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[bookmark: _Toc90631229]Executive summary  
 The strategy proposes a new way forward for the Driver and Vehicle Licencing Agency (DVLA) and analyses their Strategic Plan 2021-2024 for delivering innovative customer care that will prosper and remain competitive during and after Covid-19 pandemic. The challenges of threats and weakness, and the strengths, opportunities and other forces are evident and call on all stakeholders and management to engage with meaningful strategy and resist the urge of guessing and planning 3 years strategies and expect all to work out excellently. Instead, managers and stakeholders should be pro-active and change their strategies on the basis of Customer/Stakeholders care and needs. The DVLA must adopt a way of pro-active thinking, decision making and process management that involves the agency as a whole, not only a selection of executives and senior managers ‘barking orders’ from top to bottom with no consideration but to get the job done whatever means or cost as long as the strategic plan is methodically followed and implemented within the 3 years’ time span. 


1. [bookmark: _Toc90631230]Introduction

Strategic planning is the means of formulation and implementation of strategy. It is analytical in nature and refers to formalized procedures to produce the data and analyses used as inputs for strategic thinking, which synthesizes the data resulting in the strategy (Mintzberg & Quinn, 1996).

Good organisational strategic planning is the basis and foundation of customer care before and after Covid-19 pandemic and the future. Planning is thinking ahead, forecasting what is bound to happen and contemplating a solution on how to efficiently deal with that occurrence in form of both a business plan and strategic plan. A strategic plan is 3-5 years span whereas a business plan is 1 year (McGrath & Bates, 2017). Good strategic planning however important it may be is not the only solution to all the business’ challenges and cannot be entirely depended on because it’s about looking ahead of time and contemplating what will transpire/occur in 3 or 5 years (McGrath &Bates, 2017). 
 
The initial shock of the COVID-19 pandemic forced organizations to adopt physical distancing, test their business continuity plans, and rapidly deploy work-from-home models, all while customers rushed to digital channels. This urgent response has now given way to a pervasive uncertainty about what lies ahead… (Amar, et al., 2020)

The quote above highlights the need to design a new strategic direction for delivering innovative customer care in organisations and businesses.  The recent Covid-19 pandemic has heightened the importance of this for developing future resilience. The pandemic has drastically changed the way businesses operate both internally with staff and stakeholder and externally with customers and other organisations.  It is, therefore, imperative that companies adapt to these changes and plan for the next crisis so that they can not only survive but to become even stronger (PricewaterhouseCoopers GmbH, 2020).  The purpose of this report is to explore creative ways to reshape the strategic direction of the Driver and Vehicle Licencing Agency (DVLA) with regard to customer care after the Covid-19 pandemic and in the future.  

[bookmark: _Toc90631231]Tools, models, and frameworks

Models are ideal for simplifying complex information.  Several strategy tools will be applied throughout this report. As part of strategic analysis models for external and internal analysis will be applied.  Strategy Pyramid and the Customer Value Triad will then be used to evaluate strategic options. As part of the proposed strategy, VRIN and Cultural Web models will be used.   



[bookmark: _Toc90631232]Terms of reference

The DVLA is a government agency established in 1974 and is an executive agency of the Department of Transport of the United Kingdom (UK) government. The central aim is to provide documentation and assistance to eligible drivers to register and road tax their vehicles, and provide driving licenses to qualified drivers, which keeps vehicles and drivers safe and legal on the road both domestically and internationally.

Strategy in business terms is an action taken by a company to attain superior performance (UWTSD Lecture, 2021). 
 
The Strategic direction of the DVLA is about Vision (the why), Mission (the how), and satisfying stakeholder’s expectations. The DVLA’s Vision as championed by former chief executive Oliver Morley is: Simpler, Better, Safer (Driver & Vehicle licencing Agency, 2019). 

Customers are the people who use the services offered at the DVLA.  A customer is “not an interruption on our work, he is the purpose of it. He is not an outsider on our business, he is part of it, we are not doing him a favour by serving him…” (Gandhi cited in Bose, 2011, p. 405). 

Customer care refers to understanding what the customers and stakeholders want, providing a value-added service to customers, and building long term relationships with customers (Wellington, 2010). In the context of this report, the DVLA is a non- profit, UK government and taxpayer funded agency and therefore a monopoly in provision of goods and services to its customers and stake holders in the UK. DVLA strives to grant the needs of its customers and deliver an exceptional customer experience. This refers to how the whole team provides that customer care, from contact centre staff, stakeholders (contractors and suppliers), security officers, to managers and directors. 

