

[image: Text

Description automatically generated with medium confidence]








BA (Hons) Leadership and Management Skills for the workplace
Module: Understanding and Engaging in the Customer Experience
Module code: BMSW51
Lecturer: Rula Alousi
Assignment title: Understanding and Engaging in the Customer Experience


Name of student: Stefani Petrova
ID number: 1914907







Table of Contents
Executive Summary	3
1.	Introduction	4
2.	Company Context	5
2.1.	Internal Environment	6
2.2.	External environment	7
2.2.1.	Political factors	8
2.2.2.	Economic Environment	8
2.2.3.	Social Factors	9
2.2.4.	Technological factors	9
2.2.5.	Legal Factors	10
2.2.6.	Environmental Factors	10
3.	Effects of Covid-19 on Quality System	10
4.	Marketing Theories	11
5.	Critical CRM Models	12
5.1.	IDIC Model	13
5.2.	CRM Value Chain Model	19
6.	Recommendations	20
7.	Conclusion	21
8.	References	22



[bookmark: _Toc102491893]Executive Summary
Understanding and engaging customers is a big milestone toward achieving organisational goals. Companies that relate with their customers in an excellent way win the trust and loyalty of their customers. Besides, they stand a chance of attracting and retaining new customers. One of the companies that have actively engaged customers to its advantage is DHL. As a logistics company, it has achieved a lot, becoming a global giant with operations in over 210 countries. The company underwent an unprecedented threat during the Covid-19 pandemic, which affected other supply chain and logistics companies. DHL, however, put a spirited fight toward post-coronavirus recovery, which has helped it to a great extent. 
This report focuses on a company's context in terms of its internal and external environment. Specifically, the internal environment of DHL adopts the SWOT analysis to give a vivid understanding of its strengths, weaknesses, opportunities and threats. The external analysis uses the PESTEL model to know how political, economic, social, technological, environmental and legal factors affect its operations. In terms of understanding its customer relationship management, IDIC and CRM value chain models offer a description of how DHL relates to and maintains its customers. The marketing aspect of the company adopts the Ansoff matrix, which has given the company a competitive edge compared to its rivals. 
[bookmark: _Toc102491894]Introduction
Deutsche Post DHL is one of the largest global logistics companies. The firm was founded by Adrian Dalsey, Larry Hillblom and Robert Lynn in 1969, where the initials of their last names were arranged alphabetically to come up with the company’s name. It became a fully owned subsidiary of Deutsche Post AG, a Germany's postal service, in 2002. They were unaware that the firm would evolve to being one of the largest global logistics companies. Over four hundred thousand employees are working for this company globally, with operations in two hundred and twenty nations. As a logistics company, DHL serves customers who want faster and cheaper product delivery. The company thrives well due to the global interconnectedness, which makes the movement of goods from one region to another. The company's red and yellow colour scheme continues to be recognised on aeroplanes, trucks, and vans (DHL, n.d.-b).
The founders of the company recognised that shipping large quantities of products was economical with ships but very slow. There were several delays in processing paperwork. The trio came up with a plan where paperwork was flown to the destination to arrive ahead of the ship. Upon the arrival of the goods, the paperwork was ready and the goods could move faster through the customs. DHL customers at the moment got a competitive advantage. DHL has expanded its operations globally (DHL, n.d.-b). 
[bookmark: _Toc102491895]Company Context
[bookmark: _Toc102491896]Internal Environment
According to Gürel (2017), the study of the internal environment of a company can be done using the SWOT (Strengths, weaknesses, opportunities and threats) technique as an important strategic analysis tool. As it suggests, the tool allows companies to perceive the possible opportunity in the market and how they can be exploited. It can also help determine and reduce internal weaknesses to reduce any possible threat. As a leading company in the logistics industry, DHL has several strengths that enable it to thrive in the marketplace (Li, 2020). These strengths help the company penetrate new markets or protect its market share in existing markets.
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[bookmark: _Toc102491708]Figure 1: SWOT Analysis Matrix (Li, 2020)

