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[bookmark: _Toc503271766]Introduction
Strategic management deals with the identification and understanding of the vivid business strategies which are being utilised by the business managers to ensure better business performance and productivity for their respective organisations. Strategic management plays a very crucial role in helping the business establishments top stay one step ahead of their business competition in the market. By making use of strategic management business establishments are able to obtain a higher level of average profit and revenue margins than the rest of the companies. Strategic management in simpler terms can be described to be the host of activities and decisions which are undertaken by the top level management in a business that eventually determines their business performance and output for that year (Freeman, 2010). For ensuring a successful strategic management within an organisation, the business managers must have a thorough knowledge and understanding about the current performance and situation of an organisation. This can be obtained by carrying out a SWOT analysis of an organisation which provides the mangers with an in-depth knowledge about the strengths and weaknesses of an organisation in the market and what kind of opportunities and threats could be encountered by them in the long haul as a result of their current business situation in the market (Hill et al., 2014). This assignment is going to shed light on the diverse aspects of strategic management and how they are contributing towards the future growth and sustainability of an organisation. The organisation chosen for evaluation is Dell and this assignment would help us to understand how the strategic management decisions are undertaken at Dell. The strategic management at Dell helps the organisation to be better prepared and equipped to handle any kind of business contingencies in an effective manner. It helps the business establishments to make the best use of their available resources and core-competencies thereby ensuring an optimised business performance and productivity for Dell.
[bookmark: _Toc503271767]Industry Analysis
Dell India is a wholly owned subsidiary of the multinational computer technology firm Dell Inc. The organisation is a global manufacturer of personal computers (which includes desktops, All-in One PCs and Laptops), network switches, computer peripherals, servers, computer software, data storage devices, printers, projectors and other electronic devices. The Indian personal computer market is really a very lucrative and promising business segment which is presently witnessing a very tough competition among the different global consumer electronics and technology firms (Dell US, 2016). 
The Indian Consumer segment can be broadly categorised into two markets – urban and rural and this is catching the fancy of the global business enterprises that are willing to capitalise on the large consumer base in India. The Indian consumer segment comprises of a huge middle class that is increasingly aspiring to lead a better and more comfortable life than their predecessors. Combined with a relatively large affluent class and a small economically disadvantage class, the market trends indicate the average Indian consumer spending is going to increase by more than 200% by the year 2025 (India Brand Equity Foundation, 2017). In a global consumer confidence survey conducted among 63 countries around the globe, Indian stood first by having a consumer confidence index of 136 points which was a ten year high. This drastically changed the perceptions of the global corporations towards Indian and they suddenly started viewing India as a market that holds huge future potential and promise (India Brand Equity Foundation, 2017). Companies have now identified Indian to be one of their key markets from where their future growth is likely to be achieved. The increasing disposable incomes among the Indian general population combined with a huge aspiring middle class population makes Indian to be one of the most favourable markets for the global technology firms which they are likely to cash-in in the near future.
The Indian personal computer market is presently dominated by Hewlett Packard (HP) which has maintained its market leadership with a 31.1% market share of the Indian personal computing market in the third quarter of 2017. As far as year-on-year growth is concerned, HP has achieved a impressive growth of 30.2% in 2017 and this is mainly attributed to the strong consumer demand for their products along with a state owned education project that have been outsourced to them (The New Indian Express, 2017). According to Sumeer Chandra, the Managing Director of HP in India Hp has been enjoying a position of market leadership for quite some time now in the Indian personal computer markets and the company has achieved a critical juncture in their business wherein they are strongly emphasising on reinventing themselves by focusing on innovation, design and customer value and this has helped the organisation to effectively cater to the changing needs and preferences of the Indian consumers (The New Indian Express, 2017). The total PC shipments in India stood at 3.03 million units during the third quarter of 2017 and this shows a strong quarter-on-quarter (QoQ) growth of 72.3% and an increase of 20.5 % compared to the same quarter last year. The consumer market registered sales of 1.51 million units during the third quarter of 2017 whereas the commercial PC market registered total sales of 1.52 million units during the same quarter. Lenovo was the second largest player in the Indian PC market which enjoyed a market share of 24.1%. Lenovo registered a year-on-year growth of 30.9% in the Indian market by increasingly focusing on increasing their online presence through the creation of modern digital business channels. Dell was the third biggest player in the Indian PC market which enjoyed a market share of 20%. Compared to their business rivals, Dell has managed to generate a growth of 226.3% during the third quarter of 2017 in the overall consumer segment of the PC market as it succeeded to create a turnaround from stock unavailability during the later part of second quarter of 2017 (The New Indian Express, 2017).        
[bookmark: _Toc503271768]Critical Success Factors 