This report is framed within the backdrop of Covid-19. Covid-19 refers to outbreak of a strain of coronavirus that epi‐centred in China and has since spread globally, causing national lockdowns (Velavan & Meyer, 2020). 

[bookmark: _Toc90631233]Strategic Management: Definitions

Strategic management can be defined as:

“The full set of commitments, decisions, and actions required for a firm to achieve strategic competitiveness and earn above-average returns” (Hitt, et al., 2011, p. 6). 

This definition nicely explains the different aspects of strategic management, but it is too heavily focused on returns and competition to be relevant to the DVLA, as a non-profit monopoly. 

“The development and alignment of the three propositions to either exploit or reconstruct the industrial and economic environment in which an organization operates” (Chan-Kim & Mauborgne, 2009, p. 75). 

The three propositions are value, profit, and people. This considers value for the buyer, revenue for the business and cost to the business. This is a better definition than the one previously because it considers customers. 

“The direction and scope of an organisation over the long term, which achieves advantage in a changing environment through its configuration of resources and competencies with the aim of fulfilling stakeholder expectations” (Johnson, et al., 2008). 

This definition is more suitable to the DVLA as a taxpayer funded government agency, its focus is on the stakeholder expectations. The key term here is ‘long term’ as successful strategy must plan for the next 3-5 years.




2. [bookmark: _Toc90631234]Strategic Analysis of the DVLA

According to Johnson et al. (2017) strategy has three branches. The first is the internal and external context. This refers to the macro-environmental context, analysis of the industry, cultural analysis and looking at the resources. This falls under corporate-level strategy, which is a focus on scope of the organisation, and how value is added to the service.  The second branch is the strategic options. This branch analyses choice and performance. This is business-level strategy as it is centred on how the choices a business makes to become successful in the industry. 

The third branch is the process. This involves strategic planning, managing choice and change, and implementing strategy as practice. This is Functional strategy as it looks at how to effectively deliver strategy in different parts of the organisation, including managing resources, processes, and people (Johnson, et al., 2017). 

This section of the report analyses the strategy of the DVLA by looking at the internal and external context of the agency. 


[bookmark: _Toc90631235]2.1 External Analysis 

Social: Inclusivity and diversity are huge social concerns and are part of human rights and equality. Many organisations have made more effort to recruit a better representation of diversity, including suitably qualified people from the LBGTQIA community, black and minority ethnic (BAME) backgrounds, and people with visible or non-visible disabilities. The DVLA have responded by ensuring they provide equal opportunities for employment (Department for Transport, 2016). 

Furthermore, protection of the Welsh language is a social issue within Wales. The DVLA headquarters are in Swansea, Wales, and therefore the DVLA have invested in the teaching staff and stakeholders basic Welsh as a medium of communication.  For fluent Welsh speakers, the DVLA has a dedicated Welsh speaker’s team for both written and spoken Welsh (Gov.UK, 2020). 

Political: Government regulations around Covid-19 is still a political factor. Even though more people are returning to work in their offices, the official government guidelines for Wales still promote working from home where possible (Welsh Government, 2021). The DVLA have responded to this by allowing members of staff to continue working from home where possible and their roles permitting them to do so. However, there are some members of staff such as Central Enforcement Group (CEG), Printing and Machinery staff, Security Staff, Mail opening and franking machine operators, that cannot work remotely. This group of staff and contractors have continued to work on DVLA sites throughout the pandemic as a contingency plan of the DVLA business continuity strategy. 

Another political concern is the threat of terrorism. The current level of threat in the UK is ‘severe’, meaning ‘an attack is highly likely’ (Security Service MI5, 2021). This is of particular concern for the DVLA as a government agency as this makes the DVLA a higher target for terrorism. To respond to this, the DVLA always has physical security and counter terrorism officers on all DVLA sites 24 hours a day. Armed police vehicles patrol DVLA sites as routine. DVLA has priority 999 call response of emergency services of fire, ambulance, and police within 3 minutes of placing a 999 call.   

Regulatory: Regulatory factors include the government regulations to develop more low emission vehicles in the UK, to reduce tailpipe emissions, lower noise pollution on the road, and improved air quality (Department for Transport, 2018). This affects the DVLA as there will be a change to driving licence requirements to allow Category B licence holders to drive alternatively fuelled vehicles weighing from 3.5 to 4.25 tonnes, within Great Britain (Department for Transport, 2019). 

