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[bookmark: _Toc109333382]Introduction 
To keep long-term customer relationships, businesses need to know their consumers' perspectives. The customer's experience results from a series of interactions between a company and its customers throughout a specific period. Developing a deep understanding of customers and their experiences is critical for management in an organisation because it allows them to create strategies and plans that support achieving desired goals and targets. In addition to acquiring more consumers, increasing customer conversions, and developing a successful customer experience, a firm may reap many more benefits by developing a proper understanding and engagement of the customer experience. The company's goal is to create a long-term, sustainable living environment. By rigorously evaluating aspects that affect each company's ability to optimise customer value, this research seeks to build understanding and engagement in the customer experience. System assistance for quality procedures and critical comprehension of extent will also be included, leading to meeting customer needs. Examining the organisation can develop a better strategy for achieving its desired outcome.

[bookmark: _Toc109333383](A) Customer Experience of An Organisation in The Automobile Industry 
[bookmark: _Toc109333384]Customer Touchpoint 
Customer experiences for automobiles are changing fundamentally due to consumer behaviour and technological advancements. McKinsey & Co’s (2022) insights have shown that these shifts are resulting in disruptive technology-driven developments, such as alternate modes of transportation like self-driving cars and electric vehicles, autonomous driving, and connectivity (Chiranjeevi and Diwakaruni, 2021). New touchpoints have emerged throughout the customer lifecycle due to digitalisation and an increased customer affinity for e-commerce. Many new ways for OEMs and their dealer networks to communicate and interact with their consumers can be achieved via digital technology (Mckinsey.com, 2022). As with most retail experiences, consumers need online platforms that allow for product searches, comparisons, and the ability to purchase online. Contrary to popular belief, the car industry has not yet fully embraced electronic commerce.
The automotive industry is falling behind in digitising the customer experience compared to other sectors. In this environment, brands have a unique opportunity to stand out and be seen as digital pioneers. To find these opportunities, OEMs must look at the entire customer journey and evaluate the extent of digitisation at a brand, market, and dealership level (Langerak and Verhoef, 2020). Online retail channels are becoming increasingly popular among customers, and manufacturers and their dealer networks must incorporate their online strategy to remain competitive. Without ever setting foot in a showroom, online car configuration helps the earliest stages of the purchasing process. These procedures are, however, more typically offered on the websites of brands than on the online channels of retailers. For example, clients cannot schedule a test drive on the OEM's website. Brands and dealers need to work together to deliver a better customer experience.


OEMs can improve consumer experiences by connecting the digital with the physical world. Facial recognition technology, for example, enables dealers to maintain their relationship with customers even after they leave the showroom (Ferrell Lowe, 2020). Connecting online and offline journeys by establishing digital personalities and avatars for website visitors is essential. Customers can be identified, and their online travels linked using facial recognition in dealerships.
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[bookmark: _Toc106652286]Figure 1: Customer Experience Online Survey
Source: (Chiranjeevi and Diwakaruni, 2021)
Every vehicle ownership and maintenance step must be examined for improvement. Customers looking for a third-party assessment of their company's digital readiness might benefit from MSX Digital Readiness Assessment. Through this performance analysis, you can get valuable insights that support business decisions during this digital transformation (Ferrell Lowe, 2020). Manufacturers can collect a wealth of information about today's market performance by analysing the customer journey and benchmarking it against their customers' expectations and their competitors' offerings. This helps them identify which parts of the process are influencing a given industry's progress. 
It's impossible to establish accurate parallels between areas and countries because of customer expectations, data protection legislation, and other legal requirements (Langerak and Verhoef, 2020). Global results can only be calculated by adding individual market scores, not by averaging them. OEMs must also examine their technological skills to ensure their successful digitisation efforts. Understanding whether an OEM can access the data in the dealer management system can have a significant impact on a thriving settlement. Only by combining the two parties’ efforts will considerable progress be accomplished.
