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Challenge/Issue: 
Tesla’s CEO Elon Musk is the center of controversy because of his random statements and 

outlandish behavior. This has not only made the CEO an internet joke, but the company itself is 

affected, like the company stock. 

Research on Client: 

Tesla 

Tesla History: 

Tesla was founded by Martin Eberhard and Marc Tarpenning in July of 2003. These men 

were engineers and became CEO and CFO respectively of Tesla, Inc. They were both inspired by 

General Motors when the GM ended its EV1 Program, ultimately destroying their electric cars. 

The company name came from the famous inventor Nikola Tesla who pioneered in the field of 

electricity. In 2004, Elon Musk became involved. An investor who made his wealth at PayPal, he 

then went on to invest 6.35 million dollars of his own money into Tesla. That specific investment 

gave him a chairman position on the board. 

The body design of Tesla's first vehicle, The Roadster, was created through a partnership 

with Lotus Cars, a British company. The next major investors in the company were the Google 

founders. As the first prototype design, The Roadster was revealed in July of 2006. That August, 

Musk published a secret plan for the company which consisted of building a sports car that was 

affordable all while ensuring that it provided zero-emission electric power. 2007 was the year of 

the first big shifts of power at Tesla, as Eberhard stepped down as CEO and moved to the 
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company's Advisory Board. Another early Tesla investor, Michael Marks took over in the interim, 

and the entrepreneur and racecar driver became a permanent CEO in November.   

During this period, Musk begins becoming famous, as he was named Inc. Magazine's 

Entrepreneur of the Year. In 2008, both co-founders leave the company and the first Roadster is 

delivered to Elon Musk. Then, general production begins on Tesla's first car. Musk soon becomes 

the CEO and lays off over 25% of the company's workforce. He has a large problem to deal with as 

Tesla had only 9 million dollars and the possibility was prevalent that the Roadsters would not be 

able to be delivered to customers who had already paid. But the company secured 40 million 

dollars in investor funding by issuing convertible debt to help avoid bankruptcy and meet goals. In 

2009, the Model S was introduced, and Daimler AG acquired a 10% stake in Tesla for $50 million 

dollars. This helped save the company from financial crisis.  

As soon as the company was saved with this financial boost, corporate communications and 

other internal issues began to come to the surface. The founders of Tesla, sue CEO Elon Musk for 

rewriting history as they called it, suing him after an interview he said, Musk unfairly blamed him 

for the financial problems of the company. He also claimed in the suit that Tesla purposely damage 

the Roadster before delivering it to him. He ultimately ended up dropping the suit in September of 

that year. 

 The next large investment came from the US Department of Energy, who gave Tesla a 

$465 million-dollar loan. They then announced a new corporate headquarters and a development 

facility in Palo Alto, California. 2010 was another big year for Tesla as they went public. They 

debuted at $17 a share. The company's IPO raised to $226 million. Another large partnership 

occurred when Toyota Motors invested 50 million dollars in the company and entered a partnership 

with Tesla to develop electric cars and parts. 
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The next car announced in the Tesla lineup was the Model X, which Tesla announced in 

February of 2012. They also launched the Supercharger Network which was 6 charging stations 

across California allowing Model S owners to charge their cars for free. In 2013, Tesla faced hard 

times following the release of the Model S. According to Musk’s book he had lined up a deal for 

Google to purchase the company for $6 billion, but once Tesla sales picked back up, Musk backed 

out of the deal. Tesla reported first-quarter profits of $11 million dollars and about a week later, the 

company was $1.02 billion dollars in debt and equity to repay loans.  

Musk also introduces semi-autonomous driving at a company event, and in 2015, unveils 

battery packs to power customers’ homes. The company focused their efforts on raising more 

money and Tesla sold 2.69 million shares for $738 million dollars to raise capital for projects. 

Another car was revealed, the Model X Crossover. Around this time, autopilot begins rolling out in 

Tesla vehicles. Tesla sold $1.46 billion dollars of stock to reach production goals by the end of 

2018. During this time, Musk is making bold predictions and bragging about production. His 

predictions turn out to be incorrect. 

An autopilot accident occurred in one of the Tesla cars, but the company came back a 

month later with an announcement that the National Highway Safety Traffic Administration gave 

the Model X Crossover its first perfect safety rating ever. SolarCity, a company started by Musk’s 

family members in which Musk was the chairman of, purchased SolarCity which Tesla bought for 

$2.6 billion dollars. He also announced the purchase of a German company called Grohman 

Engineering, specializing in automation for manufacturing.  They also invested $1.8 billion dollars 

from Tencent Holdings for 5% of the company. 



