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Introduction
The modern business world is characterised by a rapidly evolving environment, intense competition and constant changes in information technology. These factors, along with shifting customer preferences, have made it necessary for organisations to modify and effectively manage changes in their strategies, processes, employee skills, structure, culture and other aspects to overcome challenges and stay ahead. Therefore, change is defined as making something different. Today, the required changes are not just short-term but long-term as well and effective change management have become the key to success for many companies that have become industry leaders and achieved sustained growth.
The purpose of this report is to act as a nominated change agent and advise DHL on their change management program. This report will critically appraise the key change management models, outline how they can be utilized for incremental or large-scale change programs, consider the driver factors for change, identify and deal with resistance factors, and clarify how the effectiveness of the change program can be assessed. 
[bookmark: _Hlk128575732][bookmark: _Hlk128575750]DHL is an American founded German Logistics Company that provides courier services to its clients. The company was started by Adrian Dalsey, Larry Hillblom and Robert Lynn in the September of 1969 in San Francisco, California, United States of America (DHL, 2017). It has its headquarters in Bonn, Germany. DHL is currently a subsidiary of Deutsche Post DHL Group which it acquired in July 2002. 
DHL had to consider change management procedures worldwide after the covid-19 pandemic that is a type of emergent change to respond to the challenges posed by the event. The covid-19 pandemic caused widespread disruptions to global supply chains and brought about a significant increase in e-commerce, leading to changes in consumer behaviour and new challenges for logistics companies. 
Covid-19 and the Leadership at DHL
	Covid-19 had a profound impact on DHL and other businesses worldwide, leading to significant changes in how they operate and interact with their employees, customers and stakeholders. The leadership at the company played an important role in assisting in the company adjust through the following ways:
1. Response to crisis: the leadership team at DHL has had to make decisions to respond to the rapidly changing situation posed by the pandemic. This has involved reallocating resources, ramping up safety measures and adapting delivery services to meet the needs of the customers (DHL, 2020. Pp. 20).
2. Employee engagement: the leadership team at DHL has recognised the importance of supporting and engaging employees during the pandemic. This has involved providing regular communication and updates, as well as offering services such as flexible working arrangements and mental health support (DHL, 2016).
3. [bookmark: _Hlk128576922]Embracing technology: the leadership team at DHL has recognised the importance of digital transformation in responding to the challenges posed by the pandemic. This has involved investing in technology solutions such as contactless delivery, automation and predictive analytics to improve delivery times and accuracy (DHL, 2020b). 
4. Maintaining business continuity: the leadership team at DHL has worked to ensure the continued operation of the company during the pandemic, managing the impact of lockdowns and disruptions to supply chains. This has involved developing contingency plans, identifying alternative sources of supplies, and maintains communication with customers and stakeholders (DHL, 2022). 


SWOT Analysis
	Strengths 
i) Global Reach: DHL is a global company with a presence in over 220 countries and territories, giving it a significant advantage in serving its customers on a worldwide basis. This allows it to offer fast and reliable delivery services regardless of the customer’s location (Liu and Wen, 2012, pp.38).
ii) Strong Brand Recognition: DHL is a well-known and respected brand in the logistics industry, with a reputation for reliability and quality services. This brand recognition helps DHL to attract new customers and retain existing ones (MacGillavry and Wilson, 2014. Pp. 6).
iii) Wide Range of Services: DHL offers a wide range of services, including express delivery, freight transport, logistics, and e-commerce solutions which allow it to meet the diverse needs of its customers. This versatility is a major strength for the company, as it allows it to offer customised solutions that meet the unique needs of its customers. 
iv) Experienced Workforce: DHL has a highly experienced and skilled workforce, with many employees having decades of experience in the logistics and delivery industry. This experience allows DHL to provide top quality services and ensure that it can respond quickly and effectively to customer needs.

Weaknesses
i) Dependence on Air Cargo: DHL is heavily dependent on air cargo for its delivery services, which can make it vulnerable to disruptions caused by factors such as weather conditions, closure of airports due to government directives or the covid-19 pandemic and economic downturns. This can result in delivery delays and increased costs, which can impact the company’s bottom line
ii) High Operating Costs: the company’s extensive global network and extensive range of services come with high operating costs, which can put pressure on its profitability. The company must carefully manage these costs to maintain profitability and competitiveness. 
iii) Intense Competition: the logistics and delivery industry is highly competitive, with many well-established players vying for market share. This competition can make it difficult for DHL to maintain its position as a leading player in the industry.
