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DHL UK is a part and parcel of the larger Deutsche Post DHL Group, which is one of the most recognizable and influential logistics conglomerates in the world. In the United Kingdom, the company has created a market lead in the various logistics sub-sectors such as delivery of parcels, freight, contract logistics, and global express services (Wei et al., 2022). DHL UK serves a wide range of industries including retail, healthcare, automotive, aerospace, e-commerce, technology, and manufacturing, so it is a key driver of business processes and competitiveness on the market.
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[bookmark: _Toc213810225]Figure 1: DHL LOGO
The UK infrastructure of the organisation is so vast and includes strategically placed distribution centres, high efficiency automated sorting centres and a fleet of transport which serves the whole of the country and makes delivery quick and efficient (Avşar and Pelit, 2025). DHL Express deals with time-sensitive international deliveries, DHL Parcel UK is dealing mainly with domestic and cross-border e-commerce logistics, DHL Global Forwarding deals with multimodal transportation, and DHL Supply Chain with integrated warehousing and fulfilment as well as supply chain optimization (Al-Dabbas, 2024). The combination of these divisions makes DHL a flexible, innovative-based logistics company with a high emphasis on operational excellence, digitization, and end-to-end customer experience.
The industry in the UK is an extremely competitive logistics market with other players with DHL, including DPD, UPS, Hermes (Evri), Royal Mail, and Amazon Logistics. This is consolidated by its ability to meet the changing demands of customers in the rapidly changing B2B and B2C market through technological investment, strong brand reputation, and ability to adapt to the changing market expectations (Fernandes et al., 2023).
[bookmark: _Toc213807271]1.2 The Significance of Logistics in UK Economy
It is in the logistics industry that the UK economy is inseparable because it enables the flow of goods in and out of the country to the supply chain by ensuring the movement of products continuously. It supports the backbone of key sectors such as retail, food distribution, healthcare, construction, and manufacturing and makes sure that the businesses can obtain materials, keep inventory flows, and satisfy the demand of consumers quickly (Auzina-Emsina et al., 2023). The logistics sector contributes more than 2.5 billion pounds to the national GDP each year and is currently one of the largest employers in the UK, which is why it makes it one of the most important industries in the country.
With a more globalised and digitally connected economy, it is the role of being a mediator between production and consumption, facilitating both local and international relations between trade (Anoyrkati, Avarello and Famiglietti-Pipola, 2022). The changes in regulations after Brexit have increased the significance of effectiveness according to customs processing, resilience planning, and cross-border coordination. In this regard, the logistics sector is the focus of stability and competitiveness of any business in the UK, as well as enhancing economic recovery, innovation uptake, and sustainable growth (Teske et al., 2022).
[bookmark: _Toc213807273]1.3 Strategic Significance of Innovation in Logistics
Innovation today is a key factor in competition and long-term performance in the logistics industry. With the increasing customer demands and requirements in terms of speed, visibility, and flexibility, logistics companies are forced to use advanced technologies and data-driven decision-making to improve the quality of services they provide. In the case of DHL UK, innovation has been found to be a tool for increasing the efficiency of operations, shortening lead times, and enhancing accuracy of delivery (Lawrence and Mupa, 2024). It also assists in cost saving and sustainability goals, which are vital in an industry that is characterized by slim margins and environmental concerns.