	Strengths
· High customer satisfaction level- DHL is dedicated to establishing its relationship with customers. The company's management department has managed to achieve a high customer satisfaction level as well as brand equity among potential customers.
· DHL has reliable supplies of raw materials, which enables it to overcome bottlenecks in the supply chain.
· The company has a successful track record of new product development and innovation.
· The quality of products of DHL result from automation of activities which has helped it scale up or down depending on the market demands.
· The company boasts of highly skilled employees acquired through learning programmes and training. DHL is investing heavily in human resource training and employee development, which has led to competent and motivated employees. 
· DHL has a strong brand portfolio emanating from the heavy investment of the company in robust brand portfolio building. This portfolio is critical when the organisation wants to venture into new categories of products.
· The ability to have a strong free cash flow with strong free cash flows offers the company resources to execute new products.
· DHL has been successful in new project execution because they bring good returns on capital expenditure. 
	Weaknesses
· Although DHL's product marketing is a success, there is still a lot remaining on how it is positioned. Additionally, its selling proposition is not defined clearly, which can result in attacks from competitors in its segment.
· The company has a weakness in integrating firms with different cultures of work. While it can successfully integrate small companies, it is unsuccessful at doing the same for firms with a different culture of work.
· Planning of finances is done improperly and inefficiently. For instance, the current asset ratio shows that DHL can use the cash more efficiently than the current usage.
· The range of products sold by the company shows some gaps. A new competitor in the market can have an edge. 
· DHL has a weakness in demand forecasting of a product leading to a high missed opportunities rate compared to its rivals. This is because this company does not forecast appropriately, which can keep a higher inventory in channel and in-house (DHL, n.d.-b).
· The inability of the company to handle the challenges of new entrants has made it lose its market share in categories it had a niche. The company has to establish an internal mechanism directly from salespeople on the ground to address such challenges.
· Compared to its rivals, days inventory is high. This makes the company raise more investment capital in the channel, which can affect DHL's long term growth. 

	Opportunities
· The new technology is one of the best opportunities that DHL can boast about because it gives it a chance to exercise a differentiated strategy of price when venturing into new markets. The company is able to maintain loyal customers and attract new ones through other propositions that are value-oriented (DHL, n.d.-b).
· Due to the stable free flow of cash, the company has opportunities to invest in adjacent segments of products. The company can also invest in new product segments and technologies, opening an opportunity window for the company in other categories of other products.
· Reducing transportation costs because of shipping prices has the potential to lower the company's product costs. This can provide the company with an opportunity to pass the benefits to customers or boost its profitability.
· DHL has an opportunity from increased spending by customers, hence the ability to attract new customers and increase its share in the market (DHL, n.d.-b). 
· The core competencies of the company can drive it to success.
· A new market for the company can open going on the new consumer behaviour trends. This can be a great opportunity to raise new streams of revenue and diversification into new products. 
	Threats
· Over the years, DHL has not had a regular supply of innovative products. The developed products are in response to those developed by other firms. Besides, new product supply is not regular, which has led to up and low swings in the number of sales within a timeframe. 
· There have been rising levels of pay which threatens DHL’s profitability. 
· Different countries, including the Uk, have introduced liability laws that potentially expose DHL to several liability claims.
· The existing physical infrastructure of the supply chain is threatened by the online channel taking shape. 
· There is seasonal demand for products that give the company a high-profit margin. The profit of the company may be affected if the demand falls during the peak season. 
· DHL operates in several companies, risking being exposed to fluctuations in currency, particularly the volatile political climate in some global markets.
· Lastly, DHL faces the threat of stiff competition. There has been an increase in new entrants into the market.


