Dell Computer :

Dell computer corporation started as a part time occupation upgrading the capabilities of IBM compatible PCs. Later on it develops in to a major companies with a demanding from America’s largest corporation.

Dell corporation was initially direct to educated customer who wanted good performance machines and reasonable price.
Dell’s upgrades add value consisted in providing support service such as a 24 hours hot line for complaints, 24 to 28 hour guaranteed shipment of replacement parts, and a supply of replacement system in case the field service could not resolve problem.

One of the major reason for the success of Dell corporation was it’s ability to incorporate the latest improvements in microprocessor and peripheral technologies in to their system at a much lower cost than market leader like IBM.

Dell’s competitors :

Dell’s major competitor at the PC (personal computer) market are:

IBM, Compaq, Apple, Gateway and Packard Bell

IBM: started its operation in this market in 1981. At that time competition was already intense, with a major focus on the business segment. This firm, however worked out a different selling strategy for the large, and the small to medium business. While it attracted the prior by bulk discounting, the latter was served through recruited retail dealers and heavy advertisements. 

Compaq: was founded in 1982. This company experienced a successful introduction phase with engaging in selling through independent, full service computer specialty dealers worldwide. It went also through a major reorganization process, which led to the personal computer and the system division. 

In order to improve its position in the small business and individuals segments, it announced major price cuts(bringing price down by over 30%). The introduction of the mail-order channel of distribution was also a strategically very important step (meeting the growing for direct purchase).

Apple: with entering the industry in the first wave, and with having a strong competitive advantage (unique operating system with graphical laser interface), in the late 70s –beginning 80s. The company was a clear technology leader. Its most promising segments were the education and hobbyist market.  

Dell Direct Model Segment:

Relationship:

Customer 
Fortune 2000 companies, government, and educational account that had multiple unit “Repeat Purchase”. 

Serviced 
By team of outside and inside sales representatives.

Competitors 
Compaq, IBM, HP, …

Sale Representative
Inside:  Order processing and handling in bound sales calls. Responsible for “up sell” at the time of purchase, selling           the customer a higher-end system with a richer mix of software  and peripherals.

Outside:  Account executive, understanding their information technology environment and service need, selling customized product and service solution.

Payment 
Corporate purchase orders or credit cards.

Transaction:

Customer 
Medium and small businesses, home, and office customers.

Competitors
Gateway 2000, other mail order firm, and the retail channel.

Serviced
By team of inside sales representatives.

Sales Representative
Order processing, assisting in choosing the appropriate system based on calling up prior sales records.

Payment 
Credit card or payment at delivery.

Strategic decision shall be directed to maintain the desktops and server products and launch once again Laptops. Once again due to the fact that there is a fast growing segment of small office and home buyers(SOHO), that were acquiring the latest Laptops as the replacement for their desktops. 

There is even more important aspect which is taking into account the share market of(SOHO), representing 57% of the market sales.

The decision of maintenance of the PCLAN server is based on the fact that most of the large customers are moving towards LAN-based  solutions, and this is emerging as the fastest growing competitive market, restricted to the technology and service. This product segment is mainly represented by large business corporations(26% of the market).

In this way Dell will be present in all the major international market with the combination of distribution and subsidiaries in order to facilitate effective and rapid local market penetration.

In order to realize it’s mission statement(“by the year 2000, we aspire to be one of the top five players worldwide) Dell computer corporation has to consider a broad, fundamentally and financially sound strategy.

With creating effective, long term supplier agreements, beside cost reduction, the delivery time can also be shortened. Tight contact with software suppliers can be a guarantee for being a part of the latest developments, which can be directly offered to the target markets.

 With working out programs and tests, for reducing defective product items, can also strengthen the company’s image as a reliable customer oriented company.

 Through the internet, Dell can provide, beside the outside sales representatives and special phone lines, an additional source of information channel, which can also serve as a potential way of ordering some products.      

Dell computer to launch a physical product needs three channels:

Sale channel  ( telephone

Delivery channel  ( express and mail

 Service channel ( local repair service

Each of these channel is subject to further technology development. And use computer as sales channel ,on line service as delivery channel downloads a software program to the customer’s computer and service channel, via network (internet).

Finally it is necessary to obtain more information about what is the most effective way of distribution (direct model or indirect channel).   

