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Executive Summary 
The strategy a business takes in order to succeed is dependent on numerous factors. This report will describe what strategy means in terms of management and its importance to an organisation’s future, through the use of appropriate academic theories. Furthermore, it will provide an examination of the internal and external environment of Dell Inc through the use of a number of strategic tools including a SWOT analysis, PEST analysis and use of Bowman’s Strategic Clock. Finally, this report will discuss the importance of an organisation’s awareness of its stakeholders while also compiling a simple power and interest chart.
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1.0 Introduction 

1.1 Strategy 
A key component of strategic management is strategy, it is essential that an organisation recognises what the term strategy is and what it means. The Oxford Dictionary describes strategy as a ‘plan of action designed to achieve a long term or overall aim (Oxford Dictionary, 2019). Henry Mintzberg defined it as “a plan a continuously intended course of action a guideline to deal with a situation” (Mintzberg, 1987).“Strategy is an action a company takes to attain superior performance (Hill & Jones, 2014)
Within the business environment, strategy is essential for setting, defining and managing the long-term objectives, missions and goals. Through the use of a strategic management plan an organisation can gain an understanding of their strategic position, formulate calculated strategic choices while also managing strategy in action (Johnson , Scholes, & Whittington, 2011). There are three core areas within Strategy, analysis, development and implementation. Any plan must consider underlying factors, external factors include political and economic considerations, while internal factors can include their capabilities and weaknesses. These act as a guide, offering suggestions they should follow and through these considerations of the factors it is possible for an organisation to identify their strategic position.(CIM, 2011).
Figure 1: Strategic Management Process (Pearson, 2013)
[image: ]
Once a plan has been formulated it is crucial that it is constantly assessed and reviewed and adaptations made in reaction to the market or environment, this process is known as agile or reactive strategy.  Strategic management is an immense subject that offers many theories and tools all obtainable for a business to use in order to set its long-term plan. This can, however, be a lengthy process that may impact on an organisation’s operational obligations.  
1.2 Strategic management 
The purpose of strategic management within an organisation is to study why some firms flourish while other fail. It has been characterised as a collection of Organizational actions and decisions that can determine the long running operations of a business (Wheelen & Hunger, 2017). Effective Strategic Management offers organisations a defined sense of their vision with an emphasis on what is strategically important as well as understanding the rapid changes to this environment. There are countless theories and structures that are available including competitive and business strategies.       
1.3 Competitive Strategy 
This long-term plan allows an organisation to gain an edge over its competitors, by being able  to create a more defensive stance within the industry and help generate a greater ROI (Return on Investment). Michael Porter states that a competitive advantage is produced from the values an organisation can establish for its buyers that surpasses their costs of creating it. He goes on to state that “value is what customers are willing to pay” (Porter, 2008)     
1.4 Business level strategy
A Business level strategy approach works closer with the customer, it considers that if an organisation provides exceptional and dedicated customer service it will lead to greater financial returns. This process concentrates on the company’s monetary needs while producing enhanced returns on investment. It is stated that as a result of Business level strategy an organisation can  increase its employee performance while decreasing its waste generating a profitable corporate landscape (Ryan, 2019).

2.0 Company Overview
2.1 Company Background
Originally known as Dell Computer Corporation back in 1986. Dell Inc was the idea of entrepreneur Michael Dell, a student studying at the University of Texas. It was in his dorm that Michael built and sold his first computers. The company has grown immensely over the past 30 years, becoming one of the largest computer suppliers in the world bettered only by Lenovo and HP  (Dell Inc, 2019), but keeping its roots within Texas and Michael Dell still sits as the company chairman. According to its 2019 annual review Dell currently employs 157,000 people worldwide (Craft, 2019). Initially only offering computers made to order, sold direct to the customer and dismissing retail outlets, the company now offers a much more diverse portfolio selling to its customers both directly and indirectly. Its current portfolio includes but is not limited to: desktops, personal computers, servers, televisions computer accessories. printers, software and security.
[bookmark: _Hlk24612432]2.2 Dell Inc Current Strategic Position 
Dell values its customers, it states that targeting the technically minded, shrewd professionals and by channelling a strong customer engagement has allowed them to stay ahead of their competitors. Their BOSC approach Build to order supply chain has led to a 26% growth rate in the past couple of years much more than that of their competition and has allowed them to outpace the rest of the industry (Parvez, Ullah, Ali Sabuj, & Islam, 2018). Dell’s Global strategy is to remain geographically closer to its customers, this they believe allows them to  successfully carry out their market strategies and build a strong customer base. By adopting a Just-in-time (JIT) strategy Dell are able to operate with the lowest inventory levels in the business.  Due to the fact that Dell does not own inventory and only orders in as and when required means that the cost involved in holding and maintaining the inventory are almost non-existent. This means that Dell are able to pass these saving to its customers in the form of lower prices for good. (Kapuscinski, et al, 2004). (Kapuscinski, Rachel, Carbonneau, Moore, & Reeves, 2004)
3.1 Strategic Analysis Tools
Using a simple definition strategic management tool is the instrument used to determine an organisation’s current and future position. This is achieved by defining the internal and external environment of the organisation that is to be analysed. There are a variety of methods available to organisations including, SWOT analysis, PEST analysis, Porters Five Forces analysis and Bowman’s strategic clock (Downey, 2007).
Management strategies will ultimately be adjusted or altered over time, this is due to changing environments within both the business and the society it operates in (Danalache, 2018) 

