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                                   Introduction

In business field, some organisations use strategic management to attain their objectives and goals. This means that organisations have to manage their resources, analyse competitive environment and implement strategies .
 The aim of this report is to appraise the strategic direction and analyse the internal and external environment of a company called DHL-trade team which needs to implement strategies for sustainable growth
Specialised in drink distribution, DHL- trade team is a branch of DHL, one of the largest logistics society in the world. It was created in 1995, and considered today as the number one logistics provider in the UK delivering the major UK’s breweries, pubs, restaurants and supermarkets. With a nationwide network of more than two thousands employees across the country and six hundred vehicles, the company has fifty millions items picked and delivered every year, including four million wines and spirit cases. Since 2004 and for years, DHL-trade team develops a strategy of continual improvement and forty millions invested in systems and assets for its overall services to reach an excellent quality service through internal training and recruitment. 
In the first chapter a diagnostic of the company current strategy direction  will be made. In the second chapter PESTEL and SWOT analysis will be provided. And a stakeholder analysis will be done on the third point. In the fourth chapter strategic growth options will be discussed and a sustainable strategy(chapter 4) with recommendations will be provided (chapter5). And before concluding this present report we will discuss the competitors reactions about the new plan and how the company should deal with in chapter 6
  






1- DHL-Trade team current strategy direction
In this chapter the study will focus first on the mission, the vision and the objectives of the organisation. And in second part, the use of Porter’s 5 forces will help to appraise this current strategy.
A- mission, vision and objectives at DHL-trade team
Vision statement is considered as what an organisation wants to become in the future and mission statement shows how people or organisations do to achieve this one or how to achieve those objectives by completing day to day tasks. And vision and mission are important in directing goals, approach and by determining the company business. In this way at DHL-Trade team mission expresses its existence itself. Indeed, making customers, employees and investors even more successful, showing  always respect while achieving high scores (dhl.com). In this organisation those mission statements well used by the management allow to unleash employees commitment and improve organisational performance. Other mission statements like facilitating and simplifying the lives of customers  and contributing to make the world better could move DHL-Trade Team to attain its goals and objectives. Goals and objectives which are connecting people every day to improve their lives, not only delivering drinks but delivering prosperity, transport health and feeding development and bringing joy. Being a backbone of trading by providing everything that needs to be delivered is another objective to reach as a logistics company. And if the mission is important, the vision at DHL- Trade team must be considered as an essential part of strategic management. As a branch of DHL, the company develops the same vision which is to be a logistics company to which people will return by being their first choice not only by delivering their shipments, but also as an employee or an investor. This inspirational vision shows the reason for existence of the company, source of motivation of employees and helping to be understood by third parties, and finally giving hope during tough times in the life cycle of the firm.
Important in strategic management process, mission and vision allow to define the aspirations of an organisation but according to some authors some missions may not affect organisation performance. According to Bartkus ( 2008 ) some missions statements define only the core values of the firm and contain common elements and do not influence behaviour, and not having impact on actions. However, other people think that some missions can improve firm performance ( Alavi,2009 ), and this is the case at DHL-trade team where mission statements gives employees good understanding of their daily activities and the benefits of their work. This create a long term commitment and big investment in the culture of the organisation. So, using a strategic management tool like porter’s five forces model could help to determine the organisation current strategy.
B- DHL- Trade team Porter’s 5 forces Analysis
Created by Michael E porter in 1979 this model is considered as a strategic management tool that allow to understand and analyse the competitive landscape ( porter,1980). It has five forces : threat of new entrants, bargaining power of suppliers, bargaining power of buyers, threat of substitute products or services, rivalry among existing firms. This chapter will analyse each one of these forces used by DHL- trade team in the industry in which it operates.
B-1 Threat of new entrants
DHL-Trade team is not facing a big threat in this business of drinks distribution. Indeed, the product differentiation is very important in this sector where the company propose a different way of logistics by focusing only in drinks for supermarkets and pubs. The company is also developing a good customer service and advertising which make the threat of new entrants less important even the access to the distribution channels is easy. Also government policies through legal requirements and strict licensing sometimes makes difficult the entry of new firms. Innovation helps also the company to maintain its customers and build a big brand  by spending on marketing and diversifying its services.
B-2 Bargaining power of suppliers
DHL-Trade team is facing with a big number of suppliers inside UK and outside the country. This means that the company has no control of the prices and gives the bargaining power of suppliers a big force. And the products provided by suppliers are not standardised because any supplier has its own differentiate drinks. For the company there are no other substitutes, and to resolve that problem, it must multiply and develop close relationships with suppliers mostly those abroad in the aim to purchase at a low cost.
B-3 Bargaining power of buyers
In this sector where there many suppliers and few logistics companies operating in drinks distributions, DHL-Trade team has a big control over pricing due to low competition. Indeed, buyers have limited firms to choose and this gives the bargaining power of buyers a weaker force and difficulty to switch. The quality of the service also push customers with less price sensitive to make frequent purchases. And to attract more buyers, DHL-Trade team has to improve more its service, develop its marketing and its cost advantage by attracting new buyers with low-income.
B-4 Threat of substitutes
Facing with few substitutes in the industry in which it is operating, the company has a maximum profit and make the threat of substitute services a weaker force. Not specialised on transporting drinks, many other logistic companies even they have high quality are also so expansive contrary to DHL-Trade team. This means that customers do not want to switch to substitute services. So, the firm must concentrate on giving greater quality at a small price, and through market research providing customers wants by differentiating services from other logisticians, and allows buyers to see those services as unique.