Dell is presently the third biggest player in the Indian PC market and the organisation needs to overhaul their existing marketing and promotional strategy if they want to increase their market share and give tough competition to HP and Lenovo. The organisation has undertaken a thorough and reliable market research which had allowed them to understand and identify the needs and expectations of the Indian consumers in a more comprehensive manner. This has eventually helped Dell to foster customer satisfaction and brand loyalty among their end users and this eventually helped Dell to attract new potential customers through way of word of mouth publicity. For tackling the ever growing business competition, Dell has continuously strived to expand its presence in the Indian market by focusing on a more extensive distribution channel throughout India. Incidentally when Dell first entered into the Indian retail personal computers segment in 2007, the organisation sold just 79,244 laptops and desktops as compared to 1 million sold by HP in the same year. When Dell first appeared on the Indian shores, they tried to replicate the online and direct made to order model on the Indian market and failed miserably (Prasad, 2011). Customers who ordered the computers from Dell had to select a model according to their chosen configuration and pay for it and later wait for almost one month before Dell sourced the product from their Penang factory. Before Dell even appeared on the Indian personal computing segment, the Indian market was mainly dominated by IBM and Lenovo. HP entered the Indian market in 1989 and it focused on their pricing and after sales services which allowed them to gradually become the market leader. Furthermore, HP’s acquisition of Compaq provided a huge boost top their product portfolio in the Indian market. Later on Lenovo’s acquisition of IBM’s personal computing business provided it with a strategic advantage in the Indian market and this helped Lenovo to expand their presence In India (Prasad, 2011).
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In the year 2011, Dell sold almost 1.1 million computing devices (both desktops and laptops) in the Indian market as compared to 1 million devices sold by HP. This transition was mainly possible by Dell due to the setting up of their local manufacturing facility in India at Sriperumbudur which invariably reduced the delivery time by almost 50%. This allowed Dell more profitability in the Indian market. Furthermore, by ensuring a combination of both online and offline distribution channels, the organisation has been able to reduce the wait time for their customers and this has allowed Dell to effectively cater to the existing market demand (Prasad, 2011). Dell has set up exclusive stores all over India and has hired a large number of sales affiliates in order to ensure steady customer demand for their products throughout the year. The customers are also provided the option of buying their products online. All their sales affiliates or people responsible for maintaining their distribution channel are paid huge incentives for selling Dell products and this has helped Dell to substantially increase their market share in the Indian PC market. Another feather in their cap was added in 2015 when Dell managed to buy enterprise storage solutions provider EMC in a deal valued at $67 billion. This deal is widely anticipated to provide Dell with the opportunity to fast track their growth in the Indian market (Business-standard, 2015). The market acquisition of Dell has helped Dell to increase their product and service portfolio in the Indian market. Dell has been able to diversify their product and services in the Indian market and this has allowed them to become the market leader in the enterprise storage segment by capitalising on the expertise of EMC. This has allowed Dell to further increase their profits and revenues from their Indian business operations thereby allowing the organisation to realise their business goals and objectives in a better and effective manner (Business-standard, 2015). This has allowed Dell to tackle the market competition with HP and Lenovo in a better and effective manner by providing them more business growth opportunities in the Indian market. 
[bookmark: _Toc503271769]Internal Analysis
[bookmark: _Toc503271770]Financial Analysis
Dell has generated revenues of $13.05 billion in the second quarter of 2016 from their global operations. The net revenues have increased by 1% as compared to the same quarter in the previous year. The operating profit of the organisation has increased by $63 million in the second quarter of 2017 as compared to a loss of $103 million in the same quarter the previous year. The non-GAAP operating income stood at $752 million in Q2 2016 and this has shown an increase of 32% from Q2 2015 (Dell US, 2016).
Comparatively, HP has generated yearly revenues of $48,238 million during the financial year 2016 and this has decreased from $103,355 million in the previous year. This shows   that their revenues from their business operations have declined by almost 53.4% as compared to their previous year. The cost of revenues of HP stood at $39,240 million during the year 2016 and this also witnessed a steep decline from $78,596 million the previous fiscal. The organisation’s gross profit stood at $8,998 million in 2016 and this has declined from $24,759 which was generated in 2015. Total operating expenses for HP stood at $5,449 million in 2016 which dropped from $19,288 million recorded in the previous fiscal (HP, 2017).
[bookmark: _Toc503271771]Value Chain Analysis
Dell is a Fortune 500 company which employs 103,300 people all over the world. The organisation is extremely well known for their innovations in supply chain management and their highly successful direct sales model which allows them to manufacture and deliver customised PCs that have been configured according to specifications of their clients. Dell India has been successful in tackling the market competition in the Indian PC sector by creating a steady customer base in the Indian market. This has enabled the organisation to create a steady customer demand in the market for their products which has eventually allowed them to generate more profits and revenues from their business operations. The most important factor or attribute which has contributed towards the growth and success of Dell is their value Chain. The Value Chain is considered to be the host of factors and aspects which contribute towards the overall success and productivity of an organisation. It helps an organisation to create value at every step of their business processes (Walters & Rainbird, 2007). Thus, the total value created by an organisation is the summation of the value created during each and every step of their business activities and functioning. The value Chain analysis of Dell India has been described below.