5 

 

In June, Toyota dumped its stake in Tesla and stock crashed after disappointing news about 

mis deliveries for the Model X and Model S. The company lost more than $12 billion dollars or 

about 5.6% of its value. In November, another announcement came that Tesla had plans to build an 

electric semi-truck. Also, around that time, Tesla helped bring power to Puerto Rico after 

Hurricane Maria. In 2018, the company was behind on production but went to space when musk 

launched a Tesla Roadster into space. The Roadster was on a rocket from his other company, 

SpaceX, and for the first time in July 2018, Tesla surpassed its production goal of 5000 Model 3 

Sedans per week. Also, the Model 3 surpasses the Nissan Leaf as the world's best-selling plug-in 

car. 

Musk tweets turn into controversy in August as he tweeted that he may take the company 

private. Also, a former Tesla security employee files a tip alleging that Tesla suppressed an internal 

investigation into various criminal activities at its Nevada Gigafactory. And the Securities and 

Exchange Commission sue Tesla for making false and misleading statements. In addition, The 

Department of Justice had been investigating the company.  

In 2019, Tesla cut its workforce by 7% and one of the top lawyers of the company 

announced he wanted to leave because of a “bad cultural fit.” Also, the SEC asked the judge to 

hold Musk in contempt for violating a settlement deal reached last that year. The latest model 

Model Y SUV was designed for a mass market price point. The company predicts the car to 

become its best-selling model (Greiner, Sherman, Baker, Schmitz, Tse. 2019). 
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Corporate Culture: 

Tesla's organizational culture is based off of ambitious innovation adherence to first 

principles method and a lack of bureaucracy. After seeing the failures of GE and other electric car 

ventures, Tesla still persevered to create a product that carried out their idea and vision. The first 

principles method is something Elon Musk is a large supporter of to his employees when they are 

dealing with problems.  

This sort of method requires you to dig deeper until you are left with the foundational truth 

of the situation. The lack of bureaucracy is something that Elon Musk is also a supporter of, which 

may be where the problem lies. The CEO stressed in a company email that anyone at Tesla should 

be able to email or talk to anyone instead of having to go manager to manager you should be able 

to talk directly to a VP in any department (Dudovskiy, 2018).  

Corporate Communications: 

In August of 2018, Musk suggested on Twitter that he was going to take Tesla, his publicly 

traded electric car company private. The regulators at the U.S. Security and Exchange Commission 

responded by suing Musk, accusing him of misleading investors and agitating financial markets. A 

settlement was then reached which resulted in Musk giving up his role as chairman on the Tesla 

Board of Directors. He also declared in a CBS news interview that he was the largest shareholder 

in the company and with a shareholder vote, he could get anything done that he wanted.  

A Tesla employee said it wasn't a “all hands-on deck” mentality with some very strange 

work habits like Musk sleeping on a sleeping bag in the factory. Employees note that staff turnover 

was an issue and that they got rid of a lot of great employees. One of Tesla’s employees that was 

interviewed, signed an NDA when they started working for the company. Most of the 
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communications from Musk tend to stem from the ideology that with the right sort of talent, 

employees are putting their blood sweat and tears into something bigger than themselves (Koren, 

2018).  

Elon Musk: 

Musk was the second entrepreneur and in Silicon Valley managed to create three 

companies with the market cap of more than $1 billion dollars. He created PayPal, SpaceX, and 

Tesla Motors. He is dedicated to space and Alternative Energy Technologies. He is said to work 80 

to 100 hours per week. He was born in South Africa and was the oldest of three children. He 

graduated from the University of Pennsylvania and then enrolled in graduate school at Stanford 

University. But only after two days he left graduate school and created his first IT company called 

Zip2.  

He had a similar mentality to today at Tesla where he lived in the same warehouse. In 1999, 

the biggest search engine of the time bought Zip2 for $307 million dollars in cash and $34 million 

in securities. MUSC then shifted his efforts to electronic payment systems. He began “x.com” 

which eventually was renamed PayPal and he became the chairman and chief executive. eBay 

bought PayPal for 1.5 billion. He received $180 million dollars from his share from PayPal and 

pursued other interests which include Space Engineering and alternative energy sources (Astrum 

People, N/A).  
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SWOT Analysis of Tesla: 

Strengths 
• Strong brand 
• Control on production 

processes 
• Innovation 
• Rapid growth 

 

Weaknesses 
• Limited market presence 
• Limited supply chain 
• High prices 
• Company debt 
• Unpredictable CEO 

 
 

Opportunities 
• Global expansion 
• Business diversification 
• The future of driving (Frue, 

2019) 
• Awareness and support of 

environmentalism 
 

 

Threats 
• Competition 
• Fluctuation in material prices 
• Dealership regulations 

(Kissinger, 2018) 
• Lawsuits 
• Loss of government subsidies 

(Serna, 2018) 
 
 

 

Description and Prioritization of Publics: 

Investors/Shareholders 

From the start Tesla, rose to the top of electric cars with the help of investors and 

shareholders. The company’s success has been proven crucial from the assistance of these groups. 