B-5 Rivalry among existing firms
There are not many competitors in the sector where the company is operating. Lot of them like Parcel force one, UPS, Amazon, Royal Mail, Yodel, DPD…, even they are big logistic companies they are not specialising on drinks transport. This make the rivalry among existing companies a very weak force because they cannot engage any competition to become market leaders and gain position. In this sector, DHL-trade team is growing every year and continue to dominate its rivals and always focus to attract new customers from existing firms.
Throughout all those information gathered from this porter’s five force analysis, an understanding of the different factors helps to conclude that the weaker force detected from competitors means greater profitability for the company and can be used in further strategic planning.
2- External and internal analysis of DHL-Trade team.
In this chapter, a wide analysis through different and important environmental scanning tools will be used to identify opportunities and threats of this company.
A- PESTLE
A-1 Political factors
As a drinks logistics service provider, DHL- Trade Team to be feel safe and investing in  the company should be protected by the government laws and policies in their intellectual properties. Taxation, tariffs and trade policies, import export restrictions sometimes affect the firm interest in developing its business. The minimum wages fixed in the country could determine also further chances of survival of the company.
A-2 Economic Factors
The covid 19 pandemic has created economic crisis and putting the country through inflation. During this moment, the buying power of many customers has decreased causing loss of profit for the company. Doing also importations for many alcohol and wine drinks, higher exchange rates with an unstable currency would impact on growth negatively. So, DHL-Trade team in such situation is not willing to invest.
A-3 Social Factors
Having generally customers like supermarkets, restaurants, bars and pubs, and people liking to use more drinks from overseas such as champagne from France and  lot of wine drinks from south America, the firm must increase the international shipping. But, because of Brexit this is become very difficult due to customs barriers. Also, the population wants  more to do online shopping which will increase the business and push the firm to adapt itself in this new situation.
A-4 Technological factors
In this world of speed and reliability in delivery, the company must invest in new technologies to increase its profits and maintain the brand name even if the costs are very high. And to improve the business performance, DHL-Trade team has to invest on marketing in this today’s era dominated by social media. Also to create more trust from customers, the tracking of the shipped products must be facilitated. 
A-5 Legal factors
Even the company has improved employee protection laws for safety and health and discrimination, the company must give equal opportunities to all its workers. Protecting security concerns and consumers privacy is very important to be conform with data protection regulations and consumer protection laws in the country.
A-6 Environmental factors
Intervening in the logistics area, to be efficient as a transportation company, DHL-trade team must be affected by some environmental elements. Indeed, the bad conditions of the weather could create lot of delays in delivering products. The company must also invest more on electric cars to reduce the pollution to the environment if it does not want to lose customers who want more green interventions.
B- SWOT Analysis
As we know, SWOT analysis evaluates the strengths, weaknesses as internal factors and opportunities and threats as external factors. This analysis helps DHL-trade team to do a benchmark to its competitors regarding the business and its performance.
B-1 strengths
The company as a branch of DHL is considered in this specific industry of logistics number one delivering drinks and wines. Also having a good supply chain management with fast delivery in all UK. The firm has developed recently a strong e-commerce logistics solutions to adapt in new technologies. A customer trust and a weak rivalry allows it to fix good price.
B-2 Weaknesses
The company is always in staff needs because the job is heavy and people tend to leave after few months. Also bad reviews of workers on working conditions do not help and can influence customers on their purchasing. Big losses of profit can be noticed due to broken bottles in warehouses and accidents on the roads. Lack of insurance liability, lack of continuous training are the weakest point for the company.
B-3 Opportunities
The company is learning a lot from competitors which allow it to extend more its network  by implementing new warehouses all around the country. Developing also  employee cooperation helps to the survival of the company which tends to invest more and more in future logistics trends and creativity.
B-4 Threats
DHL-trade team is facing always to frequent natural disasters or bad weathers due to climate change, and this affect the company performance. The same when happen some diseases pandemic like Covid 19 which push the firm to reduce or even stop its job. High fuel prices sometimes become threats and impact on growth. Supply chain attacks and  in e-commerce affect the company in protecting private data of its customers.
C-VRIO
Considered as a internal analysis tool for case and business situations, VRIO is used to develop competitive strategies related to the firm strengths and resources. In this specific case of DHL-trade team, VRIO allows to try to respond in four questions: the question of value to know if a resource enable the company to exploit an environmental opportunity or to remove external threat. This helps to develop, grow and expand its brand image, the relationships with suppliers and customers. And innovation is a valuable resource to benefit from the environmental opportunities and to face threats.
 The question of rarity means that only few organisations control that resource. In this environment, the company poceeds some rare competencies helping it to build a competitive advantage. Indeed, the national presence with a developed organisational culture are created a higher competitiveness in the market place. Risks assessments and identification of potential opportunities allow to take actions and get more benefits from.  
The question of imitability means that  the resource could be duplicate. The company gives to its customers the quality of the products and delivered on time. Also present in many locations throughout the country allows a rapid accessibility of its different services. And to maintain a long term competitive advantage, marketing communication, pricing and customer experience are an inimitable resource for DHL-trade team.
 And at the end the question of organisation if the company is organised to support the exploitation of the resource throughout its procedures and policies. In this industry no competitor can use these resources because developed uniquely for the firm. The financial strength, the technological advancement and integration, the employee training and investment in research and development allow it to exploit resources effectively.
After this assessment through the VRIO, DHL-trade team must be considered as a firm which get sustained competitive advantage.
3- Stakeholder analysis