The new technology of artificial intelligence (AI), machine learning, robotics, and the Internet of Things (IoT) has changed the logistics environment. Much smarter and more agile logistics can be accomplished through automated warehousing, real-time tracking, predictive maintenance, and adaptive routing systems (Gomaa, 2024). These innovations can assist organisations to predict demand changes, optimisation and reaction to network failure with more accuracy.
Moreover, innovation is essential to boost customer trust by improving the level of transparency, as well as providing personalised delivery experience. It also establishes the difference between the market leaders and the competitors in a fast-changing industry (Lin, Lin and Wang, 2022). Therefore, logistics innovation cannot be simply described as a technical improvement but a strategic need to survive, develop and lead.
[bookmark: _Toc213807274]1.4 Purpose of the Assignment
The main purpose of the assignment is to assess the existing innovation strategies of DHL UK through the prism of existing analytical frameworks and suggest a specific digital transformation project that would significantly increase the performance of the organisation and customer satisfaction (Attah, Ogunsola and Garba, 2023). The assignment uses the Innovation Ambition Matrix to evaluate DHL distribution of incremental, adjacent, and transformational innovations in the first place. This discussion offers information on how DHL spends its resources and technology on various innovation horizons.
Subsequently, a Customer Journey Mapping (CJM) model is used to explore the end-to-end customer experience of DHL with major touchpoints, pain points, and areas to improve the service (Omoush, Al-frejat and Masa'deh, 2024). Customer Journey Mapping assists in identifying the gaps in the communication process, monitoring visibility, reliability in deliveries, and the returns process, which are the areas where strategic refinement can have great effects when it comes to customer satisfaction.
Using these two analyses combined together, the study will present a full digital project known as the Real-Time AI Route Optimization and Live Customer Tracking Ecosystem (Basiru et al., 2023). The proposed solution will use AI and live data analytics to streamline delivery routes, enhance precision, provide dynamic communication, and provide a more transparent and smoother customer experience. Finally, the suggested initiative will enhance the competitive position of DHL UK, sustainability, and long-term digital transformation.
[bookmark: _Toc213807275]2. PART 1- ORGANISATIONAL INNOVATION ANALYSIS
[bookmark: _Toc213807276]2.1 The Innovation Ambition Matrix has been applied 
Agreement with Nagji and Tuff (2012) Matrix is based on the following reasons.
Innovation Amatrix by Nagji and Tuff, (2012) classifies innovation into three levels namely Core, Adjacent and Transformational innovation depending on the extent to which they alter prevailing markets and capabilities (Kilari, 2022).
· Core Innovation puts its attention on the incremental enhancement of the current services or processes.
· Adjacent Innovation enters new markets or uses the capabilities that it must cater to new customers (Ghodake et al., 2024).
· Transformational Innovation reinvents industries through the development of new breakthrough technologies or new ways of doing business altogether.
In the case of logistics companies, a balanced innovation portfolio is important to balance the risk and be sustainable in the long term. Excessive focus on the core innovation can bring short-term efficiency but constrain the ability to respond to the arising disruptions (Keskar, 2024). The Innovation Ambition Matrix, therefore, offers an organized approach to the evaluation of the DHL balance and strategic focus on innovation within the scope of operational, technological, and environmental aspects.