[bookmark: _Toc102491414]Table 1:SWOT Analysis

[bookmark: _Toc102491897]External environment 
The external environment of a company can be understood using PESTEL analysis. This is a strategic framework that breaks down the risks and opportunities a company faces into Political, economic, social, technological, environmental and legal factors. The tool is used in corporate strategic planning. Besides, it is an important framework for identifying the advantages and disadvantages of business strategy. PESTEL analysis of DHL company can help analyse its tactics in business operations (Rahman, 2018). The tool will help to understand the market dynamics of the company and improve business operations continuously. 
[bookmark: _Toc102491898]Political factors
DHL is a global giant in courier services. It has spread to almost all world countries. Europe can be regarded as a stable environment in which there is no expectation for major political alterations. The company's intellectual property should be protected by the UK political laws, failure to which entrepreneurs can feel unsafe to invest in the company. The interest of DHL in investing in the UK depends on the export and import taxation since it has to comply with export and import policies set by the UK.
In most cases, large multinational companies have the advantage of a favourable political environment (Chung & Bowie, 2017). Since the UK has strict minimum wage levels, the company does not experience a high-profit ground compared to countries that have lower levels of minimum wage. The latter case increases the survival chances of a company in them.
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[bookmark: _Toc102491709]Figure 2: DHL Cargo Plane (DHL, n.d.-a)
[bookmark: _Toc102491899]Economic Environment
When a country experiences inflation, the customers’ buying power decreases and in the case of DHL company, there would be no business. Besides, the interest rates of a country can also affect the number of potential entrepreneurs likely to invest in the company. In this case, a high-interest rate means that more entrepreneurs would invest. This means more company growth. If DHL takes part in global trade in a country, the profits will be affected by the exchange rates. As such, DHL would have negative growth in the event of an unstable currency (Rahman, 2018). As the rate of unemployment in a country increases, there will be more people willing to work for minimum wages. In such a case, DHL profits would increase.
[bookmark: _Toc102491900]Social Factors
Being a high-end brand, DHL may not be successful in developing nations or countries in which the biggest proportion of the population belongs to a lower social class to afford DHL services. If a country's population believes more in using products within itself, DHL cannot succeed in such an environment due to the reduced global shipping. Besides, it is important for DHL to understand the online shopping pattern of a country. In a country with a majority of the younger population, a country can be more inclined to online shipping, meaning better business for DHL. On the other hand, a country with an older generation as the majority may not consider online shopping. It is, therefore, necessary to conduct a demographic analysis before investing in a country (Rahman, 2018). 
[bookmark: _Toc102491901]Technological factors
DHL's brand image is based on speed and reliability. As such, it has to be subjected to the betterment of the technology available in order to maintain the name of the brand as well as increase profits. While it may lead to higher costs, it is capable of giving DHL a competitive edge. In the modern days, DHL should seize the opportunity of social media marketing which is easier to improve the performance of the business. Providing a tracking facility for shipped commodities can increase the trust of customers and the reliability of the company. 
[bookmark: _Toc102491902]Legal Factors
DHL must put into consideration the consumer. It should also study the regulations on data protection since it is an important issue because of consumers' security and privacy concerns. There are also laws to protect consumers from fraudulent claims in marketing and quality standards. The company should comply with these laws to ensure employees are also protected regarding their health and safety (Rahman, 2018). Those against employee discrimination should also be considered. There should be a safe working environment for employees and equal opportunities for the workers.
[bookmark: _Toc102491903]Environmental Factors
Weather conditions are critical factors for DHL because it relies on air transport. Transportation can be delayed by bad weather, affecting the expected delivery dates. In addition, bad weather can damage items during shipping. Logistic companies can cause pollution (Rahman, 2018). The vehicles used by the company should be such that they minimise pollution of the environment, a failure in which government and people may lose interest in the company.
[bookmark: _Toc102491904]Effects of Covid-19 on Quality System
The Covid-19 pandemic became wreaking havoc on economies and health economies worldwide when it was least expected. There was a lot unknown about the disease and how to treat it. There was no clarity as to how long the disease would persist and disrupt the economy. The pandemic led to a reduction in global trade and the collapse of international travel. DHL had to speculate about the globalisation future or continents' interdependence. There was economic stress that resulted from the pandemic, opposing globalisation (Li, 2020). 