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It is important to note that Elon Musk, the company's CEO and founder, does not operate like most other CEOs. In this episode of Saturday Night Live, Elon Musk, CEO of Tesla, was able to catch the world's attention in the most effective way possible. Regarding automobiles, Tesla is at the top of the heap. There is no other automaker with a higher customer satisfaction rate than Toyota (Terason, Zhao, and Pattanayanon, 2021). Most Tesla consumers want to buy or lease another Tesla in the future, with 91% saying they will do so. The significance of customer loyalty is that if customers like the product, they tend to wait for the product rather than find alternative substitutes, which significantly contributes to business growth. 
Personalised profile: Among Tesla's most essential customisation efforts are its driver profiles. With a single button press, each driver can adjust their preferences. Instead of implicating manual gear shifting, wheel positioning, and manually adjusting the mirror, Tesla tends to make the adjustments depending on who is driving (Ullah and Kane, 2020). Car manufacturers may modify the seat location if you open the door with a specific key. Still, the driver profiles feature is slightly different from the traditional car customisation process and provides more to adapt automatic suspension and braking preset to match each customer's style. Tesla's touchscreen system offers more customisation features, allowing users to choose profiles and switch from one another (Mohanty and Chatterjee, 2022). With Tesla's driver profiles, the car becomes an extension of the driver, allowing each driver to operate the vehicle most naturally and comfortably. 
Cars can't find smartphones 50% of the time, and that's a big deal for current automobile industry trends and users' demands. Making a Bluetooth connection is complete and utter misery. Tesla's user experience is unmatched by any other vehicle on the market.
Data-based design: Tesla leads the industry in data integration from its fleet of self-driving cars. Various sensors in the vehicle gather data, which is then combined to create a comprehensive picture of the driving experience (Martechseries.com, 2022). In addition to assisting in developing Tesla's self-driving technology and strengthening its navigation system, this data provides valuable customer information. Tesla has a profound grasp of who its customers are, collectively and separately. Tesla can tailor the driving experience to each user's specific needs by having an insight into what they want in a driving experience and why they chose Tesla in the first place. For example, the users are working moms with long-duration jobs, and their driving needs and preferences are most likely to differ from the rest (Martechseries.com, 2022). Through data-driven personalisation and customisation, Tesla would understand the condition of these subcategories and design their service frame based on their preferences. 
Dynamic: Tesla implicates the open-source formula and makes the system open for its internal developers to improvise its existing system and add better features with new trends coming. Hence, due to the driver’s change in the demand or user experience, the software would also adapt to the changes and evolve. In the next generation of inventive personalisation, fluid dashboards and internal software allow dynamic customisation (Kumar, 2020). According to a patent, the interior-facing sensors in Tesla's Model 3 can be used to recognise people and apply personalised settings. Instead of using driver profiles, dynamic personalisation may detect who is in the car and make adjustments for a more tailored ride.
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Quality management is a quality-centric system based on the participation of all its members. Long-term success is pursued by satisfying the customer and obtaining advantages for all organisation members (Beckford, 2022). 
The basic principles are:
 - focus on the customer
-continuous improvement of quality
- prevention of defects
-universal responsibility for quality (Ferradaz et al., 2022).
The most critical precursors of quality management are considered: Deming (PDCA cycle), Juran (Quality trilogy), Crosby (Zero Defects or Quality Cost), and Feigenbaum (Total Quality Control).
Customer Relationship Management (CRM) is a management function as a foundation for building and maintaining long-term relationships (Rababah et al., 2011). Organising and coordinating customer care and technical support is made easier with the help of this system. As a result, CRM is critical to a company's long-term success. A sound CRM system helps firms get helpful product feedback and handle customer issues and complaints (Ferrell Lowe, 2020). A set of models is followed to ensure that customer service runs smoothly. Over the last few decades, various studies have emphasised these customer relationship models. In CRM, the most frequent frameworks are the IDIC, QCI, and CRM Value Chain.
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According to Śmieja and Rygiewicz (2018), if an organisation (Tesla) wants to keep a client for a more significant duration of time, it needs to practice "retention.” This can be accomplished by utilising the most common IDIC model for introducing Tesla in India. Customer recognition, differentiation based on customer importance and demands, customer interaction, and customizability are all incorporated into the model's foundation. 