Community: Environmental issues have always been a community concern, but there has been a significant increase in concern for the environment and climate change in recent years. The DVLA has responded to this by replacing most paper documents (tax, counter-part licenses) with digital versions. They are even developing digital licenses to remove the need for printing plastic licences, reducing waste and carbon emissions (Sky News, 2021). 

Company opportunities: The DVLA have a good opportunity to understand the social demands and needs of people in Wales and respond accordingly.  The DVLA’s highly advanced technology centre also provides a great opportunity to adapt to the times and update their old methods of customer care by utilising the benefits of technology.  

Threats to company’s well-being: Covid-19 has created a backlog of work for DVLA staff.  This is a threat to the well-being of the agency and the staff members.  Additionally, cyber-terrorism is a serious threat for the DVLA and any Government Agency. The company is highly guarded against hacking and the computer security systems are continuously updated to counter the most advanced hacking tools.  A breach in this security would be a serious threat to the wellbeing of the agency as well as the customers and staff.  


[bookmark: _Toc90631236]2.2 Internal Analysis 

Resource strengths: The DVLA monitor and adapt to the external context and make changes accordingly. This is a strength of the agency, and records are kept up to date with the changing social and economic environment.

Another strength is the quality of the products provided by the DVLA. For instance, the licenses, number plate certificates, biometric residence permits, V5C (Vehicle Logbooks) are of the highest quality. With government subsidies, these high-quality items are available without a high cost to the customer.  

Capabilities: The DVLA has partnered with Swansea University to train IT workers to the highest standard. Swansea University (2021) claim that “this will directly contribute towards DVLA’s digital skills capability that will expand its current work…”. This makes the DVLA, IT department highly capable. 

The DVLA also encourages skill development by creating a fun environment. The ‘Scalextric software Challenge’ is an example of this and involves experimenting in collecting and analysing streaming data (Kimble, 2021).

Weaknesses: The top-down structure is draconian and a potential weakness of human resources because it could make staff feel that they are being micromanaged. 

Another weakness is the backlog of work since the pandemic, which could make people feel overworked trying to catch up. This backlog has also caused anger and frustration in customers as they are experiencing delays in receiving licences or number plates for new cars. 

Influences of key executives: The key executives in the DVLA hold all the decision-making power and can make changes to the organization and the staffing as they see fit and decide what is passed or omitted in their final proposal irrespective of stakeholders’ suggestions.  However, regulatory changes must be in line with the Government, meaning the Government ultimately has the most influence on the DVLA.

Shared values and company culture: An example of shared values within the DVLA is the strong culture of environmental responsibility. This means that they not only take measures to be ‘greener’ to comply with outside social influence, but also because the staff share this value themselves. A good example of this is how the DVLA staff are involved in keeping bees around the DVLA area to harvest honey and encourage flora, leading to more wildlife in the area (Gov.UK, 2021). 

The DVLA also share the sentiment of the company’s vision: Simpler, Better, Safer (Driver & Vehicle Licensing Agency, 2019).

[bookmark: _Toc90631237]2.3 Evaluation of Strategic Options for Personalised Customer Care

To evaluate strategic option for personalised customer care, the Strategy Pyramid and the Customer Value Triad will be applied.  The Strategy Pyramid is a tool used to help visualise the company’s strategy by segmenting into three stages. The first is the ‘ultimate goal’ of the organisation, which considers the mission and vision, and focuses on where the company wants to be. The second is the ‘strategy’ that it employs, the philosophy of the company and focuses on how it achieves its goals. The last stage is the ‘tactics’, which refers to what actions the company takes to meet its strategy (Gelder & Woodcock, 2003). The Customer Value Triad looks at customer value in terms of value-based pricing strategies, product quality and service quality.

[bookmark: _Toc90631238]2.3.1 Strategy Pyramid

Ultimate goal: The goal of the DVLA is “to be the hub for motoring services... [and] to provide reliable, user-friendly services which are easy to use and also provide value for money for taxpayers” (Driver & Vehicle Licensing Agency, 2020, p. 4). 

In order to be truly user-friendly and focus on customer care, the DVLA must know customers’ behaviours, attributes, and past interactions across all DVLA channels so they can engage with customers effectively and be able to predict and react to their needs (Amar, et al., 2020).  This must be considered when building a new strategy for customer care. 