According to a magazine issue by DHL, the company conducted a survey involving five hundred of its senior decision-makers across several industries. The aim was to know their opinion and understand how the trauma would be felt and how quickly the global flows would rebound. 
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[bookmark: _Toc102491710]Figure 3: DHL Survey Results (DHL, n.d.-a)
From the survey, 63% of the respondents sourcing or operating in global markets said that lockdowns related to Covid-19 were the greatest anticipated challenge prior to the slowing growth of the economy. Most UK and US companies, such as DHL, remained interconnected with the rest of the globe regardless of the pandemic disruptions and trade barriers. 74% of the respondents reported that their firms were very dependent on global business partners. Considering the international market integration, about 90% of the respondents said that the economic recovery of their organisation relied on strong international trade flows for the next year. The majority of the respondents (80%) believed that the profitability of their organisations would increase when some protectionist trade policies of the recent past were done away with (DHL, n.d.-b). Lastly, company executives were very optimistic about global trade travel last year. Half of those interviewed said that their companies were planning to increase international business travel. The chapters of the pandemic unfolded at a speed which saw the World Health Organisation move with a speed that they described as "unprecedented in the history of public health." Ninety days after the virus had spread to most countries, measures have been enacted that saw over ninety countries introduce movement restrictions and strict quarantine protocols (DHL, n.d.-b). There were more than two and a half million new cases reported in over two hundred countries within the third week of April. At the time, nearly two hundred thousand people had lost their lives. There was a short supply of testing infrastructure and equipment.
Other than being a health crisis, the Covid-19 pandemic has triggered much more. It has had effects on the global economy, most of them far-reaching. For DHL Resilience360 CEO Tobias Larson, it has not been easy. DHL Resilience360 is a cloud-based platform that helps organisations protect, track and visualise their operations. Organisations in several global sectors use this platform to manage risk, crisis response operations and continuity planning. According to Larsson on the pandemic's impact, we are seeing disruption like nothing before," he says. "First, you have a situation where companies need to protect their people from a potentially life-threatening disease. Then you have an issue with production and supply capacity because businesses are being forced to shut down if they don't produce essential equipment. And in addition, you have huge demand changes. Some sectors, such as automotive, have seen demand collapse, while businesses supplying products that aid the fight against the virus have seen it increase by as much as 800%."(DHL, n.d.-b).
Larsson adds, "We have seen a number of major natural and man-made disasters over the last decade – from the earthquake in Japan in 2011 to the flooding in Thailand later the same year – which hit the technology sector particularly hard." Larsson anticipates that DHL customers are preparing for an increase in suppliers undergoing financial hitches over the coming months. This has made companies, DHL included, execute the available strategies on resilience, which mostly depend on the ability to shift global production and switch volumes between suppliers in different regions (DHL, n.d.-b). 
Smart logistics strategies are an integral part of the response of several organisations to disruptive events such as Covid-19. The transportation networks around the world have shown they are adaptable in a crisis, with carriers moving assets, rapidly adjusting capacity and altering routes to meet the changing demand. The effects of the Covid-19 pandemic has overwhelmed the ability of logistic companies like DHL to respond. According to Larsson, "In every other crisis, we say that suppliers are the critical link. If they can produce, you can always find a way to deliver.” (DHL, n.d.-b)
DHL’s logistic links have been under unparalleled pressure. During the pandemic, there was a collapse in air travel which wound out half of the normal air cargo capacity in the world from the market. This is because most of the material moves along in passenger flights. Labour shortages and port closures slowed the movement of ocean transport. Trucking firms struggled to get drivers and overcome delays at border points and normal route closure. As Larsson admits, returning services to normal pre-Covid time will take time, even with the governments and operators' efforts to remedy the situation and improve flows. As he says, "Lots of important assets, from vessels to shipping containers, were stranded in the wrong place. Now operators need to try and restore a balance." (DHL, n.d.-a)
[bookmark: _Toc102491905]Marketing Theories
Marketing theories give a better understanding of the needs, goals and motivation of customers. With them, understanding the market of operation becomes easier. The marketing strategy used by DHL can be understood using the Ansoff Matrix. This model was developed as a strategic tool to guide and help businesses make decisions on the growth of the business (Ansoff, 1957). The model offers the business four strategic choices to pick from market development, market penetration, product development and diversification. In its operations, DHL has utilised this tool in making strategic decisions and for growth (Ansoff, 1957).