Opportunities
i) Growth of E-commerce: the growth of e-commerce and online shopping provides a significant opportunity for DHL to expand its offerings and increase its market share. As more and more consumers shop online, there is a growing demand for fast and reliable delivery services, which DHL is well positioned to provide.
ii) Expansion into Emerging Markets: the growing economies of emerging markets such as Asia and Africa provide significant opportunities for DHL to expand its global reach. As these markets continue to grow, there will be an increasing demand for logistics and delivery services, which DHL can help to meet.
iii) Development of Green Logistics: the growing demand for environmentally friendly and sustainable logistics solutions presents an opportunity for DHL to develop and market its green logistics services. By investing in green technologies and processes, DHL can differentiate itself from its competitors and appeal to customers who are concerned about the environment.

Threats 
i) Regulatory Challenges: the logistics industry is subject to a wide range of regulations, including customs, security and environmental regulations, which can pose challenges for DHL. The company must navigate these regulations carefully. 
ii) Increased Competition: the entry of new payers into the logistics and delivery market, as well as the expansion of existing competitors, can increase competition for DHL.
iii) Disruptions from Pandemics: disruptors caused by pandemics such as the covid-19 pandemic can have a significant impact on DHL’s operation, reducing demand for its services and putting pressure on its profitability. 
Factors Driving Organisational Change at DHL  
	The driving force behind changes in an organisation can come from both internal and external sources. External factors may include social, legal, political and economic influences. Internal factors could include financial constraints, implementation of new operational systems, or a shift in the company’s vision (Burnes, 2009. Pp. 337).
The main factor leading to change at DHL is safety for its employees and customers (DHL, 2020). The company established the Deutsche Post DHL Group coronavirus task force that is led by the company’s Chief Executive Officer (CEO). The taskforce works together with other organisations like the World Health Organisation that provide the required information and guidance to the employees regarding the relevant operations. 
	The other factors leading to organisational change can be classified into four categories: information technology, marketing, financial and human resources. 
i) Information technology factors: Prediscan and Roiban (2014. Pp. 236) noted that the rapid progress in IT has prompted managers to focus on change within their organizations. Adopting advanced systems like Enterprise Resource Planning (ERP) and Customer Relationship Management (CRM) can give DHL a competitive advantage, but it also poses a challenge for managers to create a flexible work environment in terms of human resources and processes.
ii) Marketing factors: changing customer preferences pose both opportunities and threats for organisations (Davenport et al. 2011. Pp. 84-92). Managers aim to encourage employees to suggest creative ideas for their products that will increase customer satisfaction and loyalty. This has led to the company repositioning the brand to remain relevant due the changing customer needs. 
iii) Financial factors: competition in the market has increase pressure on company budgets, leading managers to adopt lean production systems to minimise costs. The Kaizen approach requires continuous improvement in all organisational functions for increased efficiency and effectiveness (Senior and Swailes, 2016). 
iv) Human resource related factors: Multinational companies with diverse employees from various countries, cultures, religions and ethnicities have created a diverse workplace with challenged for managers (Carnall, 2007. Pp. 172). Managers must enhance change culture among employees to deal with issues like equality, discrimination, and the glass ceiling. Diversity can lead to creativity and success in organizations. 
Key Change Management Models
Business executives and sociologists have created approaches called change management models to help teams through organizational changes and transitions. They resemble road maps with checkpoints and signposts that leaders may use to plan and monitor progress.
DHL has used a range of change management frameworks and approaches to implement these programs, including Kotter's 8-Step Change Model, Lewin's Change Management Model, and the McKinsey 7S Model. These frameworks provide a structured approach to change management, helping DHL to plan, execute and monitor change initiatives effectively.