Strategy:

The current strategic aims are: 
· We will be customer-centric in the way we deliver our services
· We will consolidate our position as a dynamic, digital organisation which provides high quality, innovative and secure-by-design services
· We will be data driven to make the best use of the information we hold
· We will continue to be a great place to work
· (Driver & Vehicle Licensing Agency, 2020)

The beliefs and values of the DVLA are focused on customers and staff, but the current strategy does not go into detail about how they are going to achieve this. The strategic plan acknowledges that there were challenges due to Covid-19, but there is no clear plan on how to return to a high quality of customer service. Digital services remained fully functional during lockdown, but some customers resisted changing to this service. This must be addressed when considering a new strategy for customer care. 

Tactics: The current tactics are centred around the development of the online services that were completed in response to the COVID- 19 pandemic (Driver & Vehicle Licensing Agency, 2020). This is continuing moving forward, but there is no mention in the current strategy of how to deal with the backlog. The DVLA were caught off guard with the sheer number of overwhelming drivers’ and vehicle applications, the last 2 years. However, even though in infant stages, new offices have been opened in Bristol and Birmingham to deal with a variety of DVLA roles. 

[bookmark: _Toc90631239]2.3.2 Customer Value Triad

The purpose of every business organisation is to create and maintain a customer (Drucker cited in McGrath & Bates, 2017). This places the customer ahead of profit, because without customers, there are no profits to be made. The idea of putting the customers first particularly resonates with the DVLA because it is a non-profit government agency, so customer care is at its centre. To do this, the DVLA must strategize to create customer value. “Understanding what customer value is, is the first step in delivering customer value” (Shanker, 2012, p. 2). Customer value can be understood by looking at the three points in the customer value triad (Naumann, 1995). For customer value to be maximised, all these of these points must be addressed. 

Value-based pricing: licenses, resident permits, and other items such as number plates are made with high quality materials and cost more than the customer pays due to government subsidies.  For instance, a biometric residence card issued by the DVLA for internationals settling in the UK permanently costs around £229 in total (Gov.UK, 2021). When comparing this with other countries, the American Green card will cost over $1,000 USD (Visa Guide World, 2021). 

Product quality: The DVLA is a monopoly, so UK residents have no option on where to get driving licences etc. meaning DVLA could easily produce low-quality items as the customers are unable to go elsewhere. However, the DVLA do not cut corners with product quality, and are continuously looking for ways to further improve product quality. 

Service quality: can be increased by going beyond expectations (Ahmed, 2018). The DVLA is not currently doing this, or even meeting minimum expectations due to a backlog caused by Covid-19 lockdowns. In a recent news report, it was claimed that half a million drivers have waited more than 10 weeks for new driving licences, compared to a typical wait of 10 days before Covid-19 (Feehan, 2021). Before the Covid-19 lockdown, the DVLA call centres went above expectations by giving customers more time on the phones to solve any queries or problems they have. Unlike other contact centres, the DVLA does not make a profit, so they are able to focus on giving customer care instead of concentrating on call times. However, since lockdown, this service is no longer of the high standard it once was. As well as service from the contact centre, DVLA customers also interact with the computerised service system. Although most of important forms can be accessed online on a user-friendly website, most functions still need a person to implement the service and to maintain the website to keep it fully functional. 

Two of the three points on the customer value triad are already maximised at the DVLA and the current strategies for these are working. The DVLA must now focus on strategies to improve service quality. 





3. [bookmark: _Toc90631240]Proposed Strategy 

In this section, strategy models will be used to evaluate the current situation and propose new strategies.  There are many useful models for considering strategy, however it is important that the most relevant models to the organisation are applied for optimum analysis (Lynch, 2018). 

SWOT and PESTLE are highly applicable to the DVLA and are effectively used in strategic planning. However, as these two models have been used several times already, less popular models like VIRN, Ansoff’s matrix, Cultural web, VIRO, and Quest (just to mention a few), should be considered as alternatives.  Similarly, Porter’s 5 forces theory is a highly efficient and effective model that has been used by several organisations but cannot be effectively used by the DVLA because it is a government agency and a monopoly in its provision of goods and services.  

The following are two models that are relevant to the DVLA to propose a new strategy:


[bookmark: _Toc90631241]3.1 VRIN

VRIN is a model for outlining the four key criteria for assessing capabilities within a company. These are “four empirical indicators of the potential of firm resources to generate sustained competitive advantage” (Barney, 1991).