Long-term strategy though is affected by short-term rants and tweets from CEO Elon Musk. After 

the critical actions of Musk, investors and shareholders were alarmed and scared to support Tesla. 
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This is the public that is the top priority because they were the first affected public in accordance to 

Musk’s actions. This public considers the external image to be paramount as the sales and publicity 

the company gets directly affects the company’s profitability.  

Employees 

The employees are the public that directly impact the company's performance. This is a 

crucial public, especially during a time when layoffs are prevalent. Employees interests should be a 

top priority for the company and after Elon Musk actions, he is not only representing himself, but 

the people who consider him their workplace leader. It is important to ensure communications are 

kept under control, so that employees are not alarmed by possible changes in business decisions. 

This is the secondary public that communications should be focused on in order to regain trust in 

Elon Musk. 

Customers  

Customers are the third public on the priority list due to the fact that Tesla is a company 

that sells high-priced products that should garner a level of service that is unmatched. Part of the 

high-price point of the company's cars involves the company's image. Because of the innovative, 

young image factor that Tesla possesses makes it a reason why there is such a draw to the 

company's products. When Elon Musk acts inappropriately, it directly affects the way the company 

is viewed. Without customer support and resources, the company is unable to continue its growth 

and technology and innovation in which the customer base has grown to love. 
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Goals, Objectives, Strategies and Tactics to address each 
public: 

Investors/Shareholders: 

Goal: To educate investors/shareholders on how their assistance has taken the company to 

incredible heights and to trust what and who the company has become. 

Objectives: 

1. Increase employee confidence in Musk and Tesla by 30% by October 1, 2019. 

2. Increase followers of the investors/shareholders blog “The Tesla Why” by 50% by 

September 1, 2019. 

3. By November 1, 2019 increase investors/shareholders awareness of company updates by 

30%. 

Strategy: To regain the trust of investors/shareholders and remind them of their contribution to a 

company that couldn't do what they do without them through two-way communication, positive 

updates, and the understanding of the “why.” 

Tactics: 

• Create a special internal panel for decision-making when it comes to investors/shareholders 

• Leverage in-person conferences where ideas can be exchanged 

• Create an instant message platform for investors/shareholders to communicate with 

employees if needed 

• Create “The Tesla Why” blog to share company innovations, industry updates and 

event/conference pictures 
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• Organize “The Tesla Why” week where investors/shareholders do community service 

activities together annually 

• Open the option of mentorship within the investors/shareholders group 

Employees: 

Goal: To influence employees to have a regained trust in Elon Musk and Tesla by keeping 

company moral up, maintaining solid communication, and keeping them informed. 

Objectives: 

1. Increase employee confidence in Musk and Tesla by 30% by October 1, 2019. 

2. Increase users of employee mobile application by 40% by November 1, 2019. 

3. By August 2019, increase employee awareness about company updates by 15%. 

Strategy: To remind Tesla employees of their direct impact on the company and its innovation. 

This can be accomplished by focusing on communication, positive reinforcement, and the feeling 

of “team.” 

Tactics: 

• Conduct Tesla town hall meetings quarterly 

• Hold skip level and skip department meetings 

• Host information sessions on current Tesla products and innovations 

• Create a mobile application that can be accessed on personal smartphones 

• Make the mobile application available on tablets in break rooms, lounge areas, etc. 

• Provide monthly newsletters celebrating employee accomplishments on the application 
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• Connect social media through the application so employees feel a connection to external 
communications 

Customers: 

Goal: To re-engage customers to believe in the Tesla brand by working with influencers, keeping 

the company brand strong and promoting powerful messaging. 

Objectives:  

1. Increase social media mentions of Tesla by 15% by November 1, 2019. 

2. Drive traffic to the Tesla website by 20% by October 1, 2019. 

3. Educate students of Tesla innovations by 30% by November 1, 2019. 

Strategy: To re-imagine and re-engage customers to the Tesla lifestyle by exciting this public with 

entertaining content, user-friendly tools, and becoming active in the community. 