The stakeholder analysis, in this specific case will help to understand who are the main people and group of people having influence and power over the decisions made by the company. Freeman in his definition about stakeholder, think that any company need to identify its key stakeholders before formulation and implementation of a new strategy. The stakeholder analysis allow to know the internal and external stakeholders, their influence and power in future strategic decision making. In this study, expectations of the stakeholders, their power and how they could be managed by DHL- trade team will be widely evaluated.
A- Main stakeholders
At DHL-trade team, stakeholders are divided in three categories: the internal stakeholders who generally work within the firm with different roles and responsibilities. Among them we have employees, managers, administrators, drivers…The connected stakeholders who are the suppliers, the owners of the bars and pubs, various customers, creditors like banks, restaurants and supermarkets. The external stakeholders like local authorities, government, medias, competitors, regulators…
B- Power and influence of stakeholders.
To analyse the power and influence of the company, the Mendelow matrix will be used to place each stakeholder into four categories in the aim to consider the interest and the power to influence the actions of the business.
                                        DHL-trade team Mendelow matrix
	High power/ Low interest
(government, local authorities, regulators…)
Keep satisfied
	High power/ High interest
( managers, administrators…)
Actively engage and manage closely

	Low power/Low interest
(medias, general public, competitors…)
Minimal effort
	Low power/High interest
(employees, drivers, restaurants, pubs, banks and creditors,…)
Keep informed



Throughout this grid map based on power and interest, important stakeholders such as managers and administrators need to be managed closely because investing time and resource to influence the work become effective and efficient. Those stakeholders need to be well informed and have interest to make the business successful. Their power come from their position and their social relations give them the influence. However stakeholders with low power and  low interest like medias, competitors and general public need to be monitored with minimum effort. In another hand government, local authorities, and regulators must be kept satisfied because having high power and low interest. In the same level stakeholders with low power and high interest (employees, customers, banks, drivers…) should be kept informed to avoid arising issues.
Therefore DHL-trade team tends always through regular assessments to improve stakeholder engagement by creating long term partnerships. Within consultation, formal dialogues, communication and information, the company tries to improve trust and better understanding of the stakeholders expectations and issues. Valuable feedbacks from different stakeholders allow also to have appropriate responses in future strategies to implement.
4- Strategic options
In a company like DHL-trade team, strategies could be noticed at the operational level, tactical and at the corporate level. And the top management has to choose strategic options which sometimes take time to fulfil but with great impact on the organisation. Within a limited time scale and a medium impact, the operational level even important is not decisive for the company. So, using a strategic tool like the Ansoff model to understand the current and future services offered, the current and future market to serve, the best approach will be chosen for the long term strategy in relation to the market growth for the company. Market penetration, product development and diversification will help to discuss possible strategic growth for DHL-trade team.
                                