Kotter’s 8-step Change Model 
Kotter offered his 8-step change management framework, which consists of eight steps; generating urgency, assembling  a strong steering coalition, articulating a clear vision for change, communicating the vision, empowering actions, securing short term wins, expanding the change base attained, and stabilizing change. Managers must initially instill a sense of urgency for change among all stakeholders (Hamdo , 2021). They should concentrate on engaging the influential stakeholders, such as top and middle managers, to help them sell the change concept to other stakeholders, beginning with employees. Furthermore, managers should develop a well-defined vision of change after marketing the change idea so that all stakeholders can comprehend the change needed and assist in successfully implementing the change.  Employees should then be empowered to actively participate in the change process, and the most productive workers should be recognized. Their motivation will increase as a result, as will their capacity for active participation. In order for all future plans and activities to be tied to the change achieved and make the change achieved stable, managers should start new systems based on the change obtained.
Kurt Lewin’s Change Management Model 
The social psychologist Lewin established his three-stage model of change in 1947. It consists of unfreeze, change, and refreeze. According to Lewin, unfreezing the status quo is where change first begins. Employees will begin to notice the changes in their working environment at this point (Hamdo , 2021). During this phase, managers should use meetings, announcements, and other forms of communication to draw their staff's attention to the need for change.  Lewin proposed that employees take part in the change process in the second stage. In order to improve the change process, managers should engage staff members successfully throughout this stage (Hamdo , 2021). Lewin introduced that employees would be a part of the desired transformation in the final stage. In this stage, managers must make sure that the workers participate effectively and that the change is what was intended. 
McKinsey 7s Model 
The Mckinsey 7s model, which was first introduced by Waterman, Peters, and Phillips in 1980, assesses organizations from seven viewpoints: strategy, structure, system, skills, staff, style, and shared values (Hamdo , 2021). The first three of these perspectives are referred to as "hard Ss," and the other four are "soft Ss." The Mckinsey 7s model is a useful analysis tool that enables managers to identify the level of consistency between an organization's key dimensions and the necessary transformation. 
The phrase strategy refers to a business's long-term plan for surviving and realizing its mission. Companies can establish their missions and create long-term plans to achieve synchronized strategic goals using popular tactics like cost leadership, differentiation, and innovation (Hamdo , 2021). A company's structure, which might be functional, divisional, or matrix in nature, describes how the company's functions and divisions are put together.  Systems provide information about the fundamental principles and regular operating practices that the business employs. In terms of various human resources management functions like hiring, placing, training, and motivating employees, "staff" refers to the human resource capability. Skills are what define the unique skills that an employee of a company has. Style is the leadership philosophies of the organization's top executives. 


ADKAR Model 
In 2006, Jeffery Hiatt presented the ADKAR paradigm of change management. According to Hiatt, there are five steps that can be used to overcome an individual's resistance to change: awareness, desire, knowledge, capacity, and reinforcement. Hiatt contends that managers' first obstacle to overcome is employees' situational opposition to the change (Hamdo , 2021). Employees, in general, are resistant to change regardless of its nature. The relevance of the change for all parties involved in the organization, including the employees, should thus first be made clear by managers to all parties. Making such an environment doesn't guarantee that employees will accept change. 
By highlighting the advantages of adopting the change or outlining the potential harm that could result if change does not take place, managers can encourage staff to accept the change. Managers must continue to provide employees with the knowledge they need to support change after they have won the support of the workforce (Hamdo , 2021). Additionally, managers should improve employees' expertise by starting the necessary training programs that allow the workers to use their newfound information in an organizational environment. 
Finally, managers must strengthen the change process by putting in place a thorough control and evaluation system that can identify challenges faced by all parties involved in the organization, but especially by the employees. This will enable managers to assist the employees in overcoming these challenges and inspire them to remain committed to the change process. 
Emergent Change 
Emergent change entails continuing modifications, accommodations, and adjustments that result in fundamental change without explicit prior intents to do so. This transformation takes place as people resume their daily tasks and respond to opportunities, breakdowns, and contingencies (Towler, 2019). The fact that tiny modifications are neither bold nor viable ways to develop strategy means that a large portion of this change goes ignored since they are grouped together as noise in otherwise uninteresting inertia. Emergent transformation appears to have a lesson that anything that is not created within the organization should be viewed with suspicion.   
According to the notion of emergent change, change is a continuous process with an undetermined end to which organizations adapt proactively to external cues. Emergent change initiatives take a new track and concentrate on locating the enabling forces and increasing them, as opposed to traditional and planned change efforts, which frequently aim to lessen and address restrictive environmental constraints (Towler, 2019). In this way, it is thought that change occurs from the bottom up rather than the top down. 