Tactics: 

• Partner with social media influencers to promote the brand 

• Set up “Tesla-gram” in big cities by painting large walls with Tesla graffiti for influencers 
to take pictures in front of 

• Invite social media influencers to a “Tesla Y” event and promote on social media 

• Partner with social media influencers to promote the Tesla website through the “swipe up” 
feature on Instagram Stories 

• Visit colleges and teach of the Tesla innovation 

• Create an online platform for students to pitch ideas to Tesla 
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Timeline for Plan: 

 

 

Calendar Jan Feb Mar April May June July Aug Sept Oct Nov Dec

Investors/Shareholders

SPECIAL INTERNAL PANEL

Select members on the 
panel

Create panel guidelines

IN-PERSON CONFERENCES

Create agenda for 
conferences

Select locations

Schedule conferences

Send invitations

INSTANT MESSAGE PLATFORM

Brainstorm platform features

Launch platform

BLOG

Hire writers/
photographers


Launch blog

COMMUNITY SERVICE WEEK

Find community service 
partners

Create “Tesla Why” t-
shirts

MENTORSHIP 
PROGRAM

Establish mentors

Launch program
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Calendar Jan Feb Mar April May June July Aug Sept Oct Nov Dec

Employees

TOWN HALL MEETINGS

Select town hall 
speakers

Create town hall 
agenda

SKIP-LEVEL MEETINGS

Make announcement

INFORMATION SESSIONS

Determine session 
speakers

Launch sessions

MOBILE APPLICATION

Brainstorm application 
features


Launch application

MONTHLY NEWSLETTERS

Create content for 
newsletter

Write newsletter 

SOCIAL MEDIA 
CONNECT

Develop graphics

Connect channels to 
application
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Calendar Jan Feb Mar April May June July Aug Sept Oct Nov Dec

Customers

SOCIAL MEDIA INFLUENCERS

Determine social media 
influencer partners

Develop contract

TESLA GRAFFITI

Select graffiti artist

Choose big cities

Purchase wall space

Launch first photo

“TESLA Y” EVENT

Select event dates/
locations

Send invitations

INSTAGRAM STORIES

Develop script


Develop hashtag

COLLEGE VISITS

Select participating 
colleges

Determine visit agenda

IDEA PLATFORM

Develop platform

Announce platform
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Abstract Budget for Plan: 

 

Budget Internal External Price Per Count Subtotal Strategy 
Total

Investors/Shareholders

SPECIAL INTERNAL PANEL

Select members on the panel Y 6

Create panel guidelines Y 1

IN-PERSON CONFERENCES

Create agenda for conferences Y 1

Select locations Y 10

Schedule conferences Y 25,000 10 250,000

Send invitations Y 10 30,000 300,000 550,000

INSTANT MESSAGE PLATFORM

Brainstorm platform features Y 1

Launch platform Y 15,000 1 15,000 15,000

BLOG

Hire writers/photographers
 Y 50,000 5 250,000

Launch blog Y 35,000 1 35,000 285,000

COMMUNITY SERVICE WEEK

Find community service partners Y 20

Create “Tesla Why” t-shirts Y 15 5,000 75,000 75,000

MENTORSHIP PROGRAM

Establish mentors Y 50

Launch program Y 30,000 1 30,000 30,000
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Budget Internal External Price Per Count Subtotal Strategy 
Total

Employees

TOWN HALL MEETINGS

Select town hall speakers Y 4

Create town hall agenda Y 1

SKIP-LEVEL MEETINGS

Make announcement Y 1

INFORMATION SESSIONS

Determine session speakers Y 25,000 10 250,000

Launch sessions Y 10,000 10 100,000 350,000

MOBILE APPLICATION

Brainstorm application features
 Y 1

Launch application Y 15,000 1 15,000 15,000

MONTHLY NEWSLETTERS

Create content for newsletter Y 50 100 5,000

Write newsletter Y 100 4 400 5,400

SOCIAL MEDIA CONNECT

Develop graphics Y 20

Connect channels to application Y 1,000 1 1,000 1,000
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Total Budget: $1,641,400 

Communication Channels used to reach stakeholders: 

Investors/Shareholders 

The communication channel that will be used to reach investors and shareholders will be 

in-person channels, like basic flyers and posters to announce in-person conferences in the internal 

offices. The organizational process of the special internal channels will be carried out mainly 

Budget Internal External Price Per Count Subtotal Strategy 
Total

Customers

SOCIAL MEDIA INFLUENCERS

Determine social media 
influencer partners

Y 50

Develop contract Y 1

TESLA GRAFFITI

Select graffiti artist Y 5,000 10 50,000

Choose big cities Y 10

Purchase wall space Y 25,000 10 250,000

Launch first photo Y 1 300,000

“TESLA Y” EVENT

Select event dates/locations Y 5

Send invitations Y 15,000 1 15,000 15,000

INSTAGRAM STORIES

Develop script
 Y 1

Develop hashtag Y 1

COLLEGE VISITS

Select participating colleges Y 20

Determine visit agenda Y 1
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through the email channel. In terms of the instant message platform and the blog, this will be 

announced through a press release through international channels as well. The community service 

events will also be announced through press releases and the mentorship program will be 

communicated through company email. 

