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Part 1.
[bookmark: _Toc212375828] Summary
Eurokyl Logistic Ltd is a small business in the UK that specialises in moving general goods. It has 10 employees and two depots. The organisation puts a lot of effort into making sure customers are happy and delivering on time. It has good service reliability, but it has problems with SMEs, such as not being able to integrate with digital systems and competition from bigger logistics companies. This research uses SWOT, PESTEL, and Porter's Five Forces to look at Eurokyl's strategic position. It also suggests ways for the company to grow using the Ansoff Matrix and Porter's Generic Strategies. Mendelow's Matrix and the RACI chart are used to look at what stakeholders expect. Digital adoption, service diversity, operational efficiency, stakeholder engagement, sustainability initiatives, and customer journey optimisation are some of the suggestions.
Eurokyl Logistic Ltd is a UK-based small and medium-sized enterprise (SME) specialising in general freight and logistics. Operating two depots and serving both business and private clients, the company has built a strong reputation for punctuality, reliability, and customer focus. However, Eurokyl faces challenges typical of SMEs, including limited digital capability, competitive pressure from larger logistics providers, and growing customer expectations for technology-driven transparency.
This report examines Eurokyl’s current strategic position and its approach to innovation through the Innovation Ambition Matrix and Customer Journey Mapping. The findings reveal that while Eurokyl’s core operations are efficient, there are major opportunities to digitalise customer interactions and enhance operational visibility.
A Digital Customer Portal is proposed as a transformational initiative, allowing online booking, live tracking, and post-delivery engagement. The analysis demonstrates that this initiative is desirable, viable, and feasible for Eurokyl, aligning directly with its mission to deliver freight “on time, every time.” The portal will not only streamline operations and reduce costs but also strengthen customer loyalty and brand differentiation, positioning Eurokyl for sustainable growth within the evolving UK logistics sector.



[bookmark: _Toc212375829]1. Introduction
Providing general freight services together with scheduled deliveries, Eurokyl Logistic Ltd. is a company that operates within the logistics sector in the United Kingdom. Freight contracts with small and medium-sized firms and local companies are the source of its revenue. Strong customer loyalty is fostered by the company's ability to provide service that is centred on the customer and to arrange deliveries in a manner that is properly timed.
The UK logistics and freight industry is undergoing significant transformation, driven by digitalisation, sustainability requirements, and post-pandemic changes in customer expectations. According to Logistics UK (2024), over 70% of small logistics providers have begun adopting digital management tools such as GPS tracking, automated invoicing, and customer portals. Digital visibility has become a key differentiator for logistics firms, as 82% of business-to-business (B2B) clients now expect real-time tracking and automated service updates (Statista, 2024).
Economic conditions remain challenging, with rising fuel prices and inflation increasing operational costs across the supply chain (McKinsey & Company, 2024). In parallel, sustainability regulations and customer awareness are pushing logistics firms to adopt greener practices, such as route optimisation and low-emission vehicles (UK Government, 2023).
From a consumer perspective, both business and private customers value speed, convenience, and transparency. Digital booking systems, online customer service, and loyalty programmes have become central to customer retention strategies (Deloitte, 2023). For SMEs such as Eurokyl, integrating these technologies offers not only improved efficiency but also stronger brand competitiveness in a market dominated by national and global carriers.In this environment, innovation is essential. Eurokyl’s future growth depends on its ability to expand beyond operational excellence toward customer-centric digital innovation, blending reliability with seamless, tech-enabled service experiences.
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2. Current Strategic Direction and Goals
Vision: To be the most dependable and customer-centric general goods provider in the UK. 
Mission: Deliver goods on time, every time, while providing excellent customer service and operational efficiency.

Objectives:
· Maintain 98% on-time delivery rate.
· Expand client base by 20% over 3 years.
· Implement digital logistics solutions.
· Explore warehousing and e-commerce support.
[bookmark: _Toc212375831]
3. Environmental Scan and Competitive Positioning
[bookmark: _Toc212375832]3.1 SWOT Analysis
[bookmark: _Toc212375833]Strengths: They are always on time, have good relationships with customers, have two depots, and offer flexible service. 
Weaknesses: a small workforce, not many people using digital tools, relying on the local market, and not much marketing. 
Opportunities: partnerships with small and medium-sized businesses, demand for timely deliveries, and the use of logistics technology. 
Threats: competition from national providers, rising fuel costs, changes in the law, and a downturn in the economy.

3.2 Value Chain Analysis
· Inbound logistics: Vehicle and depot scheduling.This involves organising vehicle availability, planning depot timetables, and coordinating incoming shipments so that resources are ready when needed.
· Operations: Freight handling, route optimization.Covers the practical movement of goods, including loading, unloading, and arranging the most efficient routes to cut down on travel time and fuel use.
· Marketing & Sales: Client management and local advertising. Focuses on managing relationships with clients, building a local presence through targeted promotion, and developing approaches to attract new customers.
· Service: Customer support and loyalty programs. Includes handling customer enquiries, resolving issues, and running loyalty or retention initiatives to maintain strong long-term relationships.
· Technology: Minimal, potential for GPS and scheduling software. Currently used on a small scale, but there is room to introduce tools like GPS tracking or automated scheduling systems to support smoother operations.
[bookmark: _Toc212375834]3.3 PESTEL Analysis
Political: UK transport regulations, Brexit adjustments. Rules around UK transport keep shifting, especially with the lingering changes from Brexit, and companies have to keep adjusting to stay in line with them.
Economic: Rising fuel, inflation. Fuel costs and general price rises are putting extra pressure on budgets, making day-to-day operations more expensive than they used to be.
Social: Demand for reliable deliveries. People now expect deliveries that actually turn up when promised, so reliability has become something customers look for straight away.
Technological: Opportunity for logistics software. There’s a clear opening to bring in better digital tools—things like smarter routing or logistics systems—that could make the work run more smoothly.
Environmental: Pressure to reduce fleet emissions. Transport firms are being pushed to cut down on emissions, meaning cleaner vehicles and greener practices are becoming harder to ignore.
Legal: Compliance with transport and labour laws. The business has to keep on top of transport rules and employment requirements to avoid running into problems with regulators
[bookmark: _Toc212375835]
3.4 Porter’s Five Forces
Threat of new entrants: Medium.
Supplier power: Medium.
Customer power: High.
Threat of substitutes: Medium.
Industry rivalry: High.
[bookmark: _Toc212375836]4. Strategic Growth Choices
[bookmark: _Toc212375837]4.1 Ansoff Matrix
Market Penetration: Strengthen client relationships.
Product Development: Warehousing, tracking, same-day delivery.
Market Development: Expand regions, e-commerce logistics.
Diversification: SME partnerships for integrated supply chain.
[bookmark: _Toc212375838]4.2 Recommended Strategy
[bookmark: _Toc212375839]Product Development and Market Development: Add warehousing, parcel tracking, and e-commerce logistics. Uses operational strengths to reach more customers and grow in a way that lasts.
4.3 Strategic Frameworks
Porter’s Generic Strategies: Differentiation via punctuality and personalized service.
Bowman’s Strategic Clock: High-value, premium reliability position.

[bookmark: _Toc212375840]5. Stakeholder Analysis
[bookmark: _Toc212375841]5.1 Key Stakeholders
Customers: Reliable service (High power/high interest).
Employees: Job security, fair workload (Medium power/high interest).
Suppliers: Timely payment (Medium power/medium interest).
Owners: Profitability and growth (High power).
Regulators: Compliance (High power/low interest).
[bookmark: _Toc212375842]
5.2 Mendelow’s Matrix
· High Power/High Interest: Customers, Regulators.
· High Power/Low Interest: Owners.
· Low Power/High Interest: Employees.
· Low Power/Low Interest: Suppliers.

[bookmark: _Toc212375843]5.3 RACI Chart
		Task
	Responsible
	Accountable
	Consulted
	Informed

	Implement GPS tracking
	Operations Manager
	Owner
	Employees
	Customers

	Launch warehousing service
	Owner
	Owner
	Employees, Customers
	Suppliers

	Expand e-commerce logistics
	Owner
	Owner
	Employees
	Customers, Suppliers

	Marketing campaign
	Marketing Lead
	Owner
	Employees
	Customers







[bookmark: _Toc212375844]6. Customer Journey Map – Eurokyl Logistic Ltd
	Stage
	Customer Goal
	Customer Actions
	Eurokyl’s Touchpoints
	Customer Emotions
	Pain Points / Challenges
	Opportunities for Improvement

	1. Awareness
	Find a reliable logistics provider in the UK
	Search online, ask for referrals, visit Eurokyl’s website or social media
	Website, social media, online reviews, word-of-mouth
	Curious, cautious
	Limited online presence; lack of digital ads
	Improve website SEO; run Google Ads; post testimonials

	2. Consideration
	Compare Eurokyl with competitors
	Request quotes, compare pricing and delivery terms
	Email/phone contact, quotation form, sales call
	Interested but evaluating
	Limited service info online; manual quote process
	Add online quote calculator; clear service comparison

	3. Booking / Engagement
	Secure transport for goods
	Book freight service via phone/email
	Booking confirmation, invoice, delivery scheduling
	Confident but expects clarity
	Manual booking, potential miscommunication
	Create online booking portal; automated confirmations

	4. Delivery & Service Experience
	Receive timely and safe delivery
	Eurokyl collects, transports, and delivers goods
	Driver interactions, delivery tracking, proof of delivery
	Satisfied if on-time; anxious if delayed
	Lack of real-time tracking
	Add GPS tracking app with live updates; proactive alerts

	5. Post-Delivery Support
	Ensure satisfaction, resolve issues
	Provide feedback, request invoice copy, report issues
	Customer service, after-sales email, follow-up call
	Appreciative if responsive
	Reactive rather than proactive support
	Implement post-delivery surveys; loyalty rewards

	6. Relationship & Loyalty
	Build long-term partnership
	Re-book, refer others
	CRM system, loyalty discounts, newsletters
	Loyal and trusting
	Infrequent engagement post-service
	Launch client retention program; periodic updates
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Eurokyl’s customer journey is built around reliability and personal relationships, but lacks consistent digital integration across key touchpoints. The most significant pain points are manual communication, slow quotation processes, and limited online visibility — all of which reduce efficiency and transparency.
While customers perceive Eurokyl as dependable, modern expectations increasingly prioritise digital self-service and real-time tracking (Deloitte, 2023). Addressing these gaps offers a direct pathway to innovation. The next stage of this report (Part 2) proposes a Digital Customer Portal to convert these weaknesses into strategic advantages, transforming Eurokyl’s service from operationally efficient to digitally empowered and customer-driven.

Insights:

[bookmark: _Toc212375845]• Key Strength: Being reliable and on time builds loyalty. 
• Weakness: Not enough digital and marketing presence. 
• Chance: Set up a customer portal with features for tracking, booking, and giving feedback.

7. Key Strategic Recommendations
• Digital Integration: GPS tracking, route optimisation, and automated scheduling. 
• Service growth: warehousing and logistics for e-commerce. 
• Operational Efficiency: Depot optimisation and performance monitoring. 
• Stakeholder Engagement: Talking to clients and employees on a regular basis. 
• Measures for sustainability: cars that use less fuel and practices that are good for the environment. 
• Customer Experience: Create a digital customer portal that includes systems for tracking, booking, and giving feedback.


Innovation Ambition Matrix – Eurokyl Logistic Ltd

	Innovation Type
	Focus Area
	Description
	Customer Journey Link
	Examples / Actions
	Expected Outcome

	Core Innovation (Horizon 1)
	Service Process Improvement
	Enhancing existing logistics operations to improve punctuality and reliability.
	Booking → Delivery & Service
	- Implement digital booking portal 
- Introduce live GPS tracking 
- Automate delivery confirmations
	Higher customer satisfaction, reduced delivery errors

	Adjacent Innovation (Horizon 2)
	New Services for Existing Markets
	Expanding service offerings that complement current freight services.
	Post-Delivery → Relationship & Loyalty
	- Launch warehousing and short-term storage 
- Offer e-commerce logistics 
- Develop loyalty/CRM system
	New revenue streams, increased retention

	Transformational Innovation (Horizon 3)
	New Business Models / Technology Integration
	Creating entirely new logistics solutions or business models.
	Awareness → All Stages
	- Adopt AI route optimization 
- Partner with green vehicle fleets 
- Build Eurokyl mobile app for end-to-end service visibility
	Sustainable growth, digital transformation, stronger market position
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Eurokyl’s innovation portfolio is currently weighted towards Horizon 1 (core innovation), reflecting its focus on punctual delivery and customer service reliability. However, competitive pressures and digital trends in the UK logistics sector demand greater emphasis on Horizon 2 and 3 innovations.
By expanding into warehousing, e-commerce logistics, and AI-enhanced routing, Eurokyl can transition from operational efficiency to strategic agility. This approach aligns with Nagji and Tuff’s (2012) argument that sustainable growth arises from balancing core stability with adjacent and transformational innovation.
The introduction of the Digital Customer Portal centralises Eurokyl’s communication, booking, and tracking functions into a single, user-friendly system.Customers now benefit from end-to-end transparency, faster service delivery, and consistent interaction — all essential factors for loyalty and competitive differentiation in the logistics sector (McKinsey & Company, 2024). From an operational perspective, automation reduces administrative workload, while the data captured through the portal supports predictive planning and customer relationship management.
Overall, this redesigned journey transforms Eurokyl’s business model from one focused purely on operational reliability to one defined by digital innovation, customer empowerment, and strategic resilience.


[bookmark: _Toc212375846]Part 2.
[bookmark: _Toc212375847]1.Introduction.
The improved customer journey analysis is in line with the company's goals for innovation in all areas, including core, adjacent, and transformational. A digital booking portal and GPS tracking are two examples of core innovations that improve Eurokyl's current freight operations and make service more reliable. Eurokyl's strong service base makes it possible for new revenue streams and stronger client relationships to grow through related opportunities like e-commerce logistics and loyalty systems. Last but not least, transformational opportunities like a dedicated mobile app and AI-driven route optimisation could completely change Eurokyl's business model and how it competes. The innovation goal and the redesigned customer journey work together because they all include desirability (creating value for customers), viability (strategic and commercial benefits), and feasibility (practical technological implementation). This makes sure that digital transformation is not just a dream, but also a strategic goal that can be reached in practice.
[bookmark: _Toc212375848]
Desirability, Viability and Feasibility Analysis
[bookmark: _Toc212375849]For a digital transformation project to work, it needs to find a balance between what people want, what businesses can afford, and what is technically possible. This is how Eurokyl Logistic Ltd can look at the proposed digital initiatives (online booking portal, GPS tracking system, customer app, and loyalty platform):
1. Desirability – Meeting Customer Needs
Eurokyl's main strength is that it is known for providing timely and dependable service. But customer journey mapping has shown that booking, tracking, and post-delivery engagement can be hard. Customers of modern logistics, especially small and medium-sized businesses, are expecting more and more:
· Seamless self-service booking rather than manual calls or emails. Instead of relying on phone calls or long email chains, customers should be able to sort out their bookings quickly through an easy self-service system.
· Real-time delivery visibility via GPS tracking. Deliveries ought to be trackable in real time, letting customers see where their items are without having to chase for updates.
· Proactive communication in case of delays. If something slows the delivery down, the customer should hear about it straight away rather than discovering it at the last minute.
· Personalised loyalty incentives to encourage repeat business. Offering tailored rewards or loyalty perks can help keep regular customers coming back.
[bookmark: _Toc212375850]The digital booking portal and live tracking system directly address these unmet needs, which builds trust with customers, lowers their anxiety while travelling, and makes the whole experience better. Eurokyl strengthens customer relationships and keeps them longer by making interactions easier to understand and more open.
2. Viability – Business Value and Strategic Fit

Digital transformation fits well with Eurokyl's goal of being "the most reliable and customer-focused general goods provider in the UK." The projects help the company reach its growth goals of increasing its customer base by 20% over three years and making its operations more efficient.
 Effect on Revenue: A digital portal and loyalty program can bring in new small and medium-sized business (SME) clients by making things easier for them to use. This will help Eurokyl compete better with bigger logistics companies.
 Cost-effectiveness: Automated confirmations and updates in real time cut down on manual administrative work, allowing staff to focus on more important tasks.
  Brand Positioning: A modern digital interface makes Eurokyl look like a fast-moving,          tech-savvy small business, which sets it apart from other companies in the very competitive logistics industry.The initiatives therefore generate measurable commercial value while reinforcing Eurokyl’s market positioning.
Eurokyl ensures that the digital transformation deliver measurable strategic value.
Improvements in customer experience translate into stronger retention and brand differentiation, while process automation drives internal efficiency.
The Learning & Growth perspective encourages staff development and embeds a continuous improvement mindset, ensuring that employees can fully utilise new digital systems.
Finally, the financial metrics validate the commercial viability of the initiative, providing clear evidence of return on investment and operational savings.
Together, these indicators demonstrate how Eurokyl’s digital transformation contributes directly to sustainable growth and long-term competitiveness in the UK logistics market.
3. [bookmark: _Toc212375851]Feasibility – Operational and Technological Capability

As a small business, Eurokyl needs solutions that are both cost-effective and scalable. The good news is that the necessary technologies are easy to find and use without having to make major changes to the infrastructure:
• You can add GPS tracking to your current third-party logistics software. 
• You can make online booking sites with modular, cloud-based platforms. 
• A simple mobile app or web dashboard can show customers when their orders are being delivered and when they can book. 
• Training staff and rolling out the new system in stages will make sure it goes smoothly.
This means that Eurokyl has the resources and operational capacity to make the digital transformation plan happen.
[bookmark: _Toc212375852]📊 Measuring impact and Success
To ensure the initiative delivers tangible results, Eurokyl should measure:
• Customer satisfaction and Net Promoter Score (NPS) before and after the project. 
• Shortening the time it takes to process bookings (goal: -40%). 
• The rate of on-time delivery (keep it at 98% or higher). 
• More customers stay with the company because they sign up for the loyalty program. 
• Digital touchpoints are responsible for the growth of new client acquisition.
To make sure the project is delivering the improvements Eurokyl is hoping for, it’s worth monitoring a handful of indicators that reflect both customer experience and internal efficiency. One of the most telling measures will be customer satisfaction and the NPS score, taken before the changes roll out and again once the new system has been in use for a while. Comparing these results gives a straightforward sense of whether customers genuinely feel the service has improved.
It’s also important to pay attention to the pace of day-to-day operations. If the time needed to handle and confirm bookings drops noticeably — ideally by around 40% — that would show the new approach is removing unnecessary steps and making life easier for both staff and customers. Alongside that, Eurokyl should keep an eye on the reliability of its deliveries. Holding the on-time delivery rate at roughly 98% or higher would suggest that the operational side of the business is coping well with the new processes rather than being disrupted by them.
Another useful sign of progress is customer loyalty. If more clients decide to stay with the company and sign up for the loyalty programme, it gives a good indication that they’re happy with the service and see real value in continuing the relationship. And finally, it’s worth checking whether the updated digital tools — such as online booking or tracking — begin to account for a growing share of new customer sign-ups. A rise here would show that people find the digital journey convenient and trustworthy enough to choose Eurokyl over other providers.
Taken together, these measures offer Eurokyl a rounded picture: how customers are reacting, whether the project is strengthening the business financially and strategically, and how smoothly the operational side is running behind the scenes.

Eurokyl can use these KPIs to get a clearer picture of how well the project is being received by customers, whether it makes strategic and financial sense, and how smoothly it can be delivered in practice.


		Stage
	Customer Goal
	Customer Actions
	Eurokyl’s Touchpoints
	Customer Emotions
	Pain Points / Challenges
	Opportunities for Improvement
	Desirability (Customer Value)
	Viability (Business Value)
	Feasibility (Operational Capability)

	1. Awareness
	Find a reliable logistics provider in the UK
	Search online, ask for referrals, visit Eurokyl’s website or social media
	Website, social media, online reviews, word-of-mouth
	Curious, cautious
	Limited online presence, lack of digital ads
	Improve website SEO, Google Ads, post testimonials, active social content
	Builds trust and brand visibility before first contact
	Attracts new SME clients, increases qualified leads
	Low-cost digital marketing campaigns, basic SEO upgrade

	2. Consideration
	Compare Eurokyl with competitors
	Request quotes, compare pricing and delivery terms
	Email/phone contact, quotation form, sales call
	Interested but evaluating
	Limited service info online; manual quote process
	Online quote calculator, detailed service comparison, chatbot for FAQs
	Easy access to pricing and services increases likelihood of conversion
	Higher conversion rate, improved sales funnel efficiency
	Cloud-based quoting tools are affordable and easy to implement

	3. Booking / Engagement
	Secure transport for goods
	Book freight service via phone/email
	Booking confirmation, invoice, delivery scheduling
	Confident but expects clarity
	Manual booking, potential miscommunication
	Launch online booking portal with automated confirmations
	Customers get control, clarity, and reduced wait time
	Less admin time, increased booking accuracy
	Feasible with off-the-shelf logistics booking software

	4. Delivery & Service
	Receive timely and safe delivery
	Eurokyl collects, transports, and delivers goods
	Driver interactions, delivery tracking, proof of delivery
	Satisfied if on-time; anxious if delayed
	Lack of real-time tracking
	Add GPS tracking with live updates, proactive delivery alerts
	Reassures customers, reduces delivery anxiety
	Reinforces reliability reputation, boosts customer satisfaction
	Integrating GPS via third-party fleet management software is affordable and scalable

	5. Post-Delivery
	Ensure satisfaction and resolve issues
	Provide feedback, request invoice copy, report issues
	Customer service, after-sales email, follow-up call
	Appreciative if responsive
	Reactive rather than proactive support
	Automated post-delivery surveys, loyalty rewards, customer service chatbots
	Encourages ongoing engagement and satisfaction
	Builds stronger client retention and repeat business
	Survey tools and loyalty systems can be integrated into existing CRM systems

	6. Relationship & Loyalty
	Build long-term partnership
	Re-book, refer others
	CRM system, loyalty discounts, newsletters
	Loyal and trusting
	Infrequent engagement post-service
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8. Conclusion
Eurokyl Logistic Ltd can grow in a way that lasts by being on time, putting the customer first, and running things efficiently. Digital integration, a wider range of services, and getting stakeholders involved will help the UK logistics sector stay competitive and strong.
Eurokyl Logistic Ltd has built a reputation in the UK logistics sector for reliability, punctuality, and strong customer relationships. However, this report has demonstrated that maintaining competitiveness in a rapidly digitalising market requires more than operational excellence. The analysis of Eurokyl’s innovation portfolio through the Innovation Ambition Matrix revealed a business that is currently strong in core innovation but underdeveloped in adjacent and transformational activities. By extending its focus to digital service expansion and technology-driven transformation, Eurokyl can secure a stronger and more sustainable market position.
The Customer Journey Mapping exercises have highlighted that while Eurokyl delivers dependable service, the customer experience lacks digital integration, resulting in inefficiencies and missed opportunities for engagement. The proposed Digital Customer Portal directly addresses these weaknesses, providing a comprehensive solution that enhances transparency, speed, and convenience. Through the introduction of online booking, live GPS tracking, and automated feedback mechanisms, Eurokyl can meet rising customer expectations and build long-term loyalty.
Furthermore, the inclusion of a Balanced Scorecard framework ensures that the digital transformation remains strategically grounded, measuring progress across customer satisfaction, internal efficiency, learning and innovation, and financial outcomes. This multi-dimensional approach aligns digital initiatives with Eurokyl’s overarching mission: to deliver freight on time, every time, with exceptional customer service and operational efficiency.
In conclusion, Eurokyl Logistic Ltd’s path to sustainable growth lies in embracing digital innovation as a strategic enabler. By investing in technology, empowering its workforce, and maintaining its customer-first culture, Eurokyl can evolve from a reliable regional operator into a modern, agile, and data-driven logistics partner—well-positioned to thrive in the competitive landscape of the UK logistics industry.

[bookmark: _Toc212375854]
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