3.2 SWOT Analysis 
SWOT, an acronym for Strengths, Weaknesses, Opportunities and Threats is an uncomplicated yet effective tool. If used correctly it can allow a company to take stock of its resource capabilities and shortcomings along with their possible market opportunities and  potential threats to its future (Thompson, Strickland, & Gamble, 2007). First emerging from literature during the 1960s there is a conflict as to where the term SWOT originated. Theorist Albert Humphrey states that SWOT Analysis emerged from a fortune 500 research project undertaken at Stanford University, however, no academic references have been found to support this theory.  Other theorists acknowledge Harvard Business School believing the tool grew after a classroom discussion regarding business policy and nurtured by Philip Selznick, Alfred Dupont et al (Gurel & Tat, 2017).    
As with all theories this strategic tool has its advantages and disadvantages. SWOT is an easily understandable tool that has the capacity to be employed by an organisation to a varying extent and depth (Sarsby, 2016). However, Hill & Westbrook doubted the suitability of SWOT, stating that they believed it was unable to go beyond describing the organisation’s current situation. During their research they found that only a few of the organisations who took part in the study  actually used the information gathered within the later stages of the strategy process. (Hill & Westbrook, 1997) 
Mintzberg states organisations knows their strengths by consideration, assessment and judgement supported by analysis. During his report he describes a board room filled with executives discussing SWOT just as students in the university might do. He went on to say that he believed there was a danger that the process could “Overstate strength under emphasize weakness” (Mintzberg, 1990). 
3.1.1 Dell Inc SWOT Analysis
Dell Inc’s SWOT analysis highlights its current standing within the computer market. This well-known and established brand with over 35 years of experience offers its customers a number of unique purchasing opportunities. When asked to part with substantial amounts of their money, a brand name such as Dell will offer its consumers a security not offered by newer or lesser recognisable names. As stated by Kapferer there are limited ongoing strategic assets available to an organisation that can offer them a beneficial competitive advantage a well-established brand name is one of them (Kapferer, 2011). It is therefore essential that this asset is carefully controlled and constantly reviewed. Dell has broadened its portfolio over the past few years in order to keep up with the changing demands of consumers, this has been achieved through acquisitions and mergers rather than through research.  By continuing to adapt its portfolio Dell Inc can remain, up-to-date, relevant and competitive. Complacency could lead to losses. 

Figure 2:  Below is a simplified SWOT Analysis of Dell Inc
	Strengths


1. Well Established
2. Broad Portfolio
	Weaknesses


1. Research & Development 
2. Private Ownership and Stockholder
3. High operating costs


	Opportunities


1. Cloud computing Market
2. Security market
3. Gaming  market
	Threats


1. Competition
2. Declining Market Place, increase of smart phones



Dell’s weaknesses as shown through a SWOT analysis include low expenditure on research and development. This is an important issue that by looking at their current financial breakdowns, has been recently addressed by the company. The company’s expenditure has grown from 856 million dollars in 2012 to a staggering 4.6 Billion Dollars in 2019 (Statista, 2019).One of the biggest growths in personal technology during the past ten years has been within mobile phone and tablet production. This has led to a reduction in personal computer sales.  This is a threat to Dell due to its failure to join its competitors and add mobile devices to their portfolio and move into this lucrative market. It does offer the company, the opportunity to further develop its iCloud computing market as well as security commodities and mobile gaming products.  
Dell Inc’s current competition is from HP and Lenovo. Both also well-established brand names. It is important that Dell continue to watch its competitors and it should ensure that it does not adapt a wait and see approach but instead act where possible as an early adopter and influencer. (Catalini & Tucker, 2017)  

3.2 Bowman’s Strategic clock
In 1985 Cliff Bowman and David Faulkner devised a tool that studies an organisation’s competitive position or positioning strategy. This process characterizes various positions within the market and considers differentiation advantage. The process includes indicating the different permutations of ‘Price and Perceived Value’ that offer the organisation their viable advantage, while taking into consideration and assessing the businesses capabilities. Offering eight conceivable strategies including Low price, Hybrid, Differentiation, focused differentiation, standard or high price and added value and high price (Bowman & Faulkner, 1996) when all eight are placed on the matrix they have the appearance of a clock.
Being able to assess and identify an organisation’s current strategy, allows them to behave in a reactive manner and ascertain adjustments needed to enhance the competitive position within an expeditious market driven economy. Bowman and Faulkner’s idea of perceived product and price expands on Michael Porter’s three genetic strategies. Porter developed this approach in 1980.    
Of the eight positions on the strategic clock sections six, seven and eight represent opportunities that if undertaken by an organisation for any prolonged period of time would lead to the business failing due to negative customer reactions. If offered a product that has inflated prices at high margins customers will seek similar product within the free market (Shakhshir, 2014). 
Figure 3: Bowman’s Strategic Clock
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Figure 4: Bowman’s Strategic Clock: Eight Phases
[image: ]
[image: ]




