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An Outline on the Operations/Supply Chain Management Plan for the Dollar Shave Club
Overview of the Management Plan for Dollar Shave Club
After the founding of the company in 2011, in March 2012, Dollar Shave Club (DSC) commenced the sale of blades and razors. In four years, its revenues accumulated to $150 million a resounding 5 percent of the entire male grooming business estimated to be close to $3 billion (Botero, 2016). Part of the company’s success relies on the implementation of a business model that sells directly to customers online. The management plan of DSC has three clear insights that propel them; these are, the expensive nature of blades, the fact that men are not aware of when to replace them, and the trend of competitors limited by an association with large retailers. In light of these three pertinent discernments, the company offers replenishment subscriptions each month, which comes with blades and other grooming products.
 Much of the company’s success depends on trial barrier elimination, online retail, and blade replacements. Under trial barrier elimination, the company wittingly gives first time subscribers the opportunity to try various blade combinations. An inviting offer compared to the retail prices of industry giants, which are four times higher (Botero, 2016). These plans include the 4X, which offers four razors and blades at $6; the humble twin, which offers five razors per month and two blades per razor at $3; and the executive, which offers four razors and six blades at $9 ("Dollar Shave Club Business Model & How Does It Make Money", 2016). 
Customer Demographics
The Dollar Shave Club is a customer-centric company targeting specific clienteles for their products. Customer demographics represent factors such as age, gender, race, mobility, and socio-economic strata among others. In DSC’s case, the U. S. Census Bureau indicates that the American population is aging exponentially ("The Nation’s Older Population Is Still Growing, Census Bureau Reports", 2017). Presently, it is evident that the median age is 37 years with an expected rise to 39 by 2050. These statistics give the Dollar Shave Club great profit prospects in the near future. Generally, the company’s major consumers are adult males who need to shave at least 3-4 times a week. Therefore, the company’s main target market consists primarily of internet users between the ages of 18-29 years with an income of at least $30,000 per year. Secondary targets include females of the same age range. Overall, the customer demography represents 19 million potential consumers. 
Design of the Supply Chain
DSC’s supply model is comparatively straight to the point and reliantly digital in nature. The company sources from a pool of contract manufacturers in South Korea and China. To ease supply complexities, DSC scaled back on massive distribution networks and dominant retail shelf spaces through the creation of an e-tailer platform (Ostrower, 2017). DSC manages two distribution centers each with inventories squarely eased by accurate forecasts based on subscriber demand (Maloney, 2017). The company focuses on design and the improvement of shaving quality. Being founded by former shavers, the company, through having reliable and relevant supply, forms user-centered designs, which tackle most shaving discomforts experienced while using products from industry giants such as Gillette. 
Material Resource Planning (MRP)
The MRP plans and schedules production as well as manages the inventory. Under the Dollar Shave Club, material resource planning is largely software-based. Through managing subscriptions and customers within the website, the MRP software module is able to use this data to plan and schedule, as well as manage the inventory efficiently. Having a subscription management platform enables the Dollar Shave Club to have a comprehensive MRP. The company’s key supplier is Dorco USA who provide them with blades made from South Korea.
Supplier Relationship Management (SRM)
Key suppliers drive a company’s competitive advantage. In order to maintain this edge, proper supplier relations are imperative. DSC offers a transformational approach to SRM whereby they have a cross-functional team developing customized SRM initiatives and objectives. Moreover, the company develops acute user-centered designs and conducts supplier segmentation analysis. Overall, DSC manages its suppliers by developing clear visions, which create a sense of urgency. Also, through the proper alignment of business objectives, having dedicated resources such as relationship mangers, and effective change management, the company incorporates holistic SRM strategies.
Production
The company’s main products are cartridges and blades. Its production took off in 2012, as it sought ventures in Australia and Canada. Recently, DSC has incorporated it’s production line with other variants such as hair products, creams, hair fiber, and hair clay among others (Ha, 2015). 
Packaging
After production, the company offers clever packaging options. According to customer reviews, DSC’s packaging gives an exceptional experience due to its infusion of intensive and specific branding with innovative design. In the various company centers, packaging processes continue through supervision by Product Development Directors who ensure product objectives constantly resolve company goals and vision. 
Transportation
DSC solves transportation through their use of an online platform. The company utilizes globalization, the internet, and mass transportation; commensurately, availing shipping services to any destination globally. 
Cost of Goods Sold (COGS)
Since the Dollar Shave Club is essentially a retail company, it makes money through exploiting an economic conjecture known as the disruptor theory. Fundamentally, DSC challenges an industry that is profitable through exploiting the price curve from a lower end. To do this, DSC COGS entail the cost of a package unit (there are three options for the company), shipping costs and general overheads, which include worker salaries and amount of units purchased ("Dollar Shave Club Business Model & How Does It Make Money", 2016). Correspondingly, the unit economics lead DSC to profitability. 
Customer Relationship Management (CRM) Plan
Dollar Shave Club manages its customer relations intensively. The company has a customer strategy department and director, whose role as a data driven and a customer-obsessed leader builds loyalty among customers, and delivers customized marketing experiences appealing to customers. The company executes CRM plans through having dual capacities in both execution and strategy. CRM software provides the company with data and measurements used by the Relationship Marketing Team to better forecast on customer purchase power and long-term vs. short-term customer success metrics. Moreover, the company employs strategies such as coaching and management to create growth among customer relationship teams. 
Sustainability and Corporate Social Responsibility (CSR) Plan
Sustainable corporate social responsibility is at the cornerstone of DSC. From naming the company a club, the CEO employed the use of smart emotional marketing making his business socially responsible. Through having the small vision of transforming every bathroom, DSC is in essence, a CSR company. Moreover, through the company’s supply chain, unemployed individuals can obtain work, which is commensurate to a CSR company. 
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