Implementing a model for change based on emergent change theory has a number of advantages: it helps manage requirements for autonomy, control, and expression; it helps use tacit knowledge; it is sustainable because it is sensitive to local variables. 
Implementing Change Using Strategic Change Models at DHL
A corporation should make strategic changes in order to get a competitive advantage in its target markets. Large perspectives are changed as a result, which allows the company to increase sales and extend its operations. A strategic shift can have more advantages, such as the development of new skills, and it can also assist the business attract more creative ideas for putting the new plan into practice. The strategic adjustment boosts employee morale and can help to increase worker quality. This part of the essay will discuss with the aim of understanding how DHL utilized the key planned change models and emergent change during the pandemic. Moreover, this essay will provide an analysis of how DHL employed these strategies to curb the COVID-19 norms and the impacts of these strategies to the organization. 


ADKAR Model
[bookmark: _Hlk128578297][bookmark: OLE_LINK1][bookmark: _Hlk128578369]	Hiatt (2006) introduced the ADKAR model of change management, arguing that overcoming individual resistance to change involves five stages: awareness, desire, knowledge, ability and reinforcement. Managers must first create awareness of the necessity and importance of change, and then motivate employees to accept it by highlighting benefits or harm. They also need to support employees with necessary knowledge, enhance it through training and reinforce change with a comprehensive control and evaluation system to address challenges and keep employees engaged. In principle, employees show resistance to change regardless of its nature. This is why leaders should create an atmosphere of awareness regarding the inevitability of the changes and its importance for all organisations’ stakeholders including the employees. Therefore, this model is more focused with people becoming an essential aspect with the aim being to overcome the challenges the people can face to accept the change processes occurring. Thus, this model is the best to implement in DHL since their main focus in countering the change brought about by the covid-19 pandemic was to provide assistance to their stakeholders and assist them in understanding the changes hence the focus on people. 
	The ADKAR model has benefitted DHL since it provides opportunities for the employees to be educated about the need for change through awareness and providing training and additional resources for the employees during the knowledge stage. At the reinforcement stage, DHL could monitor and evaluate the success of the changes and provide on-going support to employees to help them maintain their commitment to the change process. 
[image: ]Figure: ADKAR Change Model
Resistance to Change
	According to Darmawan and Azizah (2020), resistance to change is described as the unwillingness to adapt to new ways of conducting certain activities. Some of the issues that the company faced included:
i) Employee resistance: employees can resist change due to fear of the unknown, concern about job security or a lack of understanding about the change. To overcome this, the company communicated clearly with employees about the reason for the changes, the benefits of the changes and how the changes would impact their jobs. It helps reduce fear of the unknown and increase understanding about the changes. DHL provided additional training and support to help employees adapt to the changes and provided necessary resources.
ii) Process resistance: this issue occurs when processes are well-established and employees are used to doing things in a certain way. To overcome this issue, the company involved employees in the process of identifying areas for improvement and in developing new processes. This move helped create a sense of ownership and engagement among employees, as well as to increase their understanding about the changes. The company also emphasised the importance of the changes in achieving the company’s goals and in meeting the needs of customers during the pandemic. 
iii) [bookmark: _Hlk128578172]Technology resistance: the implementation of new technology can often be a source of resistance for employees. To overcome this issue, the company provided training and support to help employees become familiar with the new technology and understand how it would improve their work and support DHL’s mission and vision. The technology introduced was also user-friendly and that employees had access to the necessary resources and support to effectively use the technology. This move assisted in reducing conflict between the organisation and the employees and ensuring the employees were motivated to support the changes.  
iv) Culture resistance: this situation occurs when there is a conflict with the organisation’s culture and values. To overcome this issue, DHL emphasized the importance of the changes in achieving the company’s goals and in meeting the needs of customers during the pandemic. The company also made a concerted effort to align the changes with its core values and to ensure that employees understood how the changes supported the company’s mission and vision. Finally, the company made efforts to continuously.
Conclusion
	Change is inevitable in modern organisations and is driven by different factors. Significant changes have occurred due to the emergence of covid-19, making it important for DHL to adapt. The company had to implement new health and safety measures, adjust their operations to accommodate social distancing and shift their focus to e-commerce deliveries. These changes were effective in helping the company navigate these changes and respond quickly to the demands of the pandemic hence, allowing the company to remain operational. 
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