.
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[bookmark: _Toc106652287]Figure 2: IDIC Framework in Context of Tesla
Source: (msxi.com, 2022)
Like- Tesla and its consumers, the focus is on one-on-one connection building. The study by Krizanova, Gajanova, and Nadanyiova (2019) found that selling to current customers can lower company costs by 5 to 95%. It's an excellent fit for a service-oriented business. Enhance consumer retention and overall value for the car manufacturer by offering continual quality services such as MRO, after-sale, and components parts.
Langerak and Verhoef (2020) discuss the first step in developing a customer relationship management strategy, and according to the author, the initial step is figuring out what the target customers desire. This process can create new products and techniques geared toward clients. The study shows that when it comes to identifying potential customers, Tesla conducted a market assessment to determine which countries have the highest caffeine consumption. People in Western countries favoured electric vehicles, while those in Eastern countries preferred gasoline-powered ones. These findings have aided the company's decision-making process regarding its operations and location. An example case study is used to demonstrate how identifying the expectations of a target client can impact corporate strategic decision-making and lead to a preferred site for decision-making. 
Mzoughia and Limam (2019) discuss the value chain in their paper by stating that it is essential for an organisation to differentiate their service and product based on the customer’s demand to meet their satisfaction. Through differentiation, the corporation can practice the customer relationship management approach, improve its existing strategy and cope with the changing market customers. 
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[bookmark: _Toc106652288]Figure 3: Value-based Customer Differentiation
Source: (Ullah and Kane, 2020)
According to Ferrell Lowe (2020), value distinction aims to recognise loyal clients who should be prioritised. Product line expansion, development of quality and efficiency, and revenue generation can be derived from their inputs. Promoting existing clients based on their specific needs might be a helpful strategy. The paper included an evidence-based example showing that Tesla focused on the requirements of all consumers, not just those that provide value to the company's brand image through their purchase of Tesla products. The author demonstrated that Tesla is aware of product differentiation in the market, which is essential.
Chiranjeevi and Diwakaruni (2021) indicated in their study that interactions with customers enable businesses better understand what their customers want and how to meet those needs. It is possible to get customer feedback, ideas, and desires through interactions based on consumer values and needs. Tesla sales personnel and customer service executives are always on hand to discuss future product line upgrades or receive consumer input. This is discussed in the article. They've been able to create more customer-focused products as a result.
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According to Noga and Macig (2017), the phrase "value chain" denotes the many corporate processes and activities contributing to creating a product or service performance. Research & development, sales, and everything in between is part of the value chain.
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[bookmark: _Toc106652289]Figure 4: Tesla Value Chain Analysis
Source: (Martechseries.com, 2022)
Inbound logistics: Tesla is a global car manufacturing, production, and sales business; thus, it needs a wide array of raw materials to make its goods. Inbound logistics include obtaining raw materials, holding input, and transferring materials and components to begin production (msxi.com, 2022). As Tesla manufactures a wide variety of specialised goods, it seeks a wide range of raw materials within a specific period to make the manufacturing happen and keep the supply chain interrupted. Among those materials, some are very rare and hard to get. And to maintain this process, Tesla maintains a vast and massive network of supplier relationships. Mohanty and Chatterjee (2022) clarified the inbound logistics strategy where the network is scattered across the vast place. Enormous, according to the author, corporations that must deal with a vast number of raw materials and the frequency of purchasing is too high, the organisation must adopt a centralised strategy. 
In such cases, the inbound logistics approach helps Tesla maintain a proper and transparent record of all materials, the storing process, and the capability to mobility across the facility. Manufacturing facilities for Tesla can be found in California's Fremont and Lathrop, the Netherlands’ Tilburg, and China's Shanghai. As the plants are scattered, the company must implement a proper in-house operation management strategy and cooperation among all working units (Mckinsey.com, 2022). The operations can be separated into two groups depending on which product lines are involved production and distribution of electric automobiles. Value chain analysis is part of Tesla's operations, primarily based on automation and robotics. High performance and efficient activity would give Tesla a competitive advantage over its competitors. 