Value: This refers to capabilities that exist which are valued by customers. 
Before the Covid-19 pandemic, the DVLA had a standard of customer care that suited most customers. Due to the recent backlog, this strategy no longer works. 

Rarity: The products and services offered at the DVLA rare because they are the only organisation in the UK that can legally supply them. This does not mean they can ignore customer care the call agents are representatives of a government agency so must uphold the upmost quality in customer care.  This has often been the case, but they now need to revamp their services post-covid. 

Imitability: The capabilities are difficult, but not impossible to imitate. The quality of the licenses for instance, is so high that other countries try to copy. Fake licenses can be convincing to the untrained eye when done well, but the distinctive DVLA hologram is impossible to imitate. However, there are many cloned number plates in existence that lead to customers receiving fines for driving offences they did not commit due to fraudulent cloning of their number plate. 

Non-Substitutability: The risk of substitutes is low as the government has a monopoly on licensing drivers and registering vehicles. Failure to register ownership of a vehicle to the DVLA, or driving without a valid driving license are both punishable by law, so the risk of substituting legal registration with illegal or no registration is low due to the penalty.  

The above VRIN analysis has outlined the key capabilities and identified gaps in capabilities. In response, the proposed strategies are as follows: 

Proposed Strategy 1: As the old strategy of customer care no longer works due to a backlog since Covid, the DVLA should consider a more personalised customer care strategy. One way of doing this is to provide a personalised approach to verifying identity (ID) when customers are applying for licences. Currently, applicants must send in their passports so they can be checked by the DVLA staff to verify that the photograph on the licence application matches the photograph on the passport that the details on the application such as date of birth and nationality matches the information on the passport. Once staff have verified this, the passport can be returned. However, this means customers are having to wait to get their passports returned. By offering individual appointments for ID verification, it would allow the passports to be handed back immediately. The reception desks can use plastic shields, and encourage social distancing, hand sanitising and masks to protect against the spread of covid-19.

Proposed Strategy 2: Improve customer care by providing personalised services that involve triggering a fix before the customer experiences a problem. Examples of this in other industries include personal computers that report performance issues, printers that automatically order more ink when running low, and cars that send performance notifications to the manufacturers (Agarwal, et al., 2020). It could be argued that the DVLA already does this by sending auto-reminders to customers when their car tax is due. However, this is not a completely individualised service as different departments of the are not in communication with each other. For instance, if a customer changes their address on their driving licence, it does not automatically change the address on the logbook registered to the car. If the DVLA had a personalised profile for each customer that highlighted discrepancies such as this, it could send out a reminder to change the address on the logbook so that it matches that on the license. 

Proposed Strategy 3: The DVLA should research ways to make cloned licenses more identifiable. This will improve customer care as it helps to safeguard customers from getting their number plates clones and receiving fines.  

[bookmark: _Toc90631242]3.2 Cultural Web


Johnson and Scholes’s Cultural Web first designed in 1994, allows the complexities of strategic decisions to be shown in the context of organisational culture, by considering several facets:

Stories: The stories told by staff members embeds past events and personalities into the organisation (Mullins, 2019). The stories that circulate within the DVLA include characters that have helped to shape the organisation, such as Richard Ley whom the DVLA Development Centre is dedicated to (Gov.UK, 2018). Other stories involve the history and development of the organisation, such as the start of centralised licensing in 1956 with what was then Driver Vehicle and Licensing Centre (DVLC) (Reilly, 2014), and how the DVLA has moved through the times from using typewriters to being a highly technological organisation.	
Symbols: Company logos, badges and uniforms, the office design and job titles all make up the symbols of an organisation, as well as the use of language and terminology (Mullins, 2019). In 2012, the DVLA logo has moved away from its own design to the standard government agency logo, which symbolises the DVLA as a government agency. The uniforms are also part of this symbology, as most staff are required to dress the part of a civil servant. The security officers wear government issued uniform, symbolising them as government security. 

Power Structures: The DVLA operates with traditional hierarchal models of power structure. The chief executive and the senior managers have the most power and can make strategic changes. Whilst this top-down structure is standard within government agencies, this can often undermine the key capabilities of lower-level leaders and managers (Hayes, 2018).  

Although they are not in senior positions, the security officers also hold a lot of power as all staff must obey security commands for safety reasons. This could include being refused entry into the buildings. Security officers also have the power to book staff members for parking violations on site, including those in senior positions. 

