consumers and the company (Tiwari and Jaga, 2018). Furthermore, spontaneous combustion of some Tesla models and the problems in the charging station also create legal issues in the countries that have not develop specific laws (Bremer and Meisch, 2017).

The above analysis shows the complication of the business environment, but the general trend is positive. With the growing number of consumers and the quick production expansion in US and China, Tesla would face more and more customer service problems and crisis management requirements from the massive production (Ma, et al., 2017). Therefore, a consumer-based research to understand the current positions of Tesla in terms of service level and the impression of crisis management is valid. 

[bookmark: _Toc4952_WPSOffice_Level1]3.0 Business Case and Approach
[bookmark: _Toc4952_WPSOffice_Level2]3.1 Benefits to the Organization

This project will help Tesla identify the problems of their customer services and crisis management and propose feasible suggestions based on primary researches and theoretical analysis in the field. The project results would benefit Tesla to understand what they did right or wrong and the customer perception on their services and crisis management from first-hand information. The industrial analysis would help Tesla identify the business environment, and the proposed suggestions would help Tesla create feasible strategy to stay competitive in terms of customer services and crisis management. The benefits of this project are to provide both empirical and theoretical reviews on customer services and crisis management. Under the theoretical guidance, this project could analyse the primary data to provide valid analysis on the specific issues and effective suggestions for Tesla to solve issues in customer services and crisis management. 

[bookmark: _Toc27068_WPSOffice_Level2]3.2 Literature Review

Customer services means to regard the needs of consumers as the orientation of organizational activities and services. A high-level customer service would increase the competitiveness of a company and enhance the sales revenue of the company (Gabriele, et al., 2010). An effective customer service mechanism in a company requires the investment of diverse resources for realizing comprehensive functions, including effective communication with customers, quick responses to the customer feedbacks and complaints, and efficient system to ensure the quality of customer services. The customer services depend on the quality of the service personnel, and a customer service system that customers could have easy access to (Jasmand, et al., 2012). Thus, the company needs to invest in the training process for the employees and a database system that records and classifies different customers. Customer service is also important to influence the brand image of the company, especially to the companies that directly face end-consumers. The satisfaction of customer services determines the reputation of the products and services and its competitiveness to the alternatives in the market (Sally & Alastair, 2011).  

Furthermore, the quality of customer service of a company could also influence the crisis management of a company (Baron, et al., 2005). Crisis management means to develop strategies, initiation actions, and adjust organizational activities in facing of crisis. The purpose of crisis management is to eliminate or reduce the threats and losses from the crisis. The crisis management is often classified into three phases, pre-crisis, crisis, and post-crisis (Mehrotra, et al., 2008). Pre-crisis means the precaution management or system before crisis. Crisis means the collection of crisis information and the evaluation on the level of crisis, and the development of the crisis management strategy. Post-crisis means the management on the responses and actions after the crisis (Lachlan, et al., 2016). A good and effective customer service is the precaution management of a company, because it generates a good image of the company in the market, which would make the customers more tolerant to the problems of a company. An effective customer service system would also help deal with the quick responses after the crisis (Baksh, 2013). The crisis management reveals the comprehensive management ability of a company, and how it values the brand image in the market. Crisis management is not a management activity just in case of crisis, but a long-term effort from a company to improve all aspects of business management, including production, customer service, marketing, supply chain management, etc. (Baron, et al., 2005).  

In the case of Tesla, the customer service issues are mainly the delayed delivery and the insufficient battery charging stations, and the crisis management issues are mainly the accidents due to the auto pilot technology and the news reports on the spontaneous combustion of some Tesla models (Miller and Wyborn, 2018). 

[bookmark: _Toc14952_WPSOffice_Level2]3.3 Potential Risks

The potential risks to this project are the possibilities of insufficient information about the perception of customers on the customer service and crisis management of Tesla, and the limited time might also impact the quality of the data collection from Tesla consumers. In addition, because both Tesla and the electric vehicle technologies are still under quick development, the secondary research materials might be outdated. 

[bookmark: _Toc27068_WPSOffice_Level1]4.0 Research Methodology

This research use both primary and secondary data to realize the project objectives.

[bookmark: _Toc10125_WPSOffice_Level2]4.1 Primary Research

The primary research strategy is qualitative interview. This project aims to collect first-hand perception and impression on the customer service and crisis management of Tesla, so it requires the direct communication with the customers for in-depth data collection. Among all the qualitative research methods, semi-structured interview is an effective approach to collect in-depth data from customers about their experiences, opinions and reflections on the customer service and crisis management of Tesla. The sampling strategy would be snowball sampling. The qualification of sample selection is the existing Tesla consumers and the Tesla consumers that have placed orders but have not received the orders yet. The target interview sample number is 10. The researcher would design 10 questions about the customer service and crisis management of Tesla, and the interview would be carried via chatting software, such as FaceTime, WeChat, WhatsApp, etc., and the interview would be schedule whenever the interviewees are available. 
 
[bookmark: _Toc29326_WPSOffice_Level2]4.2 Ethics

These respondents participating the interview would be well informed about their rights before the interview and they would all stay anonymous in this project. The interview would be recorded in audio and the interview transcript would be organized and coded according to the literature review, and the interview records would be deleted after the project being completed. 

[bookmark: _Toc2671_WPSOffice_Level2]4.3 Secondary Research 

Secondary research would be essential to the quality of this project, because it relates to the theoretical review part and the primary researches. The secondary research means the collection of relevant theories, industrial reports, and company reports for this project. In the secondary research, the data searching and selection is important. This project chooses the key words including Tesla services, customer services, crisis management, Tesla accidents, etc. In order to ensure the quality of the secondary research, this project would choose reliable resources, including articles from peer review journals, academic books, industrial reports, and company reports about the Tesla sales and services, responses from Tesla about the accidents, etc. In the theoretical review, this project would conclude into themes and the themes would be used as the guidance for designing the interview questions and the coding analysis on the primary results.

[bookmark: _Toc14952_WPSOffice_Level1]5.0 Project Plan

The overall project lasts for 10 weeks. After the completion on the introduction chapter and the overall layout of the project, the secondary research would last for three weeks. The secondary research, including interview data collection and analysis would last 5 weeks. And the final week is to finish the conclusion chapter and check the format and proof reading. (In the appendix, the project plan can be viewed） 
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1< | Research introduction and layout Week 14| Week 1 1
2+ | Secondary data collection and analysis< Week 2<| Week 4|
3 Theoretical data collection, organizing, and analysis customer services Wesk 2¢| Week 34
and crisis management«
4+ | Composition on the literature review chapter « Week 3| Week 4|
6« | Primary data collection and analysis< Week 4| Week 9| <
7« | Design of the Interview and setting up interview schedule « Week 4| Week 4| <
8¢ | Taking interview- Week 5| Week 6| <
9< | Interview transcript organization Week 7| Week 7<| <
10+ | Composition of the discussion chapter< Week 8| Week 9¢
11+« | Composition of the conclusion chapter Week 9| Week 9¢
12< | Check the dissertation format and proof reading- ‘:\;iek ‘:\;iek
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