  
                             DHL-trade team  Ansoff matrix
	Market penetration:
-Increase production capacity
-Increase marketing investment
-Enhanced distribution
Competitive pricing
Reduce operational costs
-Partnerships
( Less risk)
	Product development:
-Modifications to existing products
-Launch new products
-Research and development
-Strategic partnerships
-Product quality 
(risk)

	Market development:
-Research and development
-Expansion
-New customer segments
( Risk)
	Diversification:
-vertical diversification
-horizontal diversification
-diversification towards a new business
(more risk)



A- Market penetration
Used by some businesses, market penetration strategy helps to know the growth of their existing products in the market. In this specific case of DHL-trade team increased production capacity allow to become more effective and efficient by reaching more customers. The company must also invest more in advertising and marketing and engage a better communication to penetrate more the existing market. Exploring new ways of distribution could help the business to be more innovative and reach other customers inaccessible before. And to get a competitive advantage, the firm must have a political pricing in the aim to increase sales and consequently increase penetration, and also trying to reduce its operational costs. Developing leverage with a diversified distribution channels and supply chain and concluding partnerships and joint ventures help to access groups and segments in the market. To facilitate its market penetration, the company must also identify new characteristics in existing products to increase consumption.
For the company there is less risk because the market already exist and it needs only to be inside.

B- Market development
Investment in research and development (RD) should help the company to identify new markets by understanding better consumer behaviour. Expanding also the brand all around the cities of UK by taking in account product and service marketing and the methods of consumption. So, DHL-trade team has to adapt its ways of doing business by using new technologies to cut costs and minimise delivery delays. This will help to explore new consumer segments and allow expansion and growth. And the firm must focus in the new online market by delivering people purchasing from home. Also environment sustainability could help to gain new customers who are regarding about the planet preservation.
C- Diversification
To be competitive and innovative, DHL-trade-team as a business must focus on diversification which will give it development and growth. Therefore, the company has to seek new markets by proposing new products and new ways of delivery. Vertical diversification allows to launch under existing products, new similar products. Horizontal diversification gives the possibility for DHL-trade team to launch products different from the existing products. Or the firm can also choose to change and engage in a new and different business. The other way is to enter in new business by acquiring companies which could help it to diversify customers with new services and products.
D- Sustainable strategy
In this analysis of the different strategic growth options, the focus for the company should be made on the market development. Indeed, for its long-term future and to make the organisation survive from coming competitors, DHL-trade team must invest in RD to become more innovative and reducing costs by avoiding losses during processes in its warehouses. The company should find the way to automate the picking and the packing of different wines and spirits, and consequently diminishing the presence of non-important staff  handling the products. In the same way creating an online application or website could help to allow people from home to order drinks, and this will develop and reinforce customer experience.
The firm should also be more involved in environment sustainability by using electric cars. Must customers do not want to buy some products made or delivered by some companies because they are polluting a lot. It is the case for many of them doing logistics and delivery which release carbon dioxide all the time.
6- Strategic recommendations
In this chapter some strategic recommendations to implement market development options will be provided and see how they can be implemented. A analysis tool such as SAFe (Suitability, Acceptability, Feasibility) matrix will help to Know how the company could reach this objective. And also scanning roles in DHL-trade team allow to understand how decision-making should vary in levels (strategic, tactical, operational) operating in different timescale.
                                               SAFe matrix
[image: Text

Description automatically generated with medium confidence]
A- Strategic level
In this competitive environment where transformations are rapid, the company like DHL-trade team must adapt itself to survive and increase its competitive advantage. Therefore the top management needs to implement long time planning. In this long time planning implementing a progressive switch of old cars to new electric delivery cars will be the first step to accomplish because helping to reduce footprint carbon and save the planet. In another hand, entering in force in e commerce will allow deep penetration in this new and innovative market. The firm must also increase investments in  RD and recruitments of new talented and trained workforce to reinforce the changes needed in processing, to open new more warehouses in different localities and become more close to customers. But to reach those objectives, it needs to inform all the stakeholders due to their influence and power because some resistance to change from employees could be noticed and may have bad impact on the public. That is why in this case change in leadership style is very important, and appropriate style can help to carry out the strategic goals by having the confidence and support of the staff included managers…
B- Operational level
In this level of decision making, the company must take in account the needs of people and do everything necessary to be at the range of some competitors which doing one day delivery. And to be competitive DHL-trade team must replace an important part of its workers by robots in the process of picking and packing. The remaining staff will be given new skills for maintenance and drivers trained in new ways of delivering for more efficiency.
C- Tactical level
Operating between the top management and the bottom management, people in this level are responsible to drive and attain the strategic goals and objectives to implement. It is called also the resource based strategy. The aim is to create synergy and focus on coordination to give more motivation to workers and help them to accept all the future strategies changes formulated by the business. Because motivated and skilled employees deliver exceptional quality ( dhl.com). So, the management of change, human resource issues, organisational aspects and control could be very important at this state of strategy implementation. Indeed, having capacity of negotiations could help the company to cancel the fear of the new changes and make workers adapt the strategy and participate in future sessions of training.                                          
                                                 