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The Value Chain Analysis comprises of two segments – primary activities and secondary activities. The primary activities help in creating the maximum value for an organisation and it helps the organisation to develop a competitive advantage in the market. The secondary activities on the other hand acts as supplementary factors which contribute towards the growth and sustainability of the organisation in the market. The primary activities include Inbound Logistics, Operations, Outbound Logistics, Marketing and Sales and Service whereas the secondary activities include Firm Infrastructure, Technological Development, Procurement and Human Resource Management (Soosay et al., 2012). 
Primary Activities at Dell
Inbound Logistics – Dell utilises Just-in-Time (JIT) in their inbound logistics and this allows them to effectively cater to the customers in a timely manner. The JIT model helps them to supplement the market demand by minimizing the process of delay in the delivery of their products and services. All the parts needed to assemble their computers are delivered within a short span of time to their different assembly points in the market and this helps them to reduce their inventory turnover time. They are able to deliver their products and services in a timely manner to their clients and this helps them to impart brand loyalty among their Indian clients. This has played a vital role in helping Dell to create a steady customer base in the Indian market which has eventually helped them to tackle the market competition with their business competitors (Dudovskiy, 2015).  
Operations – Until 1997, Dell made use of assembly lines wherein each worker was assigned with a particular task within the organisation. However, the organisation changed their approach and incorporated the “Cell Manufacturing” process wherein a team of workers were responsible for assembling the different PCs according to the customer specifications. Later this process was replaced with a much more comprehensive and advanced assembly line which eventually helped the organisation to further streamlines their business operations in the market (Walters & Rainbird, 2007). This helped them to enhance their business output in the market by ensuring better understanding and cohesion among their different functional levels. This new operations model has played a very important role in helping Dell to substantially increase their market share in the Indian PC market.  
Outbound Logistics – The outbound logistics are playing a vital role in the shipping or delivery of the final packaged product to their respective customers. All the PCs manufactured by Dell are delivered within a time period of three to five business days from the day the customers places the order. The company maintains the highest levels of quality control while packaging and delivering their products and services to their customers. Moreover, all the products are continuously tracked by the company during the delivery process and this helps them to ensure that the right products are delivered to the right customers (Bhatnagar & Teo, 2009).
Marketing and Sales – Dell makes use of the direct sales model and they also sell their products with the help of different retailers. The combination of direct sales model as well as selling through market retailers provides the organisation with a more comprehensive presence in the Indian market. The organisation also sells their products with the help of their online website and this helps them to deliver excellent after-sales services in case of customer complaints. The organisation provides a lot of emphasis on their marketing and advertising campaigns and they make use of both modern promotional channels like Social media and the traditional promotional channels like TV, Newspapers, Billboards, Magazines.
Service – Dell provides the highest levels of priority towards their after sales services and this has played a very important role in helping them to retain their customers for the long haul. Attracting a new potential customer from the market is much tougher than retaining an existing customer and this is one aspect which Dell truly believes in. The organisation provides door step servicing to their customers with the help of their 24 hour customer helpline and this has played a very important role in helping them to enhance the satisfaction levels of their customers. Furthermore, Dell also provides different value added services to their customers and all these initiatives have played a very important role in helping them to enhance their quality of products and services which they are providing to their end users (Dell Community, 2016).                  
Secondary Activities at Dell
Firm Infrastructure – Backed by a solid financial performance in the market, the organisation has an excellent infrastructure which helps them to provide a tough competition to their competitors in the Indian market. Dell spends a lot of their business capital on maintaining their infrastructure and this has played a vital role in helping the organisation to expand their presence all over the globe. The organisation has set up their first manufacturing facility in India at Sriperumbudur in 2007 (Prasad, 2011). The organisation has plans to expand their manufacturing facility in India in the coming years. Dell is a large organisation which employs more than 100,000 employees around the globe and it is one of the top technology companies of the world. The organisation has a comprehensive network of 4300 Dell certified partners all over the globe who are working in tandem with Dell in order to provide customised solutions and services to their clients.  
Technology Development – Being a technology company, Dell is always at the forefront of technological innovation and creativity. The organisation spends a huge amount of their capital in carrying out cutting edge R&D activities and this helps Dell to manufacture unique products and services which provides value for money to their end users. Michael Dell, the CEO of Dell has stated that the organisation would be spending $4.5 billion on research and development which would be twice the amount spent by Hewlett Packard Enterprise (HPE), their biggest competitor in market (Burke, 2016). A massive chunk of that amount would be spend by Dell India considering that Dell employees a workforce of 27000 people in India.  
Human Resource Management – The HRM practices at Dell are in line with some of the best companies in the world. Dell has prominently featured among the global top 50 companies to work for and according to the Top Companies listed by LinkedIn, the organisation has featured on the 14th spot among 50 companies. Led by a strong leadership at the helm, the organisation constantly strives to satisfy their interest of their employees and this helps them to foster job satisfaction and job loyalty among their staffs (Fortune, 2018). The organisation provides one of the best remunerations packages in the industry along with a host of job benefits such as gratuity, performance bonus/incentives, provident fund, yearly holidays, free medical check-ups and medical insurance (Dessler, 2009). All these factors have played a very important role in helping Dell to retain their staffs for the long haul. 
Procurement – Dell works very closely with their business suppliers in the Indian market and this has enabled them to ensure an effective inventory management and at the same time allowed them to main the quality of their components and spare parts which goes into the manufacturing of their products. The organisation has continuously emphasised on maintaining a good relationship with their business suppliers in the market and this has enabled them to maintain an excellent supply chain which creates a balance between their inventory demand and supply. This has played a very important role in helping the organisation to deliver their products and services in a timely manner to their customers.
[bookmark: _Toc503271772]VRIO Analysis
The resources utilised by an organisation are an important determinant of its growth and success in the market. The quality of resources utilised Dell India would invariably determine the quality of the products and services that are being provided to their end-users in the Indian market. The quality of resources utilised by Dell could be evaluated by undertaking the VRIO analysis on the organisation. The VRIO analysis is considered to be highly efficient and practical analytical technique which is utilised for evaluating the resources utilised by an organisation and how they are contributing towards their long term competitive advantage in the market. The VRIO analysis mainly deals with the evaluation of the four vital aspects or dimensions of the resources and they are Value, Rareness, Imitability and Organisation (Barney & Hesterly, 2010). The VRIO framework was developed Jay B. Barney and it helps a business establishment to evaluate the effectiveness of their different resources like financial resources, human resources, material resources and non-material resources. All the resources available at the disposal of an organisation are put through the four evaluation dimensions in order to evaluate their contribution towards the growth and success of an organisation (Richardson, 2008). The dimensions of VRIO have been discussed below.
Value – The value is the first dimension of the VRIO framework and it essentially means how much valuable or expensive are the resources that are being utilised by an organisation and whether they are  easily obtained from the market or not. If the resource is not valuable and it is easily available, then it should never be utilised by the organisation because ultimately it would not create any tangible value for the organisation. This would create a competitive disadvantage for an organisation. On the other hand, if the resource is valuable then the organisation must utilise that resource at any cost as it would provide them with a competitive parity (Rothaermel, 2012). 
Rareness – This is the second aspect of VRIO framework which determines how much limited or rare are the resources being utilised by an organisation. If the resources utilised by an organisation are valuable but not rare, then the organisation is considered to exist in a state of competitive parity which indicates that they are same as their competitors in the market. If the resources utilised by an organisation is valuable and rare then it would provide a temporary competitive advantage to the organisation (Hinterhuber, 2013).
Imitability – This is the third aspect of the VRIO framework which essentially determines how much difficult or hard it is to imitate the resources of an organisation. The harder the resources of an organisation are to imitate, the better will be business prospects of an organisation. If the resources of an organisation are valuable and rare but it is not difficult to imitate them, then sooner or later other organisations would imitate those resources and under such circumstances the organisation would be able to obtain only a temporary competitive advantage in the market. On the other hand, if the resources of an organisation are valuable, rare and difficult to imitate, then it would provide an unused competitive advantage to the organisation while at the same time increasing their operational expenses in the market (Barney & Hesterly, 2010). 
Organisation – This is the last aspect of the VRIO framework and this essentially means how much organised and better equipped a business establishment is to utilise these resources. This aspect deals with the respective organisational arrangement and this helps us to analyse how the different business processes are being supported by the available resources. If the resources of an organisation are valuable, rare and inimitable but not organised enough to make the optimum utilisation of the resources then the organisation will not be able to ensure a sustainable competitive advantage in the market. It is only when an organisation’s resources are valuable, rare, inimitable and the organisation itself is organised and better equipped to make the full use of their resources, can the organisation be able to achieve a sustainable competitive advantage in the market (Richardson, 2008).     
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VRIO model for Dell
    