[bookmark: _Toc213807277]2.1.2 Classification of DHL Innovations by Category
	Innovation Example
	Category
	Description

	Sorting automation in hubs
	Core
	Robotic arms and AI-driven scanners to accelerate sorting accuracy.

	IoT parcel sensors
	Core
	Real-time condition monitoring for high-value or sensitive parcels.

	Same-day delivery expansion
	Adjacent
	Service diversification to capture growing e-commerce demand.

	Green fleet investments
	Adjacent
	Deployment of electric and hybrid vehicles for sustainable transport.

	Autonomous/robotics trials
	Transformational
	Use of self-driving vehicles and robotic couriers for last-mile delivery.

	Cross-border e-commerce solutions
	Adjacent
	Integrated platforms to simplify customs and global shipping.

	Drone delivery pilots
	Transformational
	Autonomous aerial delivery in rural or high-demand zones.
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Source: Self-generated
2.1.3 Critical Innovation - Customer Value and Operational Efficiency.
The innovations that DHL focuses on are mostly aimed at the development of operational excellence. The automated sorting systems and real-time scanning of parcels at major UK depots have been introduced by the company, minimizing the number of human errors that could be made and enhancing throughput (Mithas et al., 2022). Tracking technologies and software used in route planning are being improved in an incremental fashion, which guarantees increased speed and reliability. Such efforts result in a great increase in customer satisfaction rates, as packages become more predictable and with clear updates. Core innovation strengthens the image of DHL in the UK market that is characterized by accuracy and reliability (Mutale and Mutono-Mwanza, 2024).
[bookmark: _Toc213807279]2.1.4 Adjacent Innovation Market Extension and Capability Leverage.
DHL has managed to enter the healthcare logistics sector, offering pharmaceuticals and medical supplies (temperature-regulated storage and delivery). The acquisition of digital parcel lockers and cross-border parcel hubs widens the reach of DHL in the e-commerce segment (Mincė, 2024). These new innovations are based on the current logistic strength and networks of DHL with the aim of serving a broader range of customers and expanding value by diversifying services and connecting the world.
[bookmark: _Toc213807280]2.1.5 Transformational Innovation Redefining Logistics through Technology and Sustainability.
DHL has been transformed into innovating its logistics with the use of new technologies and sustainable solutions that have been shaping the logistics environment. The experiments of the company with drone deliveries, autonomous vehicles, and green hydrogen trucks can be viewed as a strategic endeavor to transform logistics according to future needs (Rudnik et al., 2025). In addition, the resources of DHL are invested in the development of AI-based predictive logistics, which allow optimizing routes in advance, distributing resources, and predicting demand. Such radical initiatives do not only minimize carbon emissions but also make DHL a worldwide pioneer in the new generation logistics (Samambet and Khouangvichit, 2025).
[bookmark: _Toc213807281]2.1.6 There is a balance of the Innovation Portfolio
A critical evaluation reveals that DHL has a high emphasis on efficiency in the operations that provide reliability and consistency. Nevertheless, transformational projects, despite being highly effective, are still in the pilot phase and might not enjoy the same funding and organisational attention as the rivals such as Amazon Logistics that invest massively in robotics and AI automation (Binkert and Husseino, 2024). As much as the balanced strategy at DHL reduces the risk, more investment in high-impact, and scalable innovations could improve the competitive advantage. Under customer view, core improvements have become the most common realisation of most benefits instead of transformational services (Nicoletti and Appolloni, 2025).
[bookmark: _Toc213807282]2.2 CUSTOMER JOURNEY MAPPING
[bookmark: _Toc213807283]2.2.1 Customer Journey Mapping and the Theory Introduction.
Customer Journey Mapping (CJM) is a tactical tool that represents visualization of the actions followed by the customer in the process of interaction with the services offered by a company (Chakma, 2024). Basing his logic on the Service-Dominant (SD) Logic, CJM acknowledges the idea of value being created together between the customer and the provider, suggesting that the latter is present in numerous touchpoints, including physical (delivery centres), digital (apps, websites), and human (couriers, customer service) ones. CJM is mandatory in logistics to determine areas of friction that impact on satisfaction and loyalty (Degirmenci, 2022).
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2.2.2 Current DHL UK Customer Journey
	Stage
	Key Touchpoints
	Customer Actions

	Awareness
	Website, advertisements
	Explore DHL shipping options

	Booking Shipment
	Online portal, mobile app
	Schedule parcel pick-up

	Tracking
	App, email, SMS notifications
	Monitor parcel location

	Delivery Day
	Courier interaction, delivery alerts
	Receive parcel

	Post-Delivery Support
	Feedback survey, customer service
	File complaints or reviews