Routines and Rituals: This includes behaviours within the organisation and a general sense of how things should be done (Mullins, 2019). The staff at the DVLA are friendly and supportive, inclusive and team players. Several departments have an annual team building ritual, and there are usually Christmas decorations and parties held onsite during the Christmas period, and a Christmas do on one dedicated evening after work. 

Control Systems: Control systems refer to how staff are motivated, rewarded and how their performance is measured (Mullins, 2019). As a ‘Theory Y’ organisation (meaning managers see their role as supporting the development of their staff (Worth, 2018)), the DVLA motivates staff by providing a gym and dieting advice as a way to improve overall wellbeing of staff. There are also monetary rewards and certificates for providing quality customer service, bonuses for not having sick days, and priority parking for those who go over and above their duties (Gov.UK, 2021). However, Dess, et al., (2016) suggests non-monetary rewards are better motivators for most employees, especially those who are satisfied with their salary.

Organisational structures: Organisational structure describes the formal and informal power structures and important relationships within an organisation (Mullins, 2019). This is exemplified in the DVLA by the motivational posters on the wall that remind contact centre staff to aim to answer all calls within 5 minutes, and reiterate the company’s vision to provide excellent customer service. 

The cultural web applied to the DVLA helps to understand the different aspects of the company and the way the organisational culture might affect the organisation. From the above evaluation, the DVLA already has a healthy culture towards the staff and to customer care, but there is room for improvement.  In response to the cultural web, proposed strategies are outlined below: 

Proposed Strategy 1: As there is already a supportive routine in the DVLA, a strategic option would be to introduce a new ritual of bringing up a detailed profile for each customer in one place that highlights inconsistencies. Having a detailed profile accessible when a customer call can also allow the agent to see previous interactions and catch up quickly to find a solution to the problem. This helps to provide a ‘white glove service’ to customers. 

Proposed Strategy 2: The DVLA’s contact centre is the first point of contact for many customers, so the staff need to be trained fully to provide customer care. Despite the rewards and motivation techniques, the DVLA has a high turnover of staff in this department. A better strategy would be to provide more training to staff to make them feel more confident in their role and valued by their managers as well as being able to provide improved customer care. Indeed, the DVLA has outlined in their current strategy that DVLA services will be designed around helping to meet customer needs whilst ensuring staff have the skills to deliver on those commitments (Driver & Vehicle Licensing Agency, 2020). However, as well as training for their own jobs, Buesing et al. (2020) suggest that companies should train staff from within for other roles. By applying this strategy to the DVLA, the company could up-skill contact centre staff to work in other positions within the company alongside their role as contact centre staff. This would reduce the high turnover and improve the talent within the contact centre. Since Covid, some call-centre staff have been taking on other tasks, but this is only paid as overtime work.  However, it should become more mainstream during quiet periods during their shift. 

Proposed Strategy 3:  The DVLA claim that they aim to deliver “high volume, digital services which allow our customers more choice in how and when they deal with us” (Driver & Vehicle Licensing Agency, 2020, p. 4). To improve customer service further, the DVLA should strategize to make the communication channels more efficient, so as well as shorter waiting times, customers are directed to the correct lines immediately. The DVLA currently provides different channels in its call centre to direct customers to the most relevant department so their problem can be solved efficiently. However, research by McKinsey & Company shows that customers expect “consistent information to be at their fingertips, regardless of the channel they choose to engage with” (Amar, et al., 2020, p. 2). To build a new strategy that is more focused on customer care, the DVLA need to find the top two or three cross-channel journeys to prioritize. “By prioritizing the most common paths and the channels that customers use first, companies can create impactful experiences where they matter most” (Amar, et al., 2020, p. 4). This provides customers with a more user-friendly experience, thus creating better value and care to the customer.


[bookmark: _Toc90631243]3.3 Wider Implications

Strategic planning theory has evolved over the years, so it is important that organisations select the most relevant approach for them (Kim & Mauborgne, 2009). Strategic planning involves identifying which strategic planning approach an organisation favours and how individuals can contribute among three distinct stages of strategic planning (McGrath & Bates, 2017).  

The first stage is Igor Ansoff’s modernist, top-down approach developed in 1960s. This inferred that it should be used by senior managers and a small number of specialist planners (McGrath & Bates, 2017). It is assumed that planning over a 3-to-10-year period can be accurate and if there is a change in circumstances, planners are expected to react quickly to the new conditions and amend the plan, but such occurrences would be rare (Garner-Stead & Garner-Stead, 2017).