	 DELL
	 Is it Valuable?
	 Is it Rare?
	 Is it Inimitable?
	 Is Dell better Organized to Exploit them? 
	  Competitive Advantage

	 Customised products and services
	 Yes
	 Yes
	 No
	 Yes
	 Temporary Competitive Advantage 

	Customer Service delivery  process
	 Yes
	  Yes
	 No
	  Yes
	 Temporary Competitive Advantage

	Own manufacturing facility 
	 Yes
	 Yes
	No
	 Yes
	Temporary Competitive Advantage

	Excellent and Timely  after sales Services 
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive 
Advantage

	Door step servicing facility
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive 
Advantage

	Specialized Distribution Channel
	  Yes
	  Yes
	 No
	  Yes
	Temporary Competitive Advantage



[bookmark: _Toc503271773]External Analysis
[bookmark: _Toc503271774]PESTLE Analysis
The external market factors also play a very crucial role in determining the strategic management decisions which are undertaken at Dell. The external market factors that are affecting the business operations of Dell could be better understood with the help of the PESTLE analysis. The PESTLE is an acronym for the Political, Economic, Social, Technological, Legal and Environmental factors which are considered to be a part of the external business environment of an organisation.
Political – The political scenario in India is extremely suitable for the business operations of Dell as there is a democratically elected government in power which has been chosen by the majority population in India. The Indian government under the leadership of Narendra Modi is trying to promote greater industrialisation which would lead to the creation of more employment opportunities for the general population in India (Sridharan, 2014). The unemployment rate in India is estimated at 3.4 % and the total number of unemployed people in India is projected to increase from 17.8 million in 2017 to 18 million in 2018. (Business Today, 2017) Under the “Made in India” initiative, the Indian government is urging the foreign business establishments to set up their business operations and manufacturing units in India and in order to encourage them to set up their business in India, the Indian government is providing them with tax cuts and other benefits. This is one aspect which needs to be capitalised by Dell for further consolidating their business operations in India (Patnaik, 2014).
Economic – The economic outlook of India looks extremely promising in the near future. On the back of strong and robust economic growth, the consumer spending in India is expected to reach $4 trillion by the year 2025 (India Brand Equity Foundation, 2017). The rising disposable income of the general population in India is invariably going to drive up the levels of consumerism in the Indian market and this is one aspect which needs to be capitalised by Dell. According to the data obtained from the Department of Industrial Policy and Promotion (DIPP), the electronics sector in India has attracted total foreign investment of $1.78 billion from the period between April 2000 and June 2017 (India Brand Equity Foundation, 2017). The rising consumer buying power in the Indian market offers a very lucrative business proposition which needs to be capitalised by Dell if they want to ensure their future growth and success in the Indian market (Misra & Puri, 2011).
Social – The social factors are playing a vital role in helping to determine the consumer buying behaviour in the Indian market. By understanding the social factors in India, Dell would be able to understand the needs and expectations of the Indian consumers in a more detailed manner. Dell would be able to impart customer satisfaction and customer loyalty among their clients by effectively catering to the changing customer needs and preferences. This would help them to enhance their brand image and reputation in the market, thereby paving the way for their long term growth and success in the Indian market (Swain, 2011).
Technological – The technological factors play a very crucial role in providing a competitive advantage to Dell. Dell has been at the forefront of technological innovation and the organisation would be spending almost $4.5 billion on global R&D activities and this is twice the amount spend by their biggest competitor HP on their global R&D activities (Burke 2016). The management at Dell continuously strives to foster creativity and innovation at the workplace and this has allowed Dell to ensure product and serviced differentiation in the market.
Legal – The legal factors comprise the different business guidelines and regulations which must be satisfied by Dell for continuing their business operations in the Indian market. Dell needs to be aware of all the Indian laws and regulations pertain to employment and safety of their workforce and they must strive to comply with all these regulations in all aspects of their business operations. The organisation must ensure the highest levels of transparency in their business operations and this would help them to enhance their brand reputation in India (Kshetri, 2007). Furthermore, Dell must pay their taxes to the Indian government in an honest manner and contribute towards the economic growth and development of India with the help of their CSR activities.