The multi-channel system used by DHL provides visibility of all stages, but integration inconsistencies may impact the real time accuracy.
[bookmark: _Toc213807285]2.2.3 Customer Experience Analysis at Journey Stages.
The customer journey analysis has revealed some pain points and gain points that define the experience of using the service by DHL UK. Such insights will show areas of operational strengths and those that could be enhanced digitally or procedurally to be more aligned with customer expectations (Ahmad et al., 2022).
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[bookmark: _Toc213807661][bookmark: _Toc213810227]Figure 3: Customer Journey Map
Source: Self-generated
Among the major customer pain points, discrepancy in tracking updates across various DHL systems and platforms can be mentioned. Customers can experience inconsistencies in the status of the parcel or slow update when they utilize the mobile application, the site, or the tracking portals that are offered by the retailers (Raj et al., 2024). Such inconsistency may lead to confusion regarding the time delivery is expected and will cause less confidence in the accuracy of the platform.
The other significant source of frustration is the lack of on-time deliveries and the possibility of having a few redelivery hours. In case customers are not available at home during the delivery attempt, re-scheduling of delivery may be rather limiting, especially in cases where the alternative delivery slots may not be compatible with the work schedules or personal engagements (Yellanki, 2023). This problem influences convenience and may cause constant delivery failures, which increases dissatisfaction.
Another source of pain is associated with the lack of courier location visibility in real time. Although customers are becoming increasingly demanding of live tracking, like ride-hailing or food delivery apps, the current system offered at DHL is not always giving them the actual courier movement but just estimated time windows (Dzreke, 2025). This imprecision is a source of uncertainty, anxiety, and unwarranted waiting.
Moreover, the customers sometimes get the delay notifications, which are too late, or not detailed enough concerning delay causes. Such generic updates have the potential to decrease transparency and undermine the general flow of communication during the delivery process (Mmedo et al., 2025).
Although these are the pain points, DHL UK provides several good gain points which improve customer experience. Among the most notable is the exceptionally stable network of deliveries provided by DHL that leads to high delivery success rate. This business predictability builds customer confidence and makes DHL a reliable logistics company (Rahman, Zamil and Hoque, 2025). The effective booking and payment systems of DHL also give advantage to the customers as they offer a convenient interface and straightforward navigation when making shipments. This ease makes the experience of pre-delivery smooth and easy.
In addition, the sophisticated sorting facilities and computerized processes of DHL provide quick transit of parcels across the network. Such efficiencies have the effect of making the organization process quicker and enables DHL to retain competitive delivery speeds particularly with express packages and e-commerce packages (Hoang and Le Tan, 2023). Lastly, the long-developed brand reputation and presence of DHL on a global scale produces an automatic feeling of trust and professionalism. DHL tends to be viewed as a high-quality logistics company, which has a positive effect on customers and predisposes them to use the services (Ghobakhloo et al., 2024).
[bookmark: _Toc213807286]2.2.4 Emotional and Behavioral Dimensions
DHL UK does not only have a functional customer journey, but also an emotional and behavioral reaction that contributes to the perceived quality of service. The customers develop a lot of anticipation and anxiety as they wait for the delivery of their parcels, especially when the goods are urgent, valuable, or when they are related to certain events (Horne and Furnham, 2023). This emotional tension is also enhanced when the process of tracking information is incomplete or vague.
Late deliveries are the usual trigger of irritation and inconvenience because the customer might be forced to reschedule or travel to receive the goods. Such negative feelings may also build up particularly when the communication is not timely or when the redelivery is of limited options (Kim, 2022).
On the other hand, efficient and timely delivery results in relief, satisfaction, and positive brand connectiveness. Customers are more emotionally trusted in the service when the parcels arrive at a better time than anticipated or there were effective communication and proactivity (Sakas, Kamperos and Terzi, 2022).
Modern customers are becoming more demanding regarding their desires of transparency and control, behaviorally. They anticipate that they will have a chance to monitor their packages in real time, make changes in delivery options dynamically, and be informed about all the stages of the delivery process proactively (Brylla and Walsh, 2022). This change is indicative of more general tendencies in digital consumer behaviour, in which immediacy and visibility are viewed as part and parcel of service excellence.
[bookmark: _Toc213807287]2.2.5 Hypothetical Unification: Service-Dominant (SD) Logic and Touchpoint Theory.
Service-Dominant (SD) Logic and Touchpoint Theory integration offer an effective conceptual model that can be used to comprehend how DHL UK delivers value in customer experience within the customer journey (Iacobucci et al., 2022). Within SD Logic, value is created in a multi-directional relationship between DHL and its customers, i.e. both the organisation and customers actively contribute towards the service experience. In the case of DHL, this entails delivery of the correct information in time, flexibility in delivery and dependability of operations. The value is created when customers interact with such services, tracking parcels, choosing points of delivery, or expressing preferences (Cheong and Law, 2022).
Touchpoint Theory also emphasizes the role of every interaction causing the lent effect of customer perceptions on the entire journey. These touchpoints in the DHL case are digital (mobile applications and tracking portals), human (courier communication), and automated (email updates or sorting centre work) (Stephan et al., 2022). Good, steady touchpoints build up faith and contentment, and disturbances, especially in a peak moment such as delivery day can disproportionately affect the whole impression of the customer of the service.
The association of SD Logic to Touchpoint Theory allows DHL to find the opportunities to combine digital, human, and automated factors into a smooth and integrated customer experience (MacEachen et al., 2022). Their future competitive edge in the more customer-centric logistics environment can be enhanced with better touchpoint connection, a high level of communication, and innovations that would enable real-time tracking of the value co-creation process.