Employees 

The channels employees will be reached is through national channels as well. This includes 

flyers and posters to announce town hall meetings and sending out company-wide emails to 

announce these sorts of meetings as well. Information sessions will also be announced this way as 

well as skip level meetings. Digitally, the mobile application will be used as a communication 

channel to carry out some of the tactics. Monthly newsletters will be accessible through company-

wide email, and social media will be utilized to promote the use of this mobile application. 

Customers 

The communication channel used to reach customers will be mostly social media as well. 

The partnership with social media influencers will be through email with the in-person channel. 

Specifically, this will be in-person through the graffiti wall. Also, another in-person channel will 

be through the event, but this will be heavily influenced by social media influencers. With the 

college visits, in-person communication channels will be used used as well as the company website 

for the online platform for students to pitch ideas to Tesla.  

Tools Used to Measure Success 

Investors/Stakeholders 

1. Increase employee confidence in Musk and Tesla by 30% by October 1, 2019. 
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A tool used to measure the success of increasing employee confidence would be the use of a 

survey. A preliminary survey at the beginning would be when it would be needed to evaluate the 

employee confidence before the strategies implemented. This type of survey would be best 

delivered through company email and completed through an internal server. The same survey 

should be completed again at the end of the plan to see if the 30% is achieved. This survey should 

remain anonymous and have statistics that are easily analyzed.  

2. Increase followers of the investors/shareholders blog “The Tesla Why” by 50% by 

September 1, 2019. 

The tool used to measure the success of increasing followers to the blog, would be a blog audit. 

The creation of the blog wood garner 0 followers. But if the blog is successful the blog analytics 

should show the increase in followers by September 1, 2019. It is important that the blog software 

chosen has built-in analytics to eliminate additional resources used. 

3. By November 1, 2019 increase investors/shareholders awareness of company updates 

by 30%. 

To measure awareness of company updates, the tool used again would be a survey. This survey 

would need to be run the same way as the employee confidence survey, and these two surveys can 

even be combined. It is important but the survey is also based on a rating scale that is easy to 

analyze. It is important to do a follow-up survey to compare results in order to see the increase by 

30%. 
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Employees 

1. Increase employee confidence in Musk and Tesla by 30% by October 1, 2019. 

This employee confidence survey would also need the survey tool, but the survey would be 

more specific to the employee base and not the investor/shareholder public. It is important that the 

employee confidence survey is based on actual employee’s day-to-day activities. A follow-up 

survey would be needed to see if the 30% goal by October 1st 2019 was met. 

2. Increase users of employee mobile application by 40% by November 1, 2019.  

The tool you used to evaluate the use of the employee mobile application would be an 

application audit. Since some of our application would be new, it would start with 0 users and it 

would be expected that the number of users would increase after the implementation of the plan. 

Analytics are not necessarily needed within the app; it would just need to be made sure that a team 

member is able to audit the number of user account. 

3. By August 2019, increase employee awareness about company updates by 15%. 

  The tool used would be the same surveys to increase employee awareness as discussed 

prior. It would be important to do a preliminary survey around the employee experience, and a 

final survey also based after the implementation of the plan. The rating system must be used again 

as well as questions that are easily analyzed. 

Customers 

1. Increase social media mentions of Tesla by 15% by November 1, 2019. 

  The tool used to measure an increase social media mentions would be their built-in social 

media analytics. A social media coordinator or specialist would be able to assist in the analysis of 
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these social media channels in analytics. It would be important to do an initial analysis, and then at 

the end of the plan another would be needed. This team member would be able to gauge if the 15% 

goal was met by November 1, 2019. 

2. Drive traffic to the Tesla website by 20% by October 1, 2019. 

 Traffic can be measured within website analytics or the number of impressions based off of 

user clicks. Google analytics could also be a tool used to measure the traffic going to the Tesla 

website. There would need to be a preliminary analysis on it as well as a final one to measure if the 

20% goal was met by October 1, 2019. 

3. Educate students of Tesla innovations by 30% by November 1, 2019. 

To measure if students were educated by 30% it would be helpful to offer an incentive like a 

contest or gift card to complete an email survey. This email survey would ask about the education 

the students received by Tesla and would need to be distributed once the sessions were complete.  
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