Environmental - Dell being a technology company, the environmental factors are not having a significant impact on their business. Inspite of that the organisation is extremely cautious about the impact of their business operations on the environment. Dell incorporates sustainability into all aspects of their business operations right from the designing phase to the product recycling phase and everything in in-between. The organisation is creating eco-friendly products with a continuous and relentless focus on innovation and efficiency and this has helped them to reduce their carbon footprint while helping their customers to reduce their as well (Dell US, 2018). 
[bookmark: _Toc503271775]Porter’s Five Forces Analysis
The Porter’s Five Forces Analysis helps us to understand the external market factors which are influencing the business operations of an organisation. By undertaking the Porter’s Five Forces Analysis, an organisation is able to understand how the different market factors are ultimately determining their business outcomes in the market. The Porter’s Five Forces Analysis in case of Dell in the Indian market has been described below.
Bargaining Power of the Buyers – The bargaining power of the buyers is high in the Indian PC market. The Indian buyers are nowadays extremely fussy about what they are buying and they are always expecting the best in quality. The customers nowadays have a lot of options at their disposal and if they are not satisfied with the products of Dell, then they have the option of switching their preference to another PC brand. The Indian customers want value for their money and they always want the highest levels of product and service quality from the PC manufacturers. Dell must provide the highest levels of emphasis and importance to their product quality and the organisation must continuously strive to satisfy and meet the changing needs and expectations of their customers (Porter, 2008). This is the only way to foster customer satisfaction and customer loyalty among their clients.     
Bargaining Power of the Suppliers – The bargaining power of the suppliers is low in the Indian PC industry. Dell is a large business organisation which is not dependent on a single supplier in the Indian market. The organisation has many suppliers from where they source the raw materials and components that goes into their products. This is the main reason why the bargaining power of the suppliers is low in the Indian market as Dell has the option of switching their preference to different suppliers if they are not satisfied by the business terms and conditions put forth by any particular supplier (Smith, 2007).
Existing rivalry in the market – There is an intense level of competition among the different business players in the Indian PC market. All the different PC manufacturers in the Indian market like HP, Lenovo, Dell, Sony and Samsung are trying every trick up their sleeve in order to maximise the market demand for their products and in the process gain a greater share of the overall Indian PC market. This high level of competition among the different PC manufacturers has been further fuelled by the rising disposable incomes of the Indian population which has increased the levels of consumerism among the Indian population. Dell must utilise effective measures and steps for tackling and managing this heightened business competition with their industry rivals and this is extremely crucial for ensuring their future growth and sustainability in the Indian market (Karagiannopoulos et al., 2005).
Threat of Substitutes – The threat of substitutes is high in the Indian PC market as there are lot of service providers in the market that are providing the same products and services to their customers. This is the main reason why the customers have a lot of options at their disposal regarding the type of product they intend to buy. If the customers are not satisfied with the products and services offered by a specific PC brand, then they can opt for alternate substitutes which are offered by their rival companies (Porter, 2008).
Threat of New Entrants – The threat of new entrants is low as this industry requires huge initial business capital for ensuring an effective functioning. The companies which are already operating in the market have stable financial funding in their backend and this is the main reason why they have been able to successfully continue their business operations in the market. Additionally, there is also the aspect of technical expertise which is extremely crucial for ensuring business success in this industry (Karagiannopoulos et al., 2005). Any new company would never be able to match the technical expertise and business capital which are available at the disposal of the reputed PC manufacturers.      
[bookmark: _Toc503271776]Recommendations