	Market penetration

The strategy of market penetration is used by companies that aim at growing existing products in markets where they are operational or their brands exist. DHL can achieve this strategy by undertaking the following:
· Increasing capacity of production
· Increasing marketing investment
· Enhancing distribution channel
· Competitive pricing
· Reducing costs of operations
· Acquiring competitors
· Joint ventures and partnerships
	Product development
DHL seeks to expand its growth in existing markets by introducing new products (Chiu et al., 2006). Specifically, the company drives the development of products in ways such as:
· Modifying existing products
· Launching new products
· Research and development
· Strategic partnerships
· Product quality


	Market development

DHL uses strategies of marketing development to facilitate its growth by introducing existing products in new markets (Hussain et al., 2013). The company uses or can use different strategies to achieve this goal:
· Research development
· Regional expansion
· International expansion
· Brand awareness
· New customer segments
· Customer education

	Diversification
This is where the growth and development of a business take place when the firm engages in new markets with new products. It is a critical step that can help companies like DHL to remain competitive, innovative and competent. Diversification can be achieved in:
· Vertical diversification
· Horizontal diversification
· Mergers and acquisitions
· Diversification towards new business.


[bookmark: _Toc102491415]Table 2:Ansoff Matrix
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[bookmark: _Toc102491711]Figure 4: Ansoff Matrix (Daft, 2016)

[bookmark: _Toc102491906]Critical CRM Models
Customer relationship management refers to the process of managing all company’s interaction aspects is has with its customers, including prospecting, sales and service. It is an integrated approach that identifies, acquires and retains customers of a company (Silva & Ilan, 2017). This model helps firms manage and coordinate interactions across business lines, departments and several channels. With the model, organisations are able to maximise every customer's value through interaction, leading to better corporate performance. 
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[bookmark: _Toc102491712]Figure 5: Customer Relationship Management (Silva & Ilan, 2017)
There are three types of CRM: strategic, operational and analytical. The first type is a core business strategy that is customer-centred and that intends to win and keep profitable customers. On the other hand, Operational CRM focuses on automating processes that face customers, such as customer service, marketing, and selling. Lastly, analytical CRM is the process of organisations transforming data related to customers into actionable insight for tactical or strategic purposes (Silva & Ilan, 2017). There are various customer relationship management models, such as the IDIC model, QCI Model and CRM value chain model.
[bookmark: _Toc102491907]IDIC Model
This model stands for identify, differentiate, interact and customise. It was developed by Peppers & Rogers (1995). According to Meyliana et al. (2014), the IDIC model helps to assess customers' expectation and their value to the business. 
	IDIC Model
	Description

	Identify customer expectations

	An organisation that works toward CRM should identify the preferences, wants and needs of customers. According to Ahmadi (2012), this can help to curate new strategies and products that are customer-oriented. According to DHL's supply chain business CEO Scott Allison, DHL has unlocked this step in identifying its customer expectations. According to him, "We are going to be the most customer-focused logistics company on the planet."(Bliss, 2019)

	Differentiate expectations of customers
	As put by Peppers & Rogers (1995), it is critical to differentiate the base of customers into need and value. Such differentiation can help the organisation to strategise and meet the expectations of customers. Value differentiation helps in identifying loyal customers and those that should be given focus. Their feedback concerning the product is helpful and can be used to generate revenue, increase performance and efficacy (Srivastava, 2013). DHL has shifted gears to become a customer-focused organisation. The company has revamped how it communicates its brand’s message in pursuing this course. 

	Interaction with customers
	Interaction with customers helps firms to comprehend the expectation of customers and how they relate to the company's products (Meyliana et al., 2014). Customer interaction based on their needs and value offers a chance for companies to collect wants, opinions and feedback. After Covid-19, DHL has held customer satisfaction surveys to understand what customers think about the brand and what should be improved. A survey conducted in 2020 showed DHL freight has become better despite the pandemic. The survey shows the significance of personal contact with customers and the need for the company to become the go-to choice for customers globally (DHL, n.d.-a).