                                        DHL-trade team Strategic  Options
	
	Option 1
	Option2
	Option3

	Suitability
	8
	7
	8

	Acceptability
	9
	6
	5

	Feasibility
	5
	6
	6

	Total
	22
	19
	19



At the lecture of this grid, it is clear that the new strategy needs to be implemented because suitable. Indeed, the scan of the environment, expectations and capabilities factors and different techniques used to analyse the business allow to understand the firm’s specific needs. And if the company’s strengths are used and difficulties overcome, the goals fixed could be achieved.
The strategy is also  acceptable by measuring the returns. and risks. Returns from stakeholders expectations related to the strategy which could be financial or non-financial. Indeed, the main strategic objectives meet the customers’ expectations because those new changes will help to get more efficiency and competitivity in the market. The risks are also measured in term of financial losses and strategy failure  to make the future implementation possible. 
And very important for the success of an implementation, feasibility shows the business resources, abilities and aptitude to face future investments on changes. As a branch of DHL, the company can have guarantee to obtain and integrated all the resources necessary and needs for the implementation and the strategy be financed. In another hand, DHL-trade team must reinforce the skills of its manpower to face new changes coming. With a big experience on human resource management, it needs only some training sessions for the workforce  to do basic work in new equipment and recruiting more skilled people like engineers to inspect and control devices, systems and machinery. The management power must also be reinforced. However some resistance can be noticed.
The first resistance could come from some employees who are not ready for the new changes because thinking that the skills required to adapt in this situation are very high. Doing the maintenance or make running robots demand high specialisation they can get in weeks or months of training. And in another part the consequences could be losses of job which create a big fear and resistance to allow implementation of those strategies. So, employees must embrace the vision of the company and be engaged to facilitate the implementation of the strategy.
 For the different customers and suppliers of the firm, the resistance to change is at the minimum level or quasi inexistent. Indeed, restaurants ,pubs, supermarkets, pubs, bars would only receive their orders delivered in good conditions and on time. The big resistance should come from creditors like banks which can be reticent to finance those changes. And it will be very difficult to convince them to give the required resources if they think that the strategic objectives are for the long-term and the loan and interests may be very high to support and the final results not insured.
7- competitors reactions
In this specific case, understanding the response or the reactions of its different and direct competitors will help the company in its strategic implementation . So, DHL-trade team must consider competitors reactions in its strategic decisions. Implementing new strategies could make the company successful and active in the market and positioning the business in good place regarding networks and resources. And identifying well competitor’s reactions allow to render the strategy a success and could push the rivalry to do the same thing or changing their own strategy to increase their sales and gaining a market share. 
In some case cooperating with competitors will be a great chance for the company. Indeed, in a strategic partnership, a firm like AMAZON number one in logistics could allow the use of its network as a distribution platform for its different products. Also, the firm must always adjust strategies and implementing new ones to tackle threats to its competitive advantage.
















 


                                               
                                                          Conclusion

During all this study, we tried to explain the strategic management of DHL-trade team, a branch of DHL which allows us to understand better and appraise its current strategy throughout its mission, vision and objectives. And analysis through Porter’s five force has helped us understand the threat of new entrants, the bargaining power of suppliers, threat of substitute, and rivalry among existing firms. The same about PESTEL and SWOT analysis to identify opportunities and threats in internal and external environment of the company. VRIO helping to scan the value of the resource, its rarity, its imitability and the organisation. And at the end using Stakeholder analysis gave us the possibility to evaluate the expectations of the different stakeholders with their power and influence which impact in the  implementation of the strategy. Thereby, market development chosen as a sustainable strategy among others could be considered as a strategic growth option to secure the long-term future for DHL-trade team. And those recommendations will be implemented by studying the suitability, the acceptability and the feasibility of the this business strategy. However some stakeholders could have some resistance and also some competitors reacting badly, but the company must find adapted solutions.
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