Dell needs to spend more money on market research which would help them to understand the consumer demand and preferences in the Indian market. This would help Dell to provide the desired products and services to their end users, which would satisfy their needs and expectations. This would help Dell to increase the market demand for their products among the Indian general population and this would help Dell to generate more profits and revenues from their business operations. Dell also needs to focus on the budget segment of the Indian market as this segment holds the maximum customers. The organisation must develop new products and services which should be specifically targeted at this segment of Indian customers. This would provide them with greater sales volumes and they would be able to improve their sales margin drastically (Hoskisson et al., 2013). Dell also must strive to give back to the society. The organisation needs to participate in more CSR activities which are aimed at promoting the growth and development of the larger society and this would help them to create a good and positive reputation in the Indian market. This would help them to earn the trust of their customers which would eventually allow them to develop a long term bonding and association with their customers in the Indian market.
[bookmark: _Toc503271777]Conclusion
From the above discussion, the importance of strategic management from the context of an organisation can be easily comprehended. This assignment has shed light on the diverse aspects which are playing a very crucial role in influencing the strategic management decisions at Dell and how these is helping the organisation to take the right decisions for their business.
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Analysis
The Current ratio of the company has decreased over a period of years from 1.489 to 0.807 which is a bad indicator for the company. A current ratio which is higher is more favourable for the company than the current ratio which is lowers in that case the company can make the payment of debts more easily. The company should try to increase its current ratio and try to reach the industry standard that is 2:1.
The quick ratio of the company has decreased over the year from 1.422 to 0.74 which is also a bad indicator for the company as higher quick ratios are more favourable for the company as it represents there are more quick assets than liabilities and as the ratio increases the company liquidity position also increases. The Company should try to increase its quick ratio and at least try to reach the industry standard that is 1:1.
From the Investors point of view Return on Equity is a profitability ratio the higher the return on Equity of the company the higher preference would be given by the investors. The Return on Equity was positive in the year 2011 that is 33.93% and it become negative by the end of 2017 that is 9.03% which is a bad indicator for the company the company should try to increase its Return on Equity so more investors are willing to invest in it.
The overall profit of the company is measured by its net-profit ratio and it is very much useful to the company. If the net profit of the company is not sufficient then the firm will not be able to achieve the return that is satisfactory on its investments. The net-profit of the company has decreased over a period of time the company should try to increase it and it become negative by the end of the year 2017 that means the company is making loss which is a bad indicator for the company.
The Company Financial Health indicator is the Gross Profit Margin Ratio. If the Gross Profit margin is higher than it indicates the company is making a reasonable profit on sales as it can control the overhead costs and if the gross profit ratio is lower than it indicates the company is underpriced. The Gross profit ratio of the company has increased from the period 2012 to 2016 than again it decreases than again it rises to 21.02 the company should try to increase up to 22.25%.
The company is getting a negative return on investment in the year 2017 which is a bad indicator for the company the company should try to increase its return on investment as the company was getting positive return on investment from the year 2011 to 2013.
The Return on assets of the company has decreased over the year the company should try to increase it as the investors are willing to invest in that company which gives more return on assets.
If the company has higher turnover ratio than it means the company is using its assets more efficiently and lower ratio means the company is not using its efficiently the company asset turnover ratio has decreased over a period of time the company should try to increase it.
Higher receivable turnover ratio is a good indicator for the company but the company receivables turnover ratio has been decreased over a period of time from 9.97 to 8.61 the company should try to increase it and reach till 9.97.
A lower debt Equity ratio is more favourable for the company as higher debt equity ratio is considered more risky by the creditors and investors. The company debt equity ratio has been increased over the period of time the company should try to decrease it and it observed very high in the year 2017 that is 67.57 which is not at all acceptable.
The Earnings Per share of the Company has decreased over the period of year which is a bad indicator for the company as it is affecting the shareholders wealth no investor would like to invest in the company. In the year 2017 the EPS recorded is negative 8.52.
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Particulars(Figures in Millions) 2011 2012 2013 2016 2017

