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Executive Summary
DHL’s Successful Customer Relationship Management System Implementation to get the expected results and shall critically review some CRM models which shall lead to the discussion of the importance of the models, strengths and weaknesses, an indication of successful applications. A solution to DHL's CRM problem is required to generate an excellent customer experience to have more profit. CRM shall boost the bottom line and could therefore, regulate profitability, loyalty, and overall success. Customer Relationship Management matters because customers are essential for organisation progress. Research shows that improved customer experience drives growth while increasing loyalty. So, since DHL has been practicing for a while and therefore cannot overlook the relationship company has with its customers. SWOT and PESTEL analyses were applied to examine both the external and the internal factors which affect the organisation and its' relationship with the customers.
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INTRODUCTION
The report will include an emphasis on the customer relationships with DHL in United Kingdom. Customer relationship managements' potential benefits, which DHL is enjoying, shall be considered in connection to the covid period where the government is encouraging and promoting social distance to avoid the spread of the deadly virus. A moment in which DHL service to its' clients is at its' apex for most online shopping requires immediate delivery. 
Notwithstanding, the internal and external factors involve in the daily activities of DHL to achieve the company's objective. Internal factors refer to anything within the company that affects business activities, both positive and negative, whether tangible or intangible. These factors are grouped into strengths, weaknesses, opportunities, and threats. External factors on the contrary, are the environmental factors that affect the organisations business. This is very useful in identifying available collaboration partners to gain a competitive advantage for the organisation. The External factors are political, economic, social, technology, environmental, international collaboration, demographics, environment and legal. Especially during this pandemic era (COVID-19), further discussions will elaborate more on the two factors. Moreover, DHL provides services such as eCommerce, management services, warehousing, transport, and integrated services. It is obvious how the organisation engages and understands the needs of customers. The complex nature of global delivery networks such as air-freight delivery, international parcel services, mail services and DHL supply chain (Dhir, 2019).
 The Organisations' Background
DHL is a leading logistics/courier service company with about 400,000 working staff in over 220 countries (Dhir, 2019). DHL provides a wide range of logistics and delivery services within the UK and other international courier services. DHL Express Products make available international door-to-door express pick-up and delivery services of packages and documents for customers, with a guarantee of fast delivery and end-to-end tracking. Further, DHL Parcel Products arrange for standard local and global parcel pick-up, delivery and return services for customers in designated geographies. The Mail Products of DHL offers easy and reasonably priced international postal services to customers with regards to letters and light-weight properties. Likewise, the Same Day Products are the most excellent choice for customer’s mission-critical transnational consignments, providing instant collection and door-to-door delivery within a 24-hour timeframe. DHL provides air freight, ocean freight, road freight and rail freight to customers. In addition, they offer customs services that help customers resolve the complexities regarding their custom procedures. 
One of the competitive strengths of DHL is the shipping embargoes they have over other countries, unlike other delivery companies such as UPS and FedEx. They can reach countries such as Cuba, North Korea, Afghanistan, Myanmar, etc. DHL even has a strong delivery network among the European Union regardless of the political interferences. For the past years, the organisation has had very good customer retention and relations with its clients due to the quality systems and controls initiated by DHL  (Tran, D.T., Wong, W.K., Moslehpour, M. and Xuan, Q.L.H., 2019).
Customer relationship management
Although the principle of customer relationship management is easy to comprehend, its application across wide-ranging means and environments is more abstract. From the perspective of Chatterjee et al. (2020), the concept of customer relationship management regarding organisational issues is not contemporary. Lee, Kim and Pan (2014) suggest that CRM encompasses relations between businesses and their cherished consumers, aids to stimulate loyalty and commitment on those highly esteemed customers and embraces a broad range of organisational activities Chatterjee et al. (2020) opine the phenomenon is advantageous to all stakeholders – investors, employees and customers. The reason has been that maintaining good customer relationships fosters long-lasting relationships among the organisations and their customers, and hence, improves increased performance through the profits and revenues organisations gain. Finally, CRM is defined as the principal business tactic that mixes internal procedures and roles and external networks to create and provide value to customers at a profit. It is based on high-quality customer-related data and permitted by information technology (Buttle, 2009)
CUSTOMER LIFECYCLE
The customer lifecycle comprises three main customer management processes which are customer acquisition, retention, and its' development. These are the three means to regulate how companies find and get new customers, nurture their value to the organisation and hold them for a long time. The key strategic reason of CRM is to achieve profit, and the company's relationships with customers are done in three stages of the customer lifecycle. 
Customer Acquisition: The first stage of the customer lifecycle is customer acquisition. New customers must be attained to build companies. Those lost customers must be replaced. Customer acquisition is constantly the most significant goal during new product inaugurations and at the beginning of a new business. Customer acquisition is the immediate concern of managers who tried to build a valuable customer base. There are basically two kinds of customers. They are either new to the product category or new to the company. Perchance, the best prospects are those who are likely to become tactically substantial customers, but any customer that creates value over and above their acquisition cost is a net contributor (Buttle, 2009). It is likely every company will go after new customers that produce more profit than they consume in acquisition and retention costs. By evaluating customer data, the company is well informed about which projections are most hopeful and which offers to make.
[bookmark: _Hlk81422417]CUSTOMER RETENTION: A customer retention strategy focus on valuable customers by decreasing customer defections, and a customer development strategy concentrate on increasing the value of those customers taken to the company. Just as customer acquisition is engrossed in certain prospects, customer retention and development also concentrate on specific customers. Concentration becomes necessary since not all customers are worth retaining and not all customers possess characteristics for development. It is necessary to maintain the basic reason that CRM efforts on customer retention are to make sure the company keeps relationships with value-adding customers (Buttle, 2009).
Theories Underpinning the Report
Notwithstanding, the internal and external factors affecting the daily activities and objectives of DHL. Each of these analyses provides information on opportunities and threats, strengths, and weaknesses and help the organisation to position itself within other competing organisations in the industry. The results of these analyses, therefore, help managers and strategists of DHL to match the niche areas to be focused on, identify distinctive competence of the organisation, and determine the competitive position the organisation should take to sustain its competitive edge in the industry. Analysis of the internal environment of the organisation of DHL is done using a technique which identifies the Strengths, Weaknesses, Opportunities and Threats (SWOT) Analysis pertain to the organisation. The Political, Economic, Social, Technological, Legal and Environmental (PESTLE) analysis is the most common approach for considering the external business environment. PESTLE analysis describes a framework of macro-environmental factors used in the environmental scanning component of strategic management (Gupta, & Kalan, 2013). 
Strength, Weakness, Opportunity, and Threats (SWOT) 
The SWOT model appraises both the internal (microenvironment) strengths as well as the weaknesses of an organisation and the external (macro environment) opportunities alongside with threats (Sammut-Bonnini & Galea, 2015). According to Waldhani and Dini (2020), SWOT analysis is grounded on the rationality that organisations, in order to remain competitive, must be able to maximise their strengths and opportunities while seeking to minimise their weaknesses and threats. This model recognises the core competencies, resources, skills and competitive advantages inherent in the organisation by utilising some functional approaches to examine reputational factors, marketing strategies, procurement, distribution channels, and innovation etc. Focusing on the competitors' environment – analysing the resources that is available to rival firms-, the business environs – suppliers, product substitution, new entrants, buyers and competitive rivalry - and the general environment enables an organisation to identify its opportunities and threats. Basically, the main aim of SWOT is to enable an organisation base on the knowledge it has regarding its environment, to create its strategy (Waldhani & Dini, 2020; Sammut-Bonnini & Galea, 2015). 

. The organisation has confidence of the competitive advantage it possesses as a business entity over its competitors such as FedEx, UPS and etc. Their products (services), prices, place and promotion are topnotch and these are key competitive drivers edging the business ahead of its competitors. Its comparatively low price and cost of delivery are endearing to the nationwide. Likewise, the nice packaging, in terms of choice of colours and wraps, provided some of which are not provided by other entities; makes DHL the go-to place when one wants to enjoy delivery services to the maximum at a comparatively affordable price.  One of these key strategic positions is to intensify the customer relationship management of the organisation of which DHL takes seriously.                                                                                                                                                                                                                   Political, Economic, Social, Technological, Legal and Environmental (PESTLE)
The ESTLE analysis is that the organisation has to react to changes in its external environment, and this reflects the idea that a strategy requires a fit between the internal capabilities and the external environment, and this makes it necessary for an organisation to react to changes (Sammut-Bonnini & Galea, 2014). The results of the strategic analysis help DHL UK to determine the potential alternatives available to the organisation. Selections of the appropriate strategic choices are made ready for implementation. Therefore, this requires DHL UK to put in place policies with specified programs to ensure the effective implementation of the strategy. This is mostly achieved if the organisation has the appropriate structure, people and leadership to see to the implementation. This requires the integration of the various functional areas in the organisation so that the systems and processes of managing the various multifunctional areas are synchronised with the organisational objectives that have been set earlier. 
In order to effectively undertake business activities, the internal environment must be assessed. Perera (2017) suggests that PESTLE analysis provides a basis for the recognition of both the threats and opportunities that aid in SWOT analysis.
Factors Influencing Organization’s Quality Systems and how Organisation are Dealing with the Situation
The Covid-19 pandemic has had incredible and rapid effects on organisational culture. The worldwide lockdown, travel and tour bans and many others affected corporate interactions. Many employees instead of working at their offices, ended up working remotely, and organisations have discovered that they are able to get most things achieved remotely. Hence, there is no need to travel to the workplace. Working remotely only had little impact on their organisational activities. As organisations make adjustments to their operations in the course of the epidemic and are preparing to recover from the effects, management is recalling and thinking through which of its systems needs to be modified and the ones they need to maintain. The COVID-19 pandemic has given upward push to extraordinary challenges that have affected fundamentally every phase of modern existence. The economic repercussions of the virus had has a consequent effect on many aspects of DHL's activities. During this pandemic era, many economies have slowdown globally. With the economic slowdown, there is an intensified risk of economic contraction and Cybersecurity breaches. DHL is faced with operational restrictions of keeping its employees safe and sustaining customer expectations. Further, DHL in this pandemic is facing an Information Technology and other support services declination because of internal challenges or merchant complications. Moreover, many rules and regulations have been formulated to guide to curb the spread of the virus. The utmost rule that hit most organisations is the lockdown. In this period, almost all organisation activities were shut down by the government. Currently, there is the phenomenon of social distancing.
This worldwide abrupt change requires organisational to take stringent measures so they can recover quickly from its effects. Therefore, DHL UK has aimed to navigate through these issues by applying key strategies such as increasing customer relationship management, technological competencies, improving leadership support, trust in customer relationship management, enhancing organisational environment and environmental characteristics. 
For DHL to still meet its goals and objectives, thus to increase its revenue, decrease expenses, increase customer retention, achieve and maintain outstanding customer service, and expand sales to existing customers, they implement different strategies in relation to their operations and control of their employees. Hence, they ensure they provide a variety of packaging and a friendly environment to their customers. Based on their strategy, they have designed different services that favour different customers' preferences. Among such services are; Express products, Parcel products, mail products and SameDAy Products. These services set them apart from any of their competitors. 
The green-designed program aids both the organisation and its customers moderate the ecological effect of undertaking business throughout the world. The GoGreen Solutions portfolio helps customers to transport efficiently, environmentally enhanced logistics solution supports that make customers quantify and improve their carbon footprint. This is designed to minimise waste, meets manufacturers (customers) responsibilities, and assist them push to a more Circular Economy.

System Supporting DHL’s Quality Processes in Times of crisis like COVID-19
Communication strategy: Whenever an organisation have to reach out to its targeted population, it must continually design a message which is aligned with its value. Furthermore, the organisation should recognise which channel its target market wants to receive the message through (Mihart, 2012). During this pandemic era, DHL cultivates a speedy communications plan and method to encourage and sustain the trust and reputation of customers. Also, they tailored the paramount practice templates and communications materials including WhatsApp, Zoom meeting, Microsoft Teams, emails, and slack, among others.

Due to the COVID-19 pandemic, it has become appropriate for organisations to choose communication channels that best fit them in transferring information to their customers in remote areas. Nonetheless, online communication channels are appropriate as different branches need to communicate different messages to its customers.
The benefit of greater intimacy and loyalty includes improved high tailored problem-solving capabilities and greater adaptation of products and services to customer needs, as well as higher loyalty levels. DHL UK has excelled in building intimacy and loyalty with its customers when they combined detailed knowledge with operational flexibility so they can respond quickly to almost any need of its customers in remote areas. Therefore, social customer relationship management was crucial for DHL UK for a reason being that the internet is one of the most used tools today. Numerous individuals are logging on to the web to carry out their day-to-day activities, which even includes purchasing goods and services. Digital communication channels include Social media (Facebook, LinkedIn, Instagram, WhatsApp, slack )
 Website and Email systems: With the help of these channels, customers easily send their queries and can share their experiences instantly. With that being said, social media, instant phone calls and email systems are platforms of communication channels that offer two-way communication, allowing for feedback and relationship building. Dealing with customers from different backgrounds, there are many ways and approaches DHL UK has utilised to reach out to all of them. Most importantly, providing services to customers who are always eager to get access to any information, it is important for DHL UK to be dynamic. While on WhatsApp, DHL UK directly respond to events and promotions, share their brand with their contacts; and generate excitement in others about their services. Zoom technology provide asynchronous video that increases customer engagement and sustain a sturdy sense of connection (Lowenthal, Borup, West and Archambault, 2020).
Quality Management System Models (QMS): It is a written plan system that ensures the fulfilment of customers' expectations in terms of the required quality. It ensures that all system requirements of the company are satisfied and valid for all business activities (Aized, 2012). DHL is using quality management in models based on wishes, needs and expectations of customers and its differences to the original concept of quality such as quality control, quality assurance and monitoring and have also implemented QMS through the International Organization of Standards (ISO), a set of global standards that offers a pre-defined framework on which companies can build a quality management system. It considers all company operational procedures to explain how quality is managed, monitored, recorded, and checked. 
DEALING WITH ANGRY CUSTOMERS: Customers get rude or angry for a variety of reasons though some are justified, and some are not. According to  (Ku, 2010) how you respond can make the difference between a customer who feels satisfied with the resolution and one who vows never to support the business again. However, DHL has the standards for coping with a tense situation and hopefully resolving it to customer satisfaction. These codes require an employee to remain calm when a customer starts yelling or being otherwise rude; there is nothing to gain by responding in a similar manner. In fact, that may intensify anger so it is better to avoid taking it personally. Staff are trained to understand that the customer is not angry with an individual rather unhappy with the performance of the product or the quality of the service provided. Staff are to use the best listening skills. The first thing an angry customer wants is attention. At this stage, they require someone to listen either for better or worse.  Listening patiently can calm a situation if the customer feels acknowledged in his or her complaint; actively sympathise after the customer vents. Respect and understanding go a long way toward smoothing things over. Apologise gracefully whether the customer's complaint is legitimate or not is irrelevant. A solution is found once the reason why the customer is unhappy is known. 
The complaints management process: Customers complain when they go through a moment where their hopes are not met, or they believe they have been mistreated. Complaints are something that nobody likes, but they cannot be avoided. So, DHL has implemented a policy and process to receive, handle and resolve customer complaints. A positive view of customer complaints accepts that customers who complain are giving a chance to win them back and retain their future value. Complaints also provide data that can help identify and correct, root causes of problems. A successful complaint handling process permits companies to capture customer complaints before customers start scattering negative word-of-mouthof mouth or take their business away. Research suggests that negative word-of-mouth can be very persuasive (Buttle, F.A. 1998). Up to two-thirds of customers who are displeased do not protest the organisation. They may, however, complain to their social networks. Unhappy customers are likely to tell twice as many people about their experience as customers with a positive experience. 
Increased top executive innovativeness: The likelihood of a successful application of any innovative skill in an organisation depends on the attitude of the leadership of the organisation. In this pandemic, some businesses are performing well due to massive deployment of technology. Therefore, in switching almost all business activities online, DH needs to deploy massive technology to support them. This will become reality when the top executives have a positive attitude towards innovativeness and adoption of new technology. For organisations to be conducive in implementing social customer relationship management, the leaders of the organisation should fully support by making available funding as well as motivating its human resource with suitable training (Hameed et al., 2012). In the case of DHL  the management supports the adopting of these communication strategies, hence, provided funds and training. Now, products and service are always within reach of customers, real-time information is provided as these technologies aid quick sending and receiving of information. Further, information reaches almost all target customers as they are compatible in sharing information. Management has also discovered new products and services that are serving different purposes of their customers.

Technological competence: According to (Trainor et al. 2014) technological competence encompasses compatibility, effort expectancy, perceived advantage, and observability. DHL UK has inculcated these skills within their staffs. Therefore, DHL UK benefits greatly by saving time and money. This is because the customers utilise these technologies and derive maximum satisfaction and benefits. Every staff is competent in technologies that are possible to be used by customers, hence, customers also feel relaxed when contacting DHL.  Customers are currently popular on YouTube, Facebook, WhatsApp, LinkedIn, and Instagram. Through technological competence, employees are able to use the organisation’s handle to respond to the needs of customers.
Benefits and challenges of developing and maintaining good customer relationship
Benefits
Unlike in Small and Medium Enterprises, where it is rare to implement customer relationship management (CRM) systems, in large organisations, customer relationship management systems are extremely common. Hence, it is apparent that DHL UK does operate such a system. Studies suggest that an organisation may not employ customer relationship management for numerous reasons. Such reasons are not limited to lack of knowledge regarding customer relationship; lack of resources and expertise to implement customer relationship management systems (Loh, Koo, Ho & Idrus, 2011). Prior literatures have indicated that the benefits for customer relationship vary among industries. The reason has been that, the procedures and technologies relate to customer relations are personalised to specific industry structure (Rust, lemon, & Zeithaml, 2001). However, the study of Reinartz, Krafft and Hoyer (2004) postulate that benefits of CRM do not necessarily differ greatly among countries or industries. But the principal benefits linked with customer relationship initiatives exist across contexts. Basically, incorporating information systems (IS) technology into an organisation's operation improve the values of the business as well as aid them gain a competitive advantage over their competitors, and this forms part of the CRM process. This is so because maintaining good customer relation has the possibility of enhancing competitive capabilities and improving business value (Loh et al., 2011). Coyle et al. (2013) indicate that customer relationship management has the potential of supporting organisations to obtain new customers, retain existing customers and increase their lifetime worth. According to Chatterjee et al. (2020), maintaining good customer relationship is advantageous to all stakeholders – investors, employees and customers. This is because; good customer relationship nurtures long-lasting relationship between the organisation and its customers, and hence, improves increased performance through the profits and revenues organisations gain. Greenberg (2010) suggest that social customer relationship management, a novel concept in organisational functioning and an aspect of CRM, offers effective values to the organisation. Organisations have the capability to create their own customer hub; effectively monitor their customers, analyse the feedback of customers meaningfully, and share the contacts of customers anytime the need arises (Schultz, Malthouse, & Pick, 2012; Chiu, Ip, & Silverman, 2012).
Challenges
Although CRM has saved interest from both practitioners and academicians, customer relationship management continuous to remains a huge investment yielding little profit (Richards & Jones, 2008). Studies have indicated that customer relationship management must enhance business performance; however, that is not the actual case in the real world. The unsatisfactory outcomes from implementing customer relationship management are well-acknowledged in both the academic and business press. For instance, according to Bard, Harrington, Kinikin and Ragsdale (2005), Forrester Research reported cited in 2006 McKinsey Quarterly suggests that about 10 per cent of executives of business and information strongly agreed that appreciable results were obtained from the implementation of CRM.

Recommendation.
 DHL lacks complete liability insurance, which might lead to customer loss, and weaken safety issues. DHL do not have adequate employees to handle global business. Enough employees provide opportunities to meet more service to clients and reduce the workload per employee. The long-term relationship with customer brings win-win situation to both parties, which implies that DHL makes a customer feel comfortable. Meanwhile customer gives chance to DHL to earn economic benefits. To maintain this successful standard DHL should increase their contingent funds to face any future challenges. DHL do not have liability insurance which might lead to customer loss. DHL should create a liability insurance system as quickly as possible. The product and services which do not meet customer expectations are considered as the unmet needs. Therefore, if DHL can improve itself in meeting the unmet needs of customers, which has a great impact on customer satisfaction, then there would be no question DHL is likely to be more competitive in their field of industry. It is required to spread the culture of marketing through relationships based on the existence of long-term relationships with the customer over the assurance to satisfy his/her needs and more concern about quality on the side of each person in the financial institution.
Conclusion
Organisations, when they fully comprehend the environment in which they are operating in can make the necessary adjustment so they can remain competitive for a suitable strategic position in the logistics/courier service industry. During this pandemic era, existing strategies may not effectively and efficiently aid organisations to take full advantage of the situation. Hence, the organisation needs to reformulate new strategies that will help them. DHL assessing its micro and macro environment using PESTLE and SWOT analysis took into consideration adopting new strategies to enable them to adapt to the situation. Both the PESTLE and SWOT helped DHL to analyse the opportunities and threats available to them. 
The worldwide lockdown, travel and tour bans and many others during the COVID-19 affected corporate interactions. Currently, new communication strategies, online training, and development programmes, increased technological advancement/ competence and increased in top executives' innovativeness are the new strategies DHL have adopted. In essence, DHL is aware that it can only provide swift and effective customer service by utilising emerging technologies which is the building block of customer relationship management – technology, firm's strategy, and information system. These strategies have helped DHL to engage their customers in diverse ways. The main mechanism through which organisations can effectively and efficiently engage their customers is through social media. Due to technological advancement in this era, organisations can on daily basis ensure their customers are aware of their products and services as well as sales and other opportunities. Finding ways to engage their customers has stimulated loyalty and commitment on those highly esteemed customers, and this is the main aim of customer relationship management. Although maintaining customer relationships offers substantial benefits to organisations, implementing the phenomenon possess great challenge as organisation first do not ascribe importance to customer relationship management because they have not grasp the strategic role play in their organisational performance.
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