3.2.1 Dell’s Position on the Bowman’s Strategic Clock
Dell is a multinational organisation that supplies good quality and unique personal service to its customers. For this reason, they are placed at position 4 Differentiation. It is Dell’s objective to provide its customers a maximum degree of perceived value, also described as the assessment of value or popularity of their products when compared to their peers. The overall value and quality of their product is critical to Dell’s ongoing strategy, along with consumer loyalty and a strong brand awareness. Apple may be a brand leader when it comes to innovating technologies, however, Dell has revolutionized the computer business by cutting out the middlemen and offering its build your own system strategy, becoming a success both in the business sector and home (Tassabehji & Isherwood, 2014).  
3.3 PEST Analysis 
The PEST strategic tool, analyses the macro environment of an organisation. It takes into consideration many aspects of the business including GDP, inflation, trends, employment and monetary and fiscal policy (Investopedia , 2019). The whole of society is affected by the Macro environment and organisation’s have no power over the influence positive or negative it brings to the business, instead they must monitor and prepare for changes it may bring (Hill & O'Sullivan, 2004). A PEST analysis is achieved by categorising the four key types of environmental factors, political, economic, social and technological.  
                                  Figure 5:  PEST Analysis of Dell Inc
	Political
Political Instability
Local Government Policies
Trade Deals
	P

	Economical
Poor currency exchange
Distributor conflicts
Raw materials
	E

	Social
Changes in buyer behaviours
Changing attitudes towards green products
Demographic changes
	S

	Technological
Transformation of IT
Digital Viruses
Competition getting there first
	T



3.3.1 Dell Inc PEST Analysis 
A PEST Analysis of Dell Inc reveals many potential and existing issues the organisation faces on a daily basis. This report will touch on some of the most important issues discovered during the completion of the analysis.   
Political: political instability can cause numerous obstacles for Dell as an organisation. In the UK for example BREXIT offers uncertain trade restrictions that could affect the sourcing of supplies as well as distribution. 
Economical: BREXIT has again had an effect on the British Economy and noticeably on the exchange rate and value of the pound. These fluctuations cause increases in labour costs and materials which are most likely to be passed on the consumer in the form of price increases.   
Social: There have been many changes in buying behaviour within the computer industry over the past decade. Once a product only owned by businesses, computers can be found in millions of homes, however the trend is slowing down, the younger generation are opting for smartphones and tablets for instant access. Children as young as one or two are able to access these products by using their parent’s products. Dell reacted slowly during the growth of these products, however, they are now moving into the mobile gaming market, this has proved a lucrative move over the past two years.   
Technology: Viruses are a source of concern to big business within the computer technology industry. Every week there are stories of viruses infiltrating organisations or hacking of personal information.  

4.0 Stakeholder Analysis 
A stakeholder is anyone with an interest in the business, these can be internal or external. Internal stakeholder includes employees and managers, while external includes suppliers, shareholders and customers (Johnson, Scholes, & Whittington, 2008). Both forms of stakeholder can benefit from the organisation in different ways. Internal stakeholders can directly gain from the contribution they make that aids business development, an external stakeholders also called secondary stakeholders will gain influence through the work produced by the business.  
[bookmark: _Hlk24652413][bookmark: _Hlk24652471]	
    


Figure 6: Dell Inc Basic Stakeholder Power and Interest Chart
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4.1 Del Inc Stakeholder Analysis
Dell prides itself on its strong links and engagement with its stakeholders. It holds regular stakeholder feedback conference calls that include participation from investors and suppliers as well as customers from different aspects of the business around the world (Dell Inc, 2019). Above is a basic stakeholder power and interest chart (P&I) . A P&I allows an organisation to categorise its stakeholders based on the authority and relevance their position has on a business.    





5.0 Recommendations 
Figure 6: Recommendation for Dell Inc
[image: ]

6.0 Conclusion
This report has addressed the topic of Strategic management though the study of what strategy is and how it is integral to business. However, it has become evident while reviewing literature that the true scope of the subject could not be fully expressed within a report of this size. Instead this report reviews a number of theories relating to the subject and correlated them to Dell Inc. Furthermore, three strategic management tools were compiled and studied and again linked to the Dell business model. Dell is an organisation that has successfully grown and changed over the years in line with its changing environment. This leads the author to conclude that they apply a reactive strategy to business, while still supporting the company’s visons and values.  
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