[bookmark: _Toc213807288]3. PART 2 - PROPOSED DIGITAL TRANSFORMATION INITIATIVE
[bookmark: _Toc213807289]3.1 Proposal Overview: AI Route Optimization + Live Customer Tracking Ecosystem in Real Time.
The offered project will combine AI-enhanced route optimization with real-time customer monitoring to establish a complete open logistics system. The technology uses real-time GPS, IoT sensors, and AI analytics to efficiently optimise delivery routes in real-time according to traffic, weather, and customer availability (Veluru, 2023).
This innovation would also respond to some major pain points in the CJM limited visibility, failed deliveries, customer anxiety by having accurate, live courier tracking, flexible schedule, and predictable arrival times (Archana, 2025). This is a strategic move to increase operational efficiency and fuel savings and customer satisfaction and strengthen the market leadership of DHL.
[bookmark: _Toc213807290]3.2 Blueprint for Innovation
People
To operate the upgraded system, DHL needs to educate drivers, warehouse employees, and the customer services representatives on the use of the AI dashboard and effective communication with the customers (Ajayi, 2025).
Process
The new system will easily coordinate with the existing databases of routing and tracking DHL, automatically correcting the routes of delivery and informing customers about the delivery process using mobile applications (Gul and Khan, 2024).
Technology
The platform includes:
· Description: a machine learning optimisation service that processes huge volumes of data.
· Smart cars send live positioning and parcels information.
· The improvement of mobile apps that would enable customers to see the courier routes, schedule the delivery time, and reroute packages (Chabel and Ar-Reyouchi, 2023).
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[bookmark: _Toc213807662][bookmark: _Toc213810228]Figure 4: Proposed System Architecture
Source: Self-generated
Governance
To guarantee the safety of the customer data, DHL will introduce stringent data privacy measures, GDPR regulations, and cybersecurity frameworks. The risk management plans will reduce technology interference during rollout (Ojadi et al., 2024).
Implementation Roadmap
1. Pilot Phase (6 months): Test in big cities (e.g., London, Birmingham).
2. Assessment Period (3 months): Evaluate user feedback, performance indicators.
3. Scaling Phase (12 months): Go international (UK network) (Gheorghe and Soica, 2025).
4. Full Adoption (24 months): Globalize.
Enhanced Customer Journey:
Customers will be able to:
· Track couriers live on a map.
· Get delivery time forecasted by AI.
· Change time windows or destinations of delivery, on-the-fly.
· Receive proactive delay warnings.
[bookmark: _Toc213807291]3.3 Measuring Business Impact and Success
Key Performance Indicators (KPIs):
· Improvement in the efficiency of routes (target: +15%)
· Fuel cost reduction (target: −10%)
· Success of the first delivery (target: +20%)
· Increase in customer satisfaction (NPS/CSAT) (goal: +25)
· Decrease in complaints (goal: −30%)
· Reduced carbon footprint (goal: -15)
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Source: Self-generated
[bookmark: _Toc213807292]Measuring Success and Business Impact
	Key Performance Indicator (KPI)
	Description
	Target Improvement

	Route Efficiency Improvement
	Measures optimisation of delivery routes and travel time
	+15%

	Fuel Cost Reduction
	Tracks savings from more efficient routing and fleet use
	−10%

	First-Time Delivery Success Rate
	Percentage of deliveries completed on the first attempt
	+20%

	Customer Satisfaction (NPS/CSAT)
	Evaluates customer experience and service perception
	+25%

	Reduction in Customer Complaints
	Measures decrease in operational or service-related issues
	−30%

	Lower Carbon Footprint
	Reduction in CO₂ emissions through greener operations
	−15%


Impact Analysis
Among the short-term gains are the acceleration of the operations, the minimization of expenses and the augmentation of visibility. The advantages in the long term are the increase of customer loyalty, environmental friendliness, and technological advancement (Samantaray, 2024). This will make DHL a digital first player and ensure its logistics model and organisation is future proof, organizationally.
[bookmark: _Toc213807293]4. CONCLUSION
This assignment presented the Innovation strategy of DHL UK based on the Innovation Ambition Matrix model and Customer Journey Mapping model. The study has established that DHL is established in the core business innovations, the expansion of adjacency to healthcare and e-commerce logistics, and the inquiry of transformational technologies, such as drones and autonomous vehicles.
The customer journey analysis showed both positive, including reliability and reputation, and negative, including poor tracking inconsistencies and flexibility of delivery. To address the shortcomings, the proposed AI Route Optimisation and Live Tracking Ecosystem is a digitisation transformation strategy that would enhance the degree of transparency, efficiency and environmental accountability.
In conclusion, the adoption of digital innovation is not an option but an extension of the strategy of DHL. By adopting modern AI and IoT solutions, DHL UK will be able to reshape customers’ experience in logistics, create additional value with customers, and retain a competitive advantage in a dynamic global market in the long term.
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