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          Today, companies have demonstrated an increasing need to focus on the concept of supply chain management in the contemporary business environment. While firms in the logistics industry have experienced complex challenges in gaining efficiencies in the supply chain process, increasing technological advancement and business processes reduce these challenge’s complexity. This paper focuses on a critical analysis of DHL’s supply chain and how it operates in a competitive business environment. DHL is one of the world’s largest firms, offering multiple logistics services through its key components like DHL supply chain, DHL Global Forwarding, and DHL Express. Based on these services, the company has discovered effective approaches to help customers expand their global businesses while ensuring they remain competitive and successful. DHL’s execute its logistics activities through air, ocean, road, and rail freights. These service delivery methods provide a faster and ensure the safe delivery of goods to the ultimate consumers. On the other hand, the company’s strategic positioning in the global market as an approach to business success has enabled it to develop marketing strategies that focus on people, product, place, promotion, physical evidence, processes, and price. Based on these strategies, DHL has succeeded in competing with its key rivals like FedEx, UPS, and TNT. 
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Any business depends on how reliable its suppliers are in availing its products and services to its customer base. Ensuring a continuous match between supply and demand cost-effectively is a prerequisite to a business’s success. An organisation’s ability to ensure positive customer relationship and design and sell products and services which best satisfy their needs require a comprehensive analysis of the supply chain. Organisations have demonstrated a rising need to focus on the concept of supply chain management in the contemporary business environment. The concept is fundamental for an organisation’s success in markets with highly competitive pressure, high customer turnover, and low margins (Clark, 2012). While there are complex challenges in gaining efficiencies in the supply chain process, increasingly supporting technologies and business processes has significantly reduced the complexity of these challenges. This paper critically analyses the supply chain for DHL and how the company operates in a competitive business environment. It further examines how DHL positions itself in the global economy, its competitors, cultural factors, and markets, and the impact of globalisation on its businesses. 
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DHL is one of the largest firms which offers multiple logistics services for use by customers worldwide. It is an affiliate of the Deutsche Post DHL group founded by Larry Hillblom, Adrian Dalsey, and Robert Lynn in 1969 in San Francisco (DHL, 2021). Key components of DHL include DHL supply chain, DHL Global Forwarding, and DHL Express. The company has become one of the global leaders in global logistics and express industry. DHL relies on its comprehensive understanding of international and local markets to provide exceptional air freight and ocean shipping, express, ground transportation, and global postal services. Besides, DHL focuses on enterprise information and supply chain about enterprise solution services. Based on these services, DHL has discovered effective and efficient approaches to help customers expand their global businesses while ensuring they remain competitive and successful. 
  DHL’s supply chain offers a network of connection in various activities and processes which produce value through products and services to the ultimate consumers (Kotler et al., 2010). Since effective design is the core to supply chain solutions, DHL has consistently developed innovative solutions to rationalise its activities and operations while improving control. The company’s in-house teams have significantly contributed to the solution development, which has enabled DHL to win contracts and become one of the world’s best logistics companies (Dang, Singh, and Allen, 2021). Based on the team’s solutions, the company has effectively helped customers control the global inbound supply chain to boost international sourcing value. DHL helps customers reduce lead time and related storage costs in managing inventories. Develop a more versatile supply chain to respond to customer demand variations, and offer visibility of the upstream supply chain. 
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DHL acknowledges that customers deserve flexibility in choosing and picking from extensive supply chain alternatives. Since the organisation’s operation is based on the phrase “Our customer’s success is our success,” it listens to customer’s enquiries. It accommodates all types of customers in the bid to offer high-quality solutions (DHL, 2021). According to Dang, Singh, and Allen (2021), DHL divides its customers into segments to deeply understand their life cycle. The customer segments include normal customers, strategic customers, and long-term relationship customers. DHL has developed the best technologies and processes to build a strong corporate relationship with all its customers regardless of the category they fall. While ensuring firm cooperation with all customers is essential for its success, DHL maximises its profits by focusing on long-term relationship customers (DHL, 2021). The organisation offers exceptional customer satisfaction across its affiliate companies to attract more customers. 
DHL focuses on developing a strong customer relationship and an elaborate understanding and knowledge of customer views. This way, the organisation can design specific products and services to fulfil customer needs. Besides, DHL often acts as a dependable partner to customers when needed. As a result, the organisation builds its reputation and develops trust from its customers. Based on DHL’s Global Customer Solutions, the company has successfully created a win-win situation with its customers whenever an issue arises (Dang, Singh, and Allen, 2021). While DHL acknowledges the importance of attracting new customers, it primarily focuses on customers’ needs and preferences to avoid losing customers. Therefore, it widely understands customer clearance and associated services to achieve operational success. 
DHL keenly listens to its customers to determine the relative significance of motivations. Besides, these customers enjoy a safe and short delivery time of products and services. Consequently, the company enjoys customer loyalty from satisfied customers. For instance, DHL Express became the best B2B customer service in Sweden in 2011 due to overwhelming customer trust (Bergman and Klefsjo, 2010). 
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FedEx, UPS, and TNT are the main competitors of DHL. Based on aspects such as the company’s services, safety and insurance, company structure, and the logistics industry’s environmental policies, a comprehensive comparison can be made between DHL and its key competitors (Liu and Wen, 2012). According to Nwokah (2009), understanding competitors is a critical approach to achieving competitive advantage and considerable market share. Although UPS has an absolute advantage in the number of employees, which also increases the operation cost, DHL still offers outstanding service to its customers with a relatively smaller number of employees. On the other hand, while UPS and FedEx have succeeded in providing absolute liability insurance, DHL still leads in the industry (Garcia‐Romeu‐Martinez et al., 2007). This success is attributed to modern security equipment and advanced technology, which has significantly contributed to customer satisfaction and loyalty. 
UPS has presented stiff competition to DHL in terms of service due to its focus on customers’ time-bound freight needs. The benefits associated with this approach include ensuring real-time shipment tracking from production to destination points, an easy arrangement of expedited transportation, and the development of customised solutions to specific transportation challenges (Liu and Wen, 2012). On the other hand, TNT offers exclusive services like ExpressManager and ExpressShipper, which makes it trusted by enterprises (DHL, 2021). While these services by competitors are essential in making customers happy and facilitating shipment processes, they pose substantial DHL threats. As a result, DHL has also focused on providing services like DHL supply chain, DHL Global Forwarding, and DHL Express (Nwokah, 2009). Although new technologies often organisation achieve success milestones, they also present opportunities to prospective competitors. Therefore, DHL must embrace new technologies to achieve a competitive advantage and a wider market share.
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 DHL is consistently determined to ensure improved carbon efficiency because its fleets and different buildings have a considerable number of environmental impacts. The GoGreen programme is one of the company’s core corporate strategies for environmental sustainability. The program focuses on dealing with environmental issues which may arise during service delivery (Lieb and Lieb, 2010). Although organisations have recently focused on impacting the environment positively, especially in reducing carbon dioxide emission, the GoGreen programme has enabled DHL to effectively combat the negative impacts of carbon dioxide on the environment. The organisation’s approach to achieving GoGreen is through an established professional in-house carbon management team, ensuring effective carbon credits management (DHL, 2012). DHL uses GoGreen objectives as the baseline for achieving transparency on environmental effects.
Regarding the enhancement of operational efficiency and reduction in carbon dioxide impact on the environment, DHL’s environmental management system is specifically established to deal with the issue effectively. The EMS system primarily focuses on testing electric and optional vehicles as modern delivery tools to replace traditional energy. There is a significant reduction in environmental damage by integrating modern technology and resources into operation processes (Mangan and Lalwani, 2016). While DHL has been an active participant in environmental conservation as a company, it has collaborated with other leading automotive companies to achieve significant progress through DHL Supply Chain GoGreen, which started in 2011 (Ho et al., 2015). The company has integrated the GoGreen approach in its supply chain because it offers customer value like saving fuel and environmental values (Payne, Frow and Eggert, 2017). 
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As one of the largest firms which offer multiple logistics services for use by customers worldwide, DHL’s primary product is delivery service. This aspect justifies why DHL uses and should incorporate more logistics tools and approaches to serve its customers worldwide. Often, delivery services involve some aspects of safety, durability, environmental impact, and reliability. As a result, logistics companies like DHL often opt for a system or approach which effectively addresses all these factors. Clark (2012) highlights the diverse software and hardware system of DHL, which plays a crucial role in identifying customers and services the company offers. While other logistics companies measure services through weight and package count, DHL measures its services based on value. As a result, DHL assures its customers of the security of mails and other goods regardless of the method of delivery used (DHL, 2021). Although DHL offers the best services to its customers, its rates are still high, which has been a challenge in attracting more customers. However, the rates are based on exemplary services which the company offers its customers. Besides, it has developed a quality assessment mechanism for regular customer satisfaction and market changes.
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There has been rising attention to the importance of air freight logistics in the contemporary supply chain system. DHL Global Forwarding division comprises over 10 per cent of the air freight global market under the management of DHL’s private network with over 7 thousand professionals in more than 150 countries. According to Braxter and Srisaeng (2018), DHL has exclusive aeroplanes, mainly based in Brussels, Belgium. To ensure effective service delivery, DHL ensures all its air freight services are time-bound. However, DHL sometimes does not schedule its aeroplanes for products and services regardless of their availability. DHL has implemented a platform known as DHL Interactive to make customers safe and comfortable by enabling customers to track their shipments (Garcia‐Romeu‐Martinez et al., 2007). 
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DHL logistics’ Global Forwarding division has more than 300 ocean freight offices, which has ensured an extended relationship with the carrier. As a result, the company can provide competitive prices and flexible customer delivery. The firm’s tracing and tracking system integrate an information management system to offer comprehensive customer visibility throughout the supply chain management (Dhir, 2019). Through DHL’s exclusive shipping technology, the company has succeeded in accomplishing its operations within stipulated timeframes. The company’s deployment of Ocean Secure technology guarantees security to customers while improving real-time and reliability on the system. Besides, the GPS has helped DHL achieve a more efficient and reliable logistics system for its customers. 
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DHL provides a faster, environmentally friendly, and reliable delivery channel to European countries through its DHL RAIL EUROPE. It has delivered shipments to all customers regardless of their location through DHL Freight terminals in Europe and a competence centre in Sweden. The methods are both safe and flexible and integrate high-quality services and computerised solutions (MacGillavry and Wilson, 2014). On the other hand, DHL has all types of rail facilities which ensure safe pick up and delivery of goods to the customers. While the rail system is associated with environmental concerns, DHL has taken deliberate steps to ensure that environmental impacts are minimised as possible. 
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Marketing plays an integral in the success of any organisation’s supply chain. However, the success of every marketing channel depends on the marketing mix tools used by the organisation. Besides, these tools are essential in positioning strategies and actualising marketing. Traditionally, marketing mix tools have consisted of product, promotion, price, and place (Aghaei et al., 2013). However, Matanga (2014) expanded the mix to include process, people, physical evidence for service industries. Marketing strategies and tools for organisations are continuously undergoing change based on positioning decisions. As a result, an organisation’s management of the marketing mix elements is central to actualising positioning and value creations. An organisation’s positioning in the global economy entails activities and decisions focused on creating a concept of its products and services in the customers’ minds. 
According to Aghaei et al. (2013), positioning involves establishing a marketing mix to influence customers’ perception of a particular product or service. Thus, marketing strategies and tools are essential in logistics because logistics providers play a frontal role in gaining competitive advantage, access to resources, risk-sharing, cost efficiency, and freeing up resources (Mangan and Lalwani, 2016). The DHL logistics system’s efforts have played a vital role in its success by transforming its disadvantageous and risky positions into more favourable conditions. 
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DHL performs in the logistics sector, which requires various alternatives to accommodate all services it offers. It aims at providing different service options to customers through its five service areas; DHL Freight, DHL Express, DHL Supply Chain, DHL Global Forwarding, and DHL Global Mail. DHL Freight division supplies rail and road freight with less than truckload (LTL), full truckload (FTL), and intermodal service alternatives. DHL Express is among the largest global air carriers which provide urgent transportation and delivery of documents and other perishable goods. DHL Supply Chain offers managed-transport, warehousing, and value-added services. DHL Global Forwarding department provides rail, air road, and ocean freight options to its customers, including distribution and warehousing services. Finally, the DHL Global Mail division provides customised B2C parcel and mail shipments. 
Based on these varieties of options, customers enjoy the advantage of traditional or customised and standardised freight services. Because DHL often aims at building long-lasting partnerships while offering an extensive range of logistics options, the company offers a wide range of industry solutions aiming at different areas like automotive, aerospace, fashion, healthcare, chemical, technology, consumer, retail, renewable energy, and manufacturing (Oflac et al., 2015). DHL has other standardised options, although they are subject to customisation on the customers’ specific demands. Other than specially-designed programmes and industry solutions, DHL has further developed flexible standardised options to facilitate service delivery to all its customers worldwide. The nature of goods and services shipped, the freight’s criticality to the final consumers, and delivery lead times are the primary determinants of service type. For example, the car logistics process is extremely distinct from medications and chemicals in lead times, carriage, and warehousing approaches (cold storage and temperature-controlled freights) (Oflac et al., 2015). 
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DHL always prefers initiating its service promotions through social media and television advertisements. Besides, DHL has actively participated in sponsorship deals with global events and partners such as Manchester United, Rugby World Cup, Gewandhaus Orchestra, IMG Fashion Week, Barclays Premier League, and Formula 1 (DHL, 2019). While these sponsorships require heavy investments, DHL carefully participates in them as an approach to reflect its value and reach a wider range of audiences. For instance, DHL sponsors the IMG Fashion Week due to the relationship between the fashion industry and DHL’s “Tailor-made” motto. Traditional and mass media advertising of DHL is complemented by public relations to generate a positive image of the company in a highly competitive market (Dhir, 2019). This way, DHL also demonstrates its presence and role in corporate social responsibility projects like the GoGreen. The company attempts to offer carbon efficiency performance guidelines and lower the potential environmental impacts based on its slogan “Good For The Environment and Good For Business” (DHL, 2019).
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DHL often implements a cost-plus pricing strategy, which entails determining the final price by applying an additional percentage to standardised freight services costs. Based on the logistics industry’s contemporary market conditions, DHL logistics focuses on implementing a competitive pricing strategy on the final price relative to its competitors. Besides, there is a difference between the prices of offered transportation services based on channel members’ different prices to different destinations. Ideally, DHL sets relatively high prices for customised services compared to standardised prices by its competitors. Implementing these premium pricing strategies for customised services is based on lead times and the services’ urgency. However, DHL provides special prices to its loyal customers and most essential players of the market through special contracts. 
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DHL has many channels across the world apart from its DHL Network of Express Logistics Centres. The company increases its efficiency through its globally centralised distribution points. DHL has approximately 850 warehouses, offices, and terminals distributed in about 150 points across the world. DHL Express operates in more than 200 countries with a fleet of more than 240 fleets. On the other hand, DHL Global Forwarding offers distribution opportunities in at least 150 countries worldwide. In comparison, the Freight division focuses on providing service options in more than 50 countries and territories with more than 180 warehouses. DHL Supply Chain provides services in over 60 countries with approximately 2500 warehouses worldwide. Finally, DHL Global Mail operates in more than 30 offices and 28 processing units in more than five continents, directly connecting with over 200 countries and territories (Dhir, 2019). 
About the distribution channel selection criteria of members, DHL bases on aspects such as costs, quality, and facilities or equipment. There are customer freights which require special carriage and equipment to handle safely to the ultimate consumers. For example, DHL offers cols storage and temperature-controlled facilities for perishable goods such as food and chemicals or shipping hazardous chemicals. The airlines must be authorised to transport the hazardous materials highlighted (Oflac et al., 2015). It can be deduced that the core expectation of DHL from its supply chain channels is achieving anticipated goals and promised requirements. 
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The perceived performance of logistics service providers is significantly influenced by physical layout components such as temperature, colours, furnishing comfort, odours, and noise level (Kohler, Alter, and Cameron, 2018). Therefore, firms offering logistics services must emphasise physical evidence when designing service standards because the final quality of experience entirely relies on the attitude and tangible evidence to the customers. Often, customers judge goods and services based on their tangibles attributed before buying or using a service. DHL recognises that symbols and logos strengthen corporate identity. Therefore, it heavily invests in its extensively-recognised logo, with a red DHL writing blended on a yellow background on trucks, buildings, and packaging. Besides, DHL emphasises website design, business cards, brochures, and invoices to position itself in the competitive business environment and the global economy. The company has successfully reflected its brand identity with a yellow colour in the background and red DHL writing (Dhir, 2019). 
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DHL focus on integrating computerised technology in determining customer satisfaction and relays feedback to the process for necessary adjustments. A computer programme like the Soft Trans programme, DHL can effectively determine the duration of cargo handling (Prange, Bruyaka, and Marmenout, 2018). Issues concerning cargo handling are routinely determined through the use of questionnaires and complaints recorded for actions. DHL logistics offers a wide range of customer service approaches based on customer type. On the other hand, DHL recovers any experienced operational issue by undertaking extra costs to relieve customers while maintaining their loyalty. All the operational problems ate logged into the system, and customers get informed about the next course of action. Based on this approach, DHL can effectively track freight status and solution status to the problems recorded. DHL strives to address customer issues even if they occur after delivering freight to customers by launching a claim, followed by legal recourse to maintain customer loyalty. 
While DHL has demonstrated its ability to survive in a competitive business environment, it must ensure proper measures are put in place to address areas where its competitors perform better. For example, DHL must establish an absolute liability insurance system for its customers. On the other hand, the small number of employees relative to its competitors may lead to efficiency problems, especially when there is high demand. By addressing these issues, the company will have the opportunity to become the leading logistics company based on efficiency in service delivery and customer service. 
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DHL operates within a competitive business environment, which requires a comprehensive analysis of the supply chain. Through its key components like the DHL supply chain, DHL Global Forwarding, and DHL Express, DHL has managed to become one of the global service providers in the global logistics and express industry. The company’s in-house teams have significantly contributed to the solution development, which has enabled DHL to win contracts and become one of the world’s best logistics companies. DHL’s core logistics are through air, ocean, road, and rail freights. These service delivery methods provide a faster and ensure the safe delivery of goods to the ultimate consumers. DHL recognises that strategic positioning in the global market is a prerequisite to business success. As a result, the company has developed several marketing tools to ensure that it exploits all market segment while offering quality services which satisfy and improve customer loyalty. 
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