Current Ratio=Current Assets/Current Liabilities

Current Assets 29021 29448 27968 23573 30773

Current Liabilities 19483 22001 23439 25310 38135

1.489555 1.338485 1.193225 0.931371 0.806949

Quick Ratio=Current Assets-Inventories/Current Liabilities

Current Assets 29021 29448 27968 23573 30773

Inventories 1301 1404 1382 1619 2538

27720 28044 26586 25310 38135

Current Liabilities 19483 22001 23439 21954 28235

1.422779 1.274669 1.134263 0.867404 0.740396

Return on Equity=Net Income/Shareholder's Equity

Net Income 2635 3492 2372 -1104 -1718

Shareholder's Equity 7766 8917 10701 1466 19009

33.92995 39.16115 22.16615 -75.307 -9.03782

Net Profit Ratio=Net Profit/Net Sales*100

Net Profit  2635 3492 2372 -1104 -1718

Net Sales 61494 62071 56940 50911 61642

Net Profit Ratio 4.284971 5.625816 4.165789 -2.16849 -2.78706

Gross Profit ratio=Gross Profit/Net Sales*100

Gross Profit ratio 11396 13811 12186 8387 12959

Net sales 61494 62071 56940 50911 61642

Gross Profit Ratio 18.53189 22.25033 21.40148 16.47385 21.023

ROI=Net Profit/Cost Of Investment*100

Net profit 2635 3492 2372 -1104 -1718

Cost of Investment 452 966 208 1975

ROI 17.1537 27.66323 8.768971 0 -114.959

ROA=Net Income/Average Total Assets

Net Income 2635 3492 2372 -1104 -1718

Average Total assets 72251 83132 92073 142516

36125.5 41566 46036.5 0 71258

7.294017 8.401097 5.152433 -2.41096

Assets Turnover Ratio=Net Sales/Average Total assets

Net sales 61494 62071 56940 50911 61642

Average Total assets 36125.5 41566 46036.5 71258

170.2232 149.3312 123.6845 86.50537

Receivables Turnover Ratio=Net Credit Sales/Average Accounts Receivable

Net sales 61494 62071 56940 50911 61642

Average Accounts Receivables 12330 12969 13105 14307

6165 6484.5 6552.5 7153.5

9.974696 9.572211 8.689813 8.617041

Debt equity ratio=Total Liabilities/Total Equity

Total Liabilities 30833 35616 36839 43550 98966

Total Equity 7766 8917 10701 19009 1466

3.970255 3.994168 3.442575 2.29102 67.5075

Earnings Per share=Net income/weighted Average Number of shares

Net Income 2635 3492 2372 -1104 -1718

Average Number of shares 1944 1838 1745 3179.52 14637.36

EPS 1.355453 1.899891 1.359312 -2.88 -8.52
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Liquidity Ratios 2011 2012 2013 2016 2017

Current Ratio 1.489 1.338 1.193 0.931 0.807

Quick Ratio 1.422 1.274 1.134 0.867 0.74

Profitability and Activity Ratio

Return on Equity 33.93% 39.16% 22.17% -75.30% -9.04%

Net profit Ratio 4.28% 5.62% 4.16% -2.16% -2.78%

Gross Profit Ratio 18.53% 22.25% 21.40% 16.47% 21.02%

ROI 17.15% 27.66% 8.77% -114.96%

ROA 7.29% 8.40% 5.15% -2.41%

Assets Turnover Ratio 170.22% 149.33% 123.68% 86.50%

Receivables Turnover Ratio 9.97 9.57 8.68 8.61

Capital Gearing Ratios

Debt to Equity 3.97 3.99 3.44 2.29 67.51

Investor's Ratio

Earnings Per Share 1.35 1.89 1.35 -2.88 -8.52


