%

%

MBA - Master of Business Administration

Module: Marketing Management

Module Code : LCMB7001

Name: Aashlesha Dipakkumar Dube

Student ID: 2242046

Title: Marketing Management Assessment 2
Date: 30/08/2023

Lecturer name : Tushara Balendran

Prifysgol Cymru
Y Drindod Dewi Sant

*" University of Wales
Trinity Saint David



Table of Contents

L INEEOAUCTION: .ttt ettt ettt et e st e s bt e e bt e e s bt e e ateesabeesabeesabeeenbbeebbeeanteesabeesabeeeneean 3
F1. Michael Dell | Founder and CEO of Dell TEChNOIOZIES .......cccveeivieiiieciee e 4
D o o W N 1YL L3RR 4
F2. PESTEL Analysis of Dell INCOrPOratioN ......c..ciiiiiiee ettt et e e bae e e et e e e ebaee e enteeeeans 6
3. A StUAY Of POIter'S FIVE FOICES: .uuuiiiiiiiiiieiitie sttt e ettt et e st e e st e e st e e e s bee e e s steeesssbeeeesseeeeesbeaeennrenas 6
=Yg T =4 1Y, T USRS 7
VAL @ N T Y2 £SO PPRR 8
F3. XPS 13 PIUS ..ttt ettt et ettt et st st sat e eae e eae e ehe e sae e sae e e ae e eae e e be e sheesheesaeesaeeeneennean 8
FA. SWOT ANGIYSIS FOr DEIL...oveiieiieecteeecte ettt e s s ae e e s e e e e s btee s sabeeeenaseeeeennees 10
6. Segmentation, Targeting, and POSitioNING (STP): ....uiiciiiiiiecie et e sare e sare e 11
F5. Segmentation, Targeting, and Positioning (STP) MOdEl .........coceeiieeeiie et 11
7. CONCIUSION ettt b e s bt b e s bt e s bt e s bt e s bt e s bt e sbe e bt e bt e bt e bt enbeesbe e be e be e beenbeenbeenbeenne 12
RETEIEINCES ...ttt ettt st st e ae e e a et s it e st e st e ea bt e a b e e ab e e ab e et e et e et e et e e nreenreeane 13



1. Introduction:

Technology pioneer Michael Dell created Dell in 1984. Dell is a global leader in computer hardware,
software, and services. This analysis examines Dell's complex business environment, including macro
variables, Porter's Five Forces, SWOT analysis, segmentation, targeting, positioning, and marketing mix
tactics. Dell Official Website. (2023). Dell's strengths and weaknesses become clear as we explore its
operations. We'll reveal how political, economic, social, technological, legal, and environmental
variables influence Dell's business decisions by examining the macro environment. Porter's Five Forces
approach will help us assess industry competition and position Dell. A thorough SWOT analysis reveals
Dell's strengths, weaknesses, growth opportunities, and threats. Dell's segmentation, targeting, and
positioning tactics are further illuminated in the report. This analysis's final chapters explain Dell's
marketing mix techniques, including product, pricing, place, and promotion. Dell attracts and pleases
picky customers with this strategic alignment. This analysis deciphers Dell's market dynamics and
obstacles to show the brand's successes and failures in the ever-changing technology world.

This examination illuminates Dell's business landscape. Dell Annual Report. (2023).[ Technological
advances and rising social consciousness balance severe competition and economic uncertainty in the
macro environment assessment. Dell's brand recognition and customer loyalty mitigate buyers'
negotiating power and replace risks in Porter's Five Forces model. Dell's SWOT analysis highlights brand
reputation, global reach, and mobile device market weakness. Dell's segmentation, targeting, and
positioning strategies showcase its adaptability to diverse consumer needs and preferences. Dell
masterfully manages product offerings, pricing, distribution networks, and promotions with a well-
planned marketing mix. This analysis summarizes Dell's journey from pioneering venture to technology
leader. Macro factors, competitive forces, internal dynamics, and marketing techniques show Dell's



resilience, inventiveness, and strategic acumen in an ever-changing technology paradigm. Acar, A., &
Ozcelebi, 0. (2018).

F1. Michael Dell | Founder and CEO of Dell Technologies Source: usatoday.com

2. PESTLE Analysis:
The macroenvironmental elements that have an impact on Dell's business operations are examined
using the PESTLE analysis. Let's examine each aspect in more detail and see whether it favors Dell:

1. Politically-speaking: Political stability is essential for Dell's international operations because it works
in many different nations. Smooth supply chain management, lowered trade barriers, and favorable
business environments are made possible by the majority of its core markets' favorable political settings.
However, threats to Dell's supply chain and market expansion may arise from political unpredictability
and trade disagreements in some regions.

2. Economic: Opportunities for Dell's goods and services are presented by the general economic
expansion and stability in important markets. Dell benefits from low-cost manufacturing locations in
nations with thriving economies because it places a significant emphasis on cost management. However,
the company's revenue and profitability may be impacted by economic. Verhage, A., & Sohal, A. S.
(2008).

3. Social: Dell fits in nicely with the current social tendencies toward embracing technology and going
digital. Dell's goods and services benefit from the rising reliance on technology in both the personal and
professional worlds. Additionally, consumers who are socially conscious respond favorably to the
company's attention on sustainability and corporate social responsibility.



4. Technology: Dell succeeds in the continuously changing technological environment because it is a
technology-focused firm. Hardware, software, and cloud computing improvements give Dell the chance
to innovate and give its clients cutting-edge options. Additionally, the business' dedication to research
and development enables it to maintain its competitiveness in the ever evolving IT sector.

5. Legal: Dell complies with all applicable rules and laws in the nations it services. Dell's technologies are
protected by robust intellectual property laws that stop infringement. However, depending on Dell's
ability to adjust to legislative changes, the changing legal landscape regarding data privacy and
cybersecurity presents both opportunities and problems.

6. Environmental: Dell's reputation is benefited by the growing emphasis on environmental
sustainability and green technologies. The firm's initiatives in recycling campaigns, energy-saving
products, and environmentally friendly production procedures are in line with the rising need for
environmentally conscious companies. This outstanding reputation may draw ecologically sensitive
clients. Verhage, A., & Sohal, A. S. (2008).

In conclusion, the PESTLE study shows that Dell works in a macro environment that is generally
favorable. Opportunities for the company's growth are provided by political stability, prosperous
economic conditions, technological advancements, and an increasing focus on sustainability. Verhage, A.,
& Sohal, A. S. (2008).
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F2. PESTEL Analysis of Dell Incorporation

3. A study of Porter's Five Forces:

Porter's Five pressures model examines the industry-specific competitive pressures that might affect a
company's profitability and competitiveness. Let's evaluate each force and how it affects Dell:

1. Threat of New Entrants: For new entrants, the technology sector offers both challenges and
opportunity. While the existence of well-known brands, economies of scale, and expensive R&D
expenditures pose obstacles, the quick speed of technical improvements enables inventive companies
to enter particular niches. The medium level of threat is maintained by Dell's well-known brand, vast
distribution network, and devoted client base acting as barriers to potential entrants. Porter, M. E.
(1979). How competitive forces shape strategy.

2. Buyers' Bargaining Power: Due to the large number of brands and product options available to
consumers in the technology sector, these customers are in a strong bargaining position. Customers can
readily compare prices and features online, enabling them to request competitive pricing and high-
quality goods. To keep its customer base, Dell must consistently prioritize customer satisfaction, product
differentiation, and aggressive pricing.

3. Supplier Bargaining Power: Depending on the product or service in question, Dell has varying degrees
of negotiating influence with suppliers. Despite the fact that the corporation may negotiate favorable
terms with a large number of suppliers because to its size and global reach, some essential components
might be under the control of a small group of specialized suppliers, giving them considerable



negotiating power. However, Dell's solid supplier ties and efforts to diversify aid in maintaining a
moderate level of supplier negotiating leverage.

4. Threat of Replacement: Although the technology sector offers a wide range of goods and services,
Dell's solid brand recognition, devoted clientele, and distinctive products lessen the threat of
competition. Additionally, the business's emphasis on delivering customized solutions for specific
customer segments strengthens its distinctive value proposition, lowering the possibility of customers
migrating to rivals.

5. Competitive rivalry: Major businesses like HP, Lenovo, Apple, and other companies are striving for
market share in the fiercely competitive technology sector. Frequent product introductions, price wars,
and marketing conflicts are the results of fierce rivalry. In the face of intense competition, Dell must
consistently innovate, produce great products, and deliver exceptional customer service to remain
competitive.

In conclusion, Porter's Five Forces study shows that Dell operates in a highly competitive market with
significant rivalry among established competitors and substantial buyer bargaining power. However, the
threat posed by new competitors and replacements is only mildly significant. While Dell has advantages
over its rivals in terms of market share, brand recognition, and customer loyalty, the company must
continue to be proactive in navigating the ever-changing business environment in order to hold onto its
position and be profitable. Porter, M. E. (1979). How competitive forces shape strategy.

4. Marketing Mix

In order to effectively sell and deliver its products and services to its target clients, Dell's marketing mix
strategies concentrate on the essential components of the marketing mix. Product, Price, Place, and
Promotion are the four Ps.

1. Product:

Dell provides a wide variety of products to meet the needs of various consumer groups. Laptops,
desktop computers, servers, storage options, peripherals, and accessories are all part of its product mix.
Dell places a strong emphasis on product customization, letting customers set up their gadgets with
certain features and specifications. Dell can cater to the various demands and tastes of its customers
thanks to this customization technique.

2. Price:

In the technology sector, Dell uses a competitive price strategy to draw in customers. It offers a range of
pricing options, including luxury and affordable models. Additionally, clients can choose features that fit
within their price range thanks to the option to customize products. Dell's pricing strategy takes into
account consumer value, competitive positioning, and component cost. Kotler, P.,, & Armstrong, G.
(2012).



3. Place:

With both online and offline channels, Dell offers a robust global distribution network. Customers can
buy directly from Dell thanks to the company's vast e-commerce platform, which is accessible through
its website. Additionally, Dell collaborates with licensed merchants and resellers to contact customers at
real-world stores. Due to its widespread presence, customers from many geographical areas can access
it.

4. Promotion:

In order to increase brand recognition and draw in customers, Dell invests in a number of promotion
techniques. The business runs marketing and advertising campaigns across a variety of media, including
print, digital, and television. To reach consumers who are tech-savvy, Dell also uses influencer marketing
and social media. Additionally, Dell takes part in sponsorships and occasions to promote its goods and
technologies.

In conclusion, Dell's marketing mix techniques include a broad selection of customisable products at
reasonable costs, product distribution through both online and offline channels, and brand promotion
through a range of advertising and promotional activities. With the help of these tactics, Dell is able to
effectively connect with its target audience, foster brand loyalty, and keep a firm grip on the competitive
technological industry. Kotler, P., & Armstrong, G. (2012).

5. SWOT Analysis:

An evaluation of a company's internal strengths and weaknesses as well as external opportunities and
threats is done using a SWOT analysis. Examining Dell's SWOT:

F3. XPS 13 Plus



Strengths:

1. Brand Reputation: In the IT sector, Dell has a solid and well-established brand reputation. High levels
of client loyalty result from its reputation for high-quality products, responsive customer service, and
customization choices.

2. International Presence: Dell has operations in various nations and benefits from a huge worldwide
distribution network that allows it to connect with a sizable client base and enter a variety of markets.

3. Product Diversity: The company has a wide range of goods to choose from, including laptops, desktop
computers, servers, storage systems, and peripherals. Both individual consumers and corporations are
catered for by this broad range of goods.

4. Customer Service: Dell's dedication to providing top-notch customer support and service builds its
reputation and develops customer contentment, which encourages repeat business and good word-of-
mouth. Eng, B. B. T. (2009).

Weaknesses:

1. Market Share for Mobile: Compared to its rivals, Dell has a significantly smaller market share in the
market for mobile devices. Due to this flaw, it is less competitive in the lucrative mobile technology
market.

2. Reliance on Suppliers: Dell, like many other tech corporations, purchases critical components from
outside vendors. The availability of products and the supply chain may be at danger from
overdependence on a small number of suppliers.

3 Limited Software Focus: Hardware items have historically been Dell's main focus. Competing with
businesses that place a higher emphasis on software and services could provide difficulties for the
corporation.

Opportunities:

1. Cloud computing and data storage: The increased demand for data storage and cloud computing
solutions offers Dell a huge chance to build its company in these fast-growing industries.

2.Emerging markets: Dell has the opportunity to further expand its market share and enhance sales in
emerging areas where technology use is on the rise.



3. Expansion of Software and Services: Investing in software and service offerings can assist Dell in
entering higher-margin areas and delivering its clients more complete solutions. Lee, H. L., & Billington,
C. (1992).

Threats:

1. Rapid technological change: The technological sector is characterized by ongoing innovation and quick
product obsolescence. To stay up with shifting consumer demands and technical improvements, Dell
must consistently make investments in research and development.

2. Vigorous Competition: The technology industry is fiercely competitive, with many well-established
companies and up-and-coming companies fighting for market dominance. Margin pressure and pricing
wars may result from aggressive competition.

3. Economic and geopolitical uncertainties: Dell's international operations and financial performance
may be impacted by economic downturns, currency changes, and geopolitical uncertainty in important
regions. Barney, J. (1991).

Dell Computer Swot Analysis

STRENGTHS WEAKNESSES
1 Biggest PC maker in the world. 1 Dealing with a large amount of supplies from many
different countries can cause a large issue when
2 They deal directly with the customers with no use of a products are recalled.

middle man. .
2 They build computers, not develop them.
3 They design the computer to the customer's

specifications. 3 Their supply orders are so large that they become
\ limited to dealing with a small few supplies that can
4 They have very good branding and are one of the handle the volume.

most known computers in the world.

i i 4 They have weak business relationships with many
5  They are the number one PC provider for medium and computer retailers.
small businesses across the US for 10 straight years.

5 They do not have unique technologies to offer the
market.

OPPORTUNITIES THREATS

1 Maintaining the excellent lead that was taken by the 1 Increasingly popular brand names in the competition.

founder, Michael Dell will be challenging.
2 Strong relationships that are held between
2 The introduction of new and enticing products to the competition and the retailers.

customers.
3 Competition can basically create the same computers
3 Maintaining and expanding the one stop shopping since Dell builds computers, not designs them.

abilities that are offered to their customers.
4 Tariff trade barriers affecting their positions in multiple

4 Continuing to market on the internet to gain larger countries.
market bases.
5 Increasingly lower prices for products amount their
5 Broadening their scopes in Europe, India and China. competitors.

F4. SWOT Analysis for Dell Source: quality-assurance-solutions.com
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6. Segmentation, Targeting, and Positioning (STP):

1. Segmentation: Individual consumers, small and medium-sized organizations, enterprises, and gamers
are just a few of the many types of clients that Dell targets. To better target its products and services,
the corporation uses segmentation tactics based on geography, demographics, psychology, and
behavior.

2. Targeting: Dell targets numerous consumer segments at once utilizing a differentiated targeting
strategy. By providing a varied range of products, it seeks to suit the unique demands of each target
group.

3. Positioning:Dell positions itself as a top technology provider recognized for its inventive, adaptable,
and high-quality products. To stand out in the cutthroat industry, it places a strong emphasis on
personalization, dependability, innovation, customer-centricity, and corporate social responsibility.
Barney, J. (1991).

Segmentation, Targeting and Positioning (STP) Model

6. Develop marketing
mix for each target
segment

Market
positioning
5. Develop the positioning
for each target segment
4. Select the target
segment(s)
3. Develop measures of Market targeting

segment attractiveness

2. Develop profiles of
resulting segments

Market segmentation

1. Identify bases for
segmenting the market

iEduNote.com

F5. Segmentation, Targeting, and Positioning (STP) Model Source: iedunote.com
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7. Conclusion

In conclusion, political stability, strong economic conditions, and technical improvements all contribute
to Dell's capacity to operate in a macro-environment that is generally favorable. The business faces
moderate challenges from suppliers and new competitors, as well as strong buyer bargaining power and
fierce market competition. Yoffie, D. B., & Slind, M. (2008). According to Dell's SWOT analysis, its brand
reputation, global reach, and product diversity are its strengths, but its supplier dependence and small
mobile market share are its weaknesses. The business can benefit from chances in growing markets,
software expansion, and cloud computing. With a differentiated positioning strategy that stresses
customisation, dependability, innovation, customer-centricity, and corporate social responsibility, Dell
uses a thorough segmentation method to target different client segments. To preserve its dominant
market position, its marketing mix methods center on product customisation, aggressive pricing,
international distribution, and a variety of promotional initiatives. Cash, J. I., Jr., et al. (1997).
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