Outbound logistics include handling, storing, planning, shipping, and delivering to the location. One of the critical aspects of the value chain model is that it always maintains cost and time efficiency through its framework. While having the goods for its target customer, Tesla must consider these two factors (Langerak and Verhoef, 2020). As part of their overall strategy, outbound logistics should prioritise the satisfaction of their customers. This could be a valuable source of value. The internet sales of Tesla's cars have also changed the usual motor call approach in traditional car selling (Kumar, 2020). This brought a dramatic shift in the conventional car marketing and deal ship process. Trends like multi-channel dealerships have taken the place Tesla introduced in the current market. Retail storefronts and e-commerce sites are part of Tesla's business model (Li et al., 2021). 
Infrastructure: The two primary divisions of Tesla are based on their product categories. As a result, there are also two types of infrastructure: Elon Musk, CEO of Tesla, took the lead in both areas. Everything from planning and budgeting to quality control and legal problems is included in the infrastructure (Krizanova, Gajanova, and Nadanyiova, 2019). An analysis of Tesla's value chain reveals that the company gains a competitive advantage in the automotive industry over its competitors through database development. It runs the Tesla infrastructure and artificial intelligence-based information systems to obtain deeper customer insights.

Technology: Tesla's EV technology has led the corporation to the automotive industry’s top (Hoze, 2021). Hence, Tesla Motors' value chain analysis focuses on technology development. Because of this, the corporation invested $1.46 billion in R&D and technological advancements (Forbes.com, 2022). Tesla’s key innovation is its research and development centre, which focuses on designing innovative products and patent-protected technologies. The current market-changing breakthroughs and leading positions are built on the company's research, development, and innovation.
Procurement: For Tesla, raw materials procurement and inventory management are critical to its production process. An in-depth look at the value chain at Tesla reveals that the company procures thousands of parts from numerous vendors (Chiranjeevi and Diwakaruni, 2021). Maintaining open lines of communication and efficient operations with all of Tesla's suppliers is crucial to the company's value chain. According to Mzoughia and Limam (2019), the significance of the value chain in customer relationship management is critical. The study showed how the automobile industry had been changed due to technological innovation, and the customer is brought to the centre of the invention through the centre value chain model. Opposing the statement, Ullah and Kane (2020) indicated that innovation drives the change in the customer’s demand. The value chain is a part of the progression that contributes to the customer and corporation relationship. The changes are brought in with a broader perspective, which is not evolved with the customer demand or difference in taste (Kumar, 2020). Rather innovation within the technology changed the taste and direction of the customer. 
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According to the above statement, every firm must cultivate and maintain an adequate understanding of and involvement in the customer experience. This is because they may use it to design successful strategies and plans that allow a business to increase its client base and market share in a possible marketplace. To go along with this, a company must also understand customers’ values and experiences from their positive and negative interactions. This understanding must be developed inside the organisation. Product-focused corporate ecosystems, segmentation, customer purchase cycles, supply chain management issues, consumer behaviour technology, service quality purchasing decision-making, organisational culture, organisational structure, innovation process, and many more impact a company's abilities to enhance the value of its customers—these factors. An additional benefit of analysing the quality procedures of a firm is that it will assist management meet the needs and requirements of customers efficiently.
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Based on the data and discussion above, some suggestions are made to improve the CRM of Tesla. 
· The inclusion of online-based services and payment would contribute to the positive CRM approach of the organisation. It has been witnessed through research that customers expect to pay for their vehicle service online (Forbes.com, 2022). The inclusion of a digital payment system would positively impact the CRM.
· One of the main reasons behind the lost deal in the automotive industry fluctuates pricing strategy. Fixed model-based pricing data represented top the customers would benefit from the CRM approach and reduce the lost sales. 
· Tesla has expanded their models to reach every section of society. Through the effort that has been made, the pricing fluctuation keeps a significant portion of its potential customer out of the Tesla umbrella (Ferrell Lowe, 2020). To improve the CRM, it must acknowledge that lost section of the society and improvise its 4p to capture that section. 
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