	Customisation
	After the other phases of the IDIC model, new product and strategy customisations are done. Firms need to customise from customers' feedback. This is important in making critical strategic decisions based on customer reports. In the case of DHL, the company adjusted based on customer feedback and realised the importance of punctuality in the satisfaction of customers. The IDIC model offers a sound framework for organisations to engage customers and work towards meeting their expectations. 


[bookmark: _Toc102491416]Table 3:IDIC Model
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[bookmark: _Toc102491713]Figure 6: IDIC Model (Buttle, 2008)
[bookmark: _Toc102491908]CRM Value Chain Model
This model offers insights to companies on how to develop as well as implement CRM strategies. It was developed by Francis Buttle (Buttle, 2004). The model aims to integrate the internal and external processes of an organisation to create customer value at a profit. Besides, as put by Gummesson (2015), it applies to both business-to-customer (B2C) and business-to-business (B2B) companies of all sizes.
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[bookmark: _Toc102491714]Figure 7: CRM Value chain model (Ernst et al., 2011)
The primary stage consists of two stages, each stage with tools and concepts that help to use the model. The primary stage is aimed at locating the customer; understanding their habits; interacting to establish a relationship; providing customer service. When this stage is implemented correctly, businesses are able to maintain a healthy relationship by serving the desires of the customer and building lasting relationships.
· Customer portfolio analysis: this stage helps identify the target market and develop relevant products and services. Identified customers can add value to the business and result in organisational success.
· Network development: while this process is slow and steady, it helps to engage the needs of the customers at all stages of sales.
· Value proposition development: value proposition with relation to service or product when a company has a broad idea of the needs of customers and what it can do to satisfy customers. At this stage, a business should identify resources, develop the sources and develop products that address the needs of customers.
· Manage customers' lifecycle: customers have a lifecycle in their relationships with businesses. At some point, a person can become a customer and later cease to be. This analysis can help to extend a customer's lifecycle. 
 On the other hand, the secondary stage is the supportive stage which helps businesses to perform and structure their primary operations. This stage has stages of leadership and culture; data and information technology; employees or people; and processes (Kapooria, 2017).
DHL's primary activities are inbound and outbound logistics, marketing, operations and sales. Its secondary activities are the support undertakings that help in the facilitation and coordination of primary value chain operations. These activities include DHL infrastructure, human resource management, technology development and procurement. The company has realised the significance of these activities. The company is always identifying areas where value can be created with minimum cost. 
[bookmark: _Toc102491909]Recommendations
Since this report has majorly delved into understanding and engaging customers, companies can learn from each other without necessarily copying their model of operation. In addressing the customer relationship models, the value chain has proved to be a valuable technique that can help identify critical actions that emanate from producing a quality product with superior customer value. Companies such as DHL should identify areas of creating a value chain in a cost-effective way, processes that can be optimised and a differentiation foundation. Organisations should also learn and prepare because markets have become dynamic and clustered. Besides, competition is a serious threat to any company. Consequently, organisations should perform internal and external analyses to ensure they remain relevant. 
[bookmark: _Toc102491910]Conclusion
There are different models that organisations can adopt in business analysis, customer relationship management and marketing strategies. There is no better model than the other. Successful firms adopt more than one theory. It is also important to appreciate that different models work in different businesses differently. For instance, there are several CRM strategies that organisations can use. While they may be different, these models are supportive and support organisational success. They offer a comprehensive guide to companies to manage their customer relationships. These models are also marred with shortcomings that all organisations should be aware of. For instance, the CRM value chain model suggested by Buttle does not consider competitors in its analysis. This shortcoming can be addressed by using another CRM model, such as the IDIC model, which addresses this drawback. This should also apply to marketing strategies and internal and external analysis models.
[bookmark: _Toc102491911]
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