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PART B 
This section of the management report uses data and observations from Part A to identify strategic options available to DT to expand their market share and revenue in the Philippines.  

7.0 Strategy Generation
Several models have been used to examine and identify strategies for DT to expand its position in the Philippine DCS market.  These models will supply insight into the most effective strategy to give DT a competitive sustainable competitive advantage over its competitors.

8.0 Competitive Profile Matrix (CPM)
The CPM draws attention to the strengths and weaknesses of each company.  The critical success factors show the areas where a company has been successful or where there is a need for improvement.

   Table 5.  CPM Scores
			
	
	         Dell Technologies
	         Lenovo
	          HPE

	
	
	
	
	
	
	
	

	Critical Success Factors
	Weight
	Rating
	Score
	Rating
	Score
	Rating
	Score

	
	
	
	
	
	
	
	

	Product Quality
	0.17
	4
	0.68
	3
	0.51
	3
	0.51

	
	
	
	
	
	
	
	

	Service
	0.2
	3
	0.6
	2
	0.4
	3
	0.6

	
	
	
	
	
	
	
	

	Price Competition
	0.21
	3
	0.63
	4
	0.84
	3
	0.63

	
	
	
	
	
	
	
	

	Financial Position
	0.09
	2
	0.18
	3
	0.27
	4
	0.36

	
	
	
	
	
	
	
	

	Market Share
	0.15
	2
	0.3
	4
	0.6
	3
	0.45

	
	
	
	
	
	
	
	

	Advertising
	0.1
	4
	0.4
	3
	0.3
	3
	0.3

	
	
	
	
	
	
	
	

	Management 
	0.08
	4
	0.32
	3
	0.24
	3
	0.24

	
	
	
	
	
	
	
	

	
	1
	
	3.11
	
	3.16
	
	3.09



	
	
	
	
	
	

	Source: Author
	
	
	
	
	
	
	

	The CPM illustrates DT is well place against its major competitors in areas of product quality, advertising, and service.  However, its financial position is an area which should be challenged.

	
	
	
	
	
	
	

	
9.0 External Factor Evaluation (EFE)

Table 6.  DT Key External Factors
	Key External Factors
	
	
	

	
	
	
	

	Opportunities
	Weight
	Rating
	Score

	
	
	
	

	Increasing number of educated middle class. Demand for high
	0.12
	4
	0.48

	quality products
	
	
	

	
	
	
	

	Expand product range from hardware to DT software and storage.
	0.08
	3
	0.24

	
	
	
	

	Increasing demand for education and need for both hardware and software
	0.15
	4
	0.6

	
	
	
	

	PC market is fragmented competing on price. Lack of structure /customer
	0.08
	2
	0.16

	 Identification
	
	
	

	
	
	
	

	Environmental concerns by community. Recycling and energy
	0.07
	2
	0.14

	efficient products.
	
	
	

	
	
	
	

	Threats
	
	
	

	
	
	
	

	Government reduces spending on IT infrastructure
	0.09
	3
	0.27

	
	
	
	

	Slow to innovate and meet demands of business and retail customers.
	0.12
	4
	0.48

	
	
	
	

	Reduced demand for PC's, laptops, Peripherals
	0.12
	3
	0.36

	
	
	
	

	Trade Barriers imposed by government (taxes)
	0.05
	1
	0.05

	
	
	
	

	Security concerns as government may become authoritarian.
	0.07
	2
	0.14

	
	
	
	

	Price war with competitors in same product range.
	0.05
	3
	0.15

	
	
	
	

	
	1
	
	3.07


Source: Author











10. Internal Factor Evaluation (IFE)

[bookmark: _Hlk38568096]Table 7.  DT Key Internal Factors
	Key Internal Factors
	
	
	

	
	
	
	

	Strengths
	Weight
	Rating
	Score

	
	
	
	

	Strong brand recognition
	0.07
	3
	0.21

	
	
	
	

	Strategically aligned business units allow DT to
	0.12
	4
	0.48

	cross sell and add value to its business units
	
	
	

	
	.
	
	

	Offers a diverse product range end to edge.
	0.06
	2
	0.12

	
	
	
	

	Strong investment in Research and Development
	0.07
	4
	0.28

	
	
	
	

	Extremely customer focused - direct selling and 
	0.12
	3
	0.36

	servicing of customers
	
	
	

	
	
	
	

	Very efficient supply change management
	0.08
	4
	0.32

	
	
	
	

	
	
	
	

	Weaknesses
	
	
	

	
	
	
	

	DT is losing market share to Lenovo and HPE
	0.1
	3
	0.3

	(PC, Laptop and peripheral markets)
	
	
	

	
	
	
	

	Debt level concerns investors
	0.05
	2
	0.1

	
	
	
	

	Lack of close dealership relations in the Philippines
	0.1
	3
	0.3

	
	
	
	

	No physical DT sales centers in the Philippines
	0.11
	3
	0.33

	
	
	
	

	Lack of direct marketing to the education sector 
	0.12
	4
	0.48

	
	
	
	

	
	1
	
	3.28


Source: Author

The IFE and EFE are of limited value by themselves as they only identify certain factors.  However, the data obtained used in combination with the SWOT analysis (2.1), SWOT Matrix (11.0) and SPACE (15.0) can offer effective strategies for strategic planning with QSPM (16.0).

11.0 Strength Weaknesses Opportunities Threats (SWOT) Matrix

Analysis of DT in the Philippines using the SWOT Matrix generated strategies which are further evaluated to ensure the most appropriate strategy is employed.  This matrix identifies elements that the business can exploit to its advantage.




Table 8.  SWOT Matrix Internal Strengths and Weaknesses
	INTERNAL STRENGTHS - S
	INTERNAL WEAKNESSES – W

	1. Efficient supply chain management
	1. Lack of distribution channels

	2. Products offered are edge to cloud. “one stop shop”
	2. High level of debt

	3. Customer focused (direct selling model)
	3. Lack of customer development in the education sector.

	4. Strong relationship with industry and government.
	4. Not a manufacturer of hardware and peripherals only assembling.

	5. High level of investment into research and development.
	5. No official sales and service centers i.e. Apple Inc

	6. Order processing fast and flexible.
	6. Global strategies influenced strongly by the CEO and founder. Alternative strategies may be ignored.

	7. Experience working in emerging countries and markets.
	7. Raw materials sourced from many different geographic locations.

	8. Environmentally conscious – reducing carbon footprint improving energy efficiency
	8. Competition between divisions prevents cooperation.

	9. High quality products.
	9. Diversification


Source: Author

Table 9.  SWOT Matrix External Opportunities and External Threats
	EXTERNAL OPPORTUNITIES - O
	EXTERNAL THREATS – T

	1. Partnering and providing digital transformation solutions with environmentally sustainable organisations.
	1. Technology outpaces ability to innovate.

	2. Strong demand for new products offering efficiency and mobility
	2. Changing customer demands from PC’s and laptops to smartphones and tablets.

	3. Environmental awareness – offer energy efficient products and recycling of old products locally. (or collection center)
	3. Unpredictable government and policies.

	4.Build brand awareness by developing formal distribution channels
	4. Weak infