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Multiple sectors of the global economy have been impacted negatively by the latest pandemic (Fernandes, 2020). It has posed a danger to global efforts over the past few decades to reduce poverty and increase wealth. On top of that, it has had a negative effect on manufacturing capacities, leaving a lasting impression on long-term corporate prospects and the global economy's expansion. The global economy was harmed by the limits imposed on the movement of materials by Covid-19.
Restrictions on the international transfer of materials were tightened as a result of Covid-19, which had a negative effect on the distribution networks of many goods. The upshot was a precipitous drop in international trade, which slowed growth in developing countries, boosted unemployment rates, and weakened their ability to compete.
DHL is a worldwide logistics firm that works with many different businesses (Herold, and Lee, 2017). These businesses span from electronics to life sciences to finance to automotive to manufacturing to retail to consumer goods. Express shipping, freight transportation by air and sea, engineering and consulting are just a few of the many services they offer. DHL's extensive list of services includes packing (both main and secondary), customs clearance, security, and cargo insurance. In addition to creating networks and facilities and implementing IT solutions, they also manage logistics and supply chain analyses. Logistics firm DHL Global Forwarding coordinates the shipment of goods between manufacturers, shippers, brokers of customs clearance, and consumers.
DHL's success throughout the years may be attributed in large part to the quality and depth of its human resource. DHL's veteran management was crucial in stopping the spread of the deadly Covid-19 virus. As a result of previous disruptions caused by natural disasters like the 2011 Japanese earthquake and tsunami and the 2010 Icelandic volcanic ash, they are well-equipped to handle such situations in the future (Qvintus, 2021). In addition, they tracked the shifting patterns of customer behaviour across industries and studied business projections to inform the development of firm strategy. DHL is one of the few famous firms that has hired thousands of new workers rather than laying off workers. And DHL has successfully reorganised company operations to deal with the pandemic.
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Reduced mobility around the world is a direct result of the recent spike in coronavirus cases. Because DHL's service delivery depends on shipping and delivering items to customers, it has been severely impacted by this. Particularly, because to an increase in the number of covid-19 patients, many countries have implemented the lockdown, which has severely impacted transportation and excessively reduced the number of individuals using services like those provided by DHL. DHL's profit margins and basic operational costs have been negatively impacted by the decline in revenue production brought on by the epidemic, which has resulted in significant losses over the previous few years (Rokicki, Bełdycka-Bórawska, and Perkowska, 2022).
The current increase in coronavirus cases has directly resulted in decreased global mobility. DHL has been hit hard because it relies on shipping and delivery to provide its services. Many countries have imposed the lockdown because of a rise in the number of covid-19 patients, which has had a major effect on transportation and significantly reduced the number of people using services like those supplied by DHL. DHL has suffered heavy losses over the past few years due to the reduction in revenue output brought on by the pandemic (Srinivasan, and Eden, 2021), which has had a detrimental influence on the company's profit margins and basic operational costs.
However, as the epidemic has spread to other regions, many governments have implemented harsher laws, such as social isolation policies, to protect their labour, which has had an impact on DHL's product offering. Because it requires so many people to run and serve its customers well, DHL has suffered the effects of social distance restrictions. As a result of social distance in service delivery, the company's output levels and the number of containers it can supply have dropped (Koren, and Pető, 2020). Thus, the procedures have diminished firm operations and profit, making it more difficult to maintain efficient global operations.
Effects of Covid-19 on DHL’s Product category
Most firms have been affected by the covid-19 pandemic either negatively or positively 
logistic firms suffering greatly in their operations. Logistic firms are involved in the movement, 
storage and delivery of goods to clients which mostly cross borders. The firms facilitate trade 
and commerce by the delivery of products to their customers from different businesses. The 
supply chain of these sectors has been hindered by the pandemic which has impacted job 
creation, economic growth and competitiveness. Notably, a high number of logistic firms have 
set measures to deal with the crisis though several measures have proved to be costly with the 
low circulation of currency and low profit margins.
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DHL research indicates that the increase in covid-19 and the lacklustre demand for commodities will continue to impact routes between Europe, Asia, and the United States. Blank sails are also predicted if the pandemic continues and the number of covid-19 cases continues to climb. Despite the widespread disruption to air and sea freight due to the pandemic, land freight has been comparatively unaffected because many highways have remained open despite the fact that transportation services for the road network have also been impacted. Since the number of available DHL workers has decreased due to the epidemic, meeting rising expectations for service has proven challenging.Effects of Covid-19 on DHL’s Product category
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Effects of Covid-19 Pandemic on the marketing performance of DHL
The surge of the coronavirus disease over the past has seen an increased number of 
patients suffering from the virus which has led to a reduction in movements across the globe. 
Herein, DHL has been greatly affected as its service delivery requires shipping and delivery of 
goods to its clients through the use of different means. Notably, an increase in the number of 
covid-19 patients has seen many countries apply the lockdown that has greatly affected 
transportation and overly reducing the number of people using services such as the ones by DHL.
Also, there has been a drop in revenue generation due to the pandemic that has seen large losses 
recorded over the past hindering DHL’s profit margins and general operational costs. Notably, 
DHL has had to consider operational changes to deal with the pandemic which has also seen a 
decrease in the number of employees working for the firm at a go. On the contrary, the new 
vaccines for the coronavirus have presented an opportunity for the firm as many Countries have 
preferred using them for transportation and delivery worldwide.  
Effects of Covid-19 on DHL’s Product category
Most firms have been affected by the covid-19 pandemic either negatively or positively 
logistic firms suffering greatly in their operations. Logistic firms are involved in the movement, 
storage and delivery of goods to clients which mostly cross borders. The firms facilitate trade 
and commerce by the delivery of products to their customers from different businesses. The 
supply chain of these sectors has been hindered by the pandemic which has impacted job 
creation, economic growth and competitiveness. Notably, a high number of logistic firms have 
set measures to deal with the crisis though several measures have proved to be costly with the 
low circulation of currency and low profit margins.
Analyzing Nature As everyone knows, natural resources are gifts from the earth, hence Salih (2003) suggests prioritising their conservation. Many nations' economic mismanagement may cause unsustainable pollution and resource depletion. To maintain sustainable growth, these nations must maintain their surroundings by actively supporting improvements and controlling further degradation. As Salih says, natural asset deterioration and negative changes should be prevented if possible and may violate economic rules due to their importance (2003). Environmental sustainability will benefit future generations.
Sustainable development meets existing needs without compromising future ones (Barbier, Markandya, and Pearce, 1990). Sustainable development can help implement the appropriate laws. Long-term planning involves minimising natural, ecological, and physical capital investments. Policymaking must integrate political, economic, and ecological factors. According to Pearce et al., (1990) sustainable development is a vector of long-term social goals. Unsustainable space and time consumption is becoming humanity's biggest ecological problem (Hoekstra, and Wiedmann, 2014). Today's economic and social systems rip space and time.
Lieb & Lieb (2010) polled 39 3PL CEOs to determine the most pressing short-term sustainability issues in 2008.
Safeguards are necessary to prevent consumer injury and environmental damage. Durability is a product's ability to withstand routine use and shipment. Faith in the vendor is crucial when dealing with source uncertainties. "Access" refers to provider contact ease. Reliability is how well something does its job. Clear customer communication. Bergman and Klefsjö (2010) defined responsiveness as customer assistance.
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DHL, a German logistics company with specialised divisions, delivers packages domestically and internationally. Road, ocean, air, or international express can ship merchandise. DHL global forwarding, express, mail, and supply chain collaborate to provide customers worldwide (Ornob, and Huq, 2019).
DHL, like its competitors FedEx, UTS, and TNT, delivers mail and goods to consumers worldwide. DHL's success in Asia and western Europe is due to its efficient services and helpful staff, as well as its cutting-edge technology for tracking parcels in transit.
Strong communication and smart consulting have helped DHL become the world's largest freight courier business with over 220 nations (Batta, Loganayagam, and Ilavarasan, 2020). The DHL Innovation Centre, a gathering space for stakeholders and customers to communicate with DHL's specialists, supports DHL's internal trend research and operations growth.
DHL invested in developing nations to serve rising markets and grow swiftly. DHL committed 16.3 million USD in India to test drone delivery and logistics. Profits increased due to market share growth.