In the 1980’s Peter and Waterman developed a post-modernist approach that postulates that planning is pointless as the future is unpredictable (McGrath & Bates, 2017). They suggested that management should put emphasis on finding new ideas and new ways to respond in real-time to the new surroundings faster than the competitors. Lower-level managers who are in close contact with customers should be given responsibility to identify the changes needed and should then be supported by their senior manager in making these changes. The main message is that planning is not as important in delivering success as organisational flexibility, creativity and reacting to customers’ demands (Grant, 2016).

The third stage a new modernist stage developed in the 1990’s by Quinn, Hamel and Prahalad. This recognised that all plans are based on inadequate data and will therefore need constant updating.  They suggested that market information is collected from frontline staff and middle managers and combine it with foresight, to customer feedback and small-scale experimentations to identify the changes needed. Each change would be broken down to its constituent parts, with management playing an active role in monitoring and supporting staff during the change process (McGrath & Bates, 2017). 

Out of the three strategic planning paradigms outlined above, the DVLA is still applying the 1960s like all the other government agencies in the UK. The DVLA applies the Ansoff modernist approach of a selected few directors and top managers responsible for strategic planning of 3 years, certain that the implementation will be easy, accurate and routine. Over the years this approach has delivered success and worked well. The 3-year strategic plan of 2017-2020 achieved all the goal that needed to be achieved. Although the model is an old one, is has proven to be relevant and successful for the DVLA. However, the two newer models can be utilised alongside this, and should be taken into consideration. 

There are various ways to measure how a strategy is working.  One way is economic performance.  Some of the proposed strategies such as further training could have economic impacts that the DVLA would find difficult to recuperate.   Effectiveness is another measure that is refers to internal operational efficiency and customer feedback (Johnson, et al., 2017). It could be argued that the potentially negative economic impacts are outweighed by positive effectiveness impacts and customer care that the DVLA provides.  This could also be true organisations that rely on profit, because improved customer effectiveness and customer satisfaction usually leads to more sales, so an initial economic hit to make improvement for the customer usually turns into a positive impact in the future. 



4. [bookmark: _Toc90631244]Conclusion 
[bookmark: _GoBack]Conclusively, strategy and strategic planning are two peas in a pod. The strategy or action is required to be put in practice and its planning must be concise for it to deliver success as the case study of the DVLA suggests. Covid-19 caught many organisations like the DVLA unaware. Strategic plans and business continuity plans came crushing to the ground and were all gravely disrupted for almost 2 years and ongoing.  Customer service has gone from excellent to unacceptable, with staff wanting to help but only virtually as more services are locked down or partially open with only minimal access. Backlogs are two years old and ongoing. The logistics and manpower to deal with it is not yet available as a large number of staff are still working at home or on sick leave, struggling with Covid-19 or Long Covid-19 and the small number available on site are heavily restricted by current Covid-19 restrictions. Customer services on paper, the internet and telephones are still possible, and a lot has been done to help but, high quality customer care is virtually impossible to be delivered in the midst of Covid-19 Pandemic. Government must therefore get everyone in the country triple jabbed with multiple boosters as the only logical and sensible option to get rid of Covid-19 and once Covid-19 is eradicated and all services back to normal, then, perhaps and hopefully so, shall genuine and hands-on customer service with all its associated benefits return to DVLA and other businesses.  



5. [bookmark: _Toc90631245]Recommendations  

· Quicker passport checks to verify ID when applying for a driving license (short term strategy)

· Develop a personalised profile for each customer that highlights any concerns or inconsistencies that the customer may or may not already be aware of, any previous correspondence so that the staff can be informed about the customer, and useful automatic reminders about tax and insurance.  

· Research ways to make cloned licenses more identifiable to prevent fraud.  

· Provide more training to staff and upskill staff for other roles. 

· Make communication channels more efficient, so customers are directed to the correct lines immediately. 

· Move into the 21st century by doing things as a private company would.  Still using the old method that exists in government agencies.

· Introduce bottom-up approach, information gathering from stakeholders, felid staff and managers through asking questions verbally and written and consulting one another at various levels of the agency. This will promote excellent innovative customer care that will stand the agency in good stead during and after Covid-19 pandemic.
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