The DHL Group has grown through partnerships in its core areas. DHL works with innovative enterprises to advance science, energy, engineering, healthcare, and technology (Cosimato, and Troisi, 2015). DHL's supply chain solutions and customer relationships give it an edge. Integrated distribution improves supply chain management by recognising and meeting client needs with customised services and logistics. 
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DHL's marketing strategy is dissected using the marketing-mix model.
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This part of the marketing strategy represents the answer to the problems faced by the target market (Fifield, 2012). If DHL wants to stand out in the market, it needs to come up with distinctive product designs, names, and features. Product strategy development should take into account quality, variety, features, packaging, brand name, and supplementary services.
[bookmark: _Toc122494663]Initial Costs and Pricing 
Considering the needs of your ideal clientele is essential to this aspect of your marketing strategy. DHL's pricing strategy will centre on determining the list price, credit terms, payment duration, and discounts for its services.
If DHL follows the price penetration approach, it will have to undercut rivals. It can gain market share by offering steep discounts (Czinkota, Vrontis, and Shams, 2021). Nonetheless, leadership needs to be cognizant of the fact that competitors may respond with an unwelcome pricing war.
Selecting a skimming method will necessitate open dialogue about the reasons behind price differentials.
Customers today care not so much about the 'price,' but rather the complete cost of ownership, including purchase, use, and eventual disposal.
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For this part of its marketing strategy, DHL will have to make some tough calls about how it will structure its network of distribution centres. The business must determine if it will distribute the goods itself to specific demographics, or if it will seek a distribution partner.
If there will be any intermediaries or if the distribution will be direct. It is necessary to choose the appropriate number of intermediaries if an indirect distribution method is chosen (wholesalers, retailers etc.)
Whether it prefers the tried-and-true methods of brick-and-mortar stores, the more modern channels of the Internet, or a hybrid of the two. If an online distribution model is opted for, options like Amazon become available. The corporation may also establish a web storefront.
Now more than ever, "convenience" and "easy availability" are terms that modern consumers place a premium on. In order to choose the "proper" distribution channels, DHL must first take into account the product's qualities (Tozanlı, Kongar, and Gupta, 2020). Distribution of perishable goods should not include several intermediaries for obvious reasons.
Examine the state of the market, consumer tastes, and company strengths and weaknesses. If clients place a high value on individualised service and prefer brick-and-mortar stores to digital marketplaces, and if the company has the financial wherewithal to launch physical locations, then the distribution strategy should reflect this.
It is also important to investigate the methods used by competitors. For DHL to create a successful distribution strategy, it will need to conduct a detailed cost-benefit analysis of each channel and compare it to its own resources and skills.
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This is a critical part of DHL's overall marketing strategy. DHL can achieve its marketing goals by combining above- and below-the-line promotional tactics. DHL can use media like TV, radio, and newspapers to promote their services at a higher level. Catalogues, trade exhibitions, and direct mail campaigns are all examples of below-the-line advertising (De Pelsmacker, and Van den Bergh, 2007).
DHL’s Marketing Strategy calls for the following considerations in its promotional strategy:
Before you can sell your product successfully, you need to know exactly what makes it special and how it differs from the competition.
Create the text of the message and assess whether or not it will aid clients in visualising the product being sold. When crafting your message, keep in mind the AIDA (awareness, interest, desire, action) framework.
If the business wishes to push the goods, then direct sales and prominent advertising are the way to go (Hoffman, and Fodor, 2010). However, in order to be successful, the pull strategy must first establish a respectable brand identity that will entice consumers to purchase the product.
Find out whom you may expect to buy your goods by compiling the data below. How price-sensitive are you (based on your age, gender, income, and social status)? What kinds of channels do customers like to use for talking to you? Use this data in your advertising strategy.
Use the aforementioned data to narrow down the promotional possibilities, and then run a cost-benefit analysis on the remaining options.
Advertising on television, for instance, can help a business reach a wide audience and boost recognition and recall. However, it's a costly advertising tactic that only works if the business has enough extra cash lying around to put on advertising.
Marketers have found great success in the previous several years by focusing on social media. DHL can affordably target the mass market with this advertising approach (Chaffey, and Ellis-Chadwick, 2019). Better results can be achieved through customer engagement, the creation of a more personal connection, and the management of e-WOM. However, the potential for damaging online word-of-mouth continues to exist.
Finally, take into account any financial limitations, and distribute funds among the many advertising tactics you've selected in accordance with their relative importance and frequency.
[bookmark: _Toc122494666]Comparative Study of DHL Customers
In order to create successful marketing mix tactics, DHL must first understand its target market (Oflac, Dobrucalı, and Escobar, 2015). Services marketing mix efforts of a global services brand: The case of DHL Logistics. Procedia economics and finance, 23, pp.1079-1083.). If the organisation takes the time to learn about its consumers' wants, needs, and perspectives, it may craft more effective tactics. After doing a thorough investigation, unique client profiles or segments can be formed (as explained in detail in the next section).
For DHL's customer analysis, there are three actions it can take:
To begin, DHL needs to specify its target market. Here, a large group of clients is singled out so that they can be further subdivided into smaller groups according to their shared goals (Payne, Frow, and Eggert, 2017), personalities, and other distinguishing qualities. Finding new clients can be more difficult than keeping the ones you already have.
The customer analysis should detail the reasons for the discrepancies between the various groups' demands and expectations.
Finally, DHL should determine which segments of its client base present the greatest opportunity for development and profit based on how their demands are met by the product or service being offered. DHL will use this data to create consumer personas and profiles.
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DHL's expansion is tied to the growth of the international supply chain, which is facilitated by the company's investments in new areas. Because of this, they will be able to take advantage of growing markets by venturing into new ones in developing nations. The growth of the market can be directly attributed to the rise in popularity of E-commerce and the resulting increase in sales and client base (Laudon, and Traver, 2013). Having an online platform with an online market is beneficial to DHL's operations and sales since E-commerce has advanced online shopping and most people prefer to shop online.
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Industry competition from companies like UPS and FedEx has made it difficult for DHL to get a sizable part of the market. DHL has competition from local companies in many countries, which is a significant disadvantage because these local firms also transport goods and parcels for DHL's customers (Juma, 2014). DHL's business has been severely impacted by the global trend away from using snail mail and other more antiquated forms of communication brought on by technological development in both developing and industrialised countries. As a result, fewer individuals are adopting traditional modes of communication like letter writing and package delivery in favour of more convenient digital alternatives like e-mail and texting. As a result, you'll be at a disadvantage in the marketplace.
[bookmark: _Toc122494670]Synopsis, Discussion, and Suggestions
Due to the recent difficulties caused by Covid-19, DHL Company must now take extra precautions to ensure it follows all the safety rules and continues to run smoothly (Alawida, Omolara, and Al-Rajab, 2022). Since the corporation is having trouble moving its products around, it needs to come up with novel and inventive solutions for moving those products. Using charter aircraft as a mode of transportation is convenient and has shown to be cost-effective for many businesses. To prevent the many types of delays and preserve their profitability index, DHL should prioritise products in high demand that are vital for daily families. DHL should provide no-contact services as one of its delivery alternatives because following the established guidelines calls for social separation and avoidance of interaction as a result of covid-19.
DHL, in keeping with the principle of social distance, should employ e-commerce and digital technology to usher in a technological uprising. The company's investment in IoT devices, data analytics, and robotic process automation enables them to offer cargo tracking and manage operations digitally. Drones, robots, and autonomous vehicles might potentially speed up logistics services and cut costs in the long run while also addressing labour shortages (Bogue, 2019). Furthermore, logistics' exposed fragility due to the pandemic calls for diversification and reliance on different partners to assist in service delivery. Countries with industrial capability and a supportive export policy may also profit from supply chain shortening.
However, the covid-19 revealed the difficulty DHL faces at ports, necessitating the construction of new dry ports or storage facilities in high-demand hubs to speed up the distribution of cargo. In order to fulfil the varying needs of businesses and customers around the world, DHL may expand the shift of workers to ensure they work throughout. The company's production will rise as a result of these changes, and the company's clientele will be kept happy (Jones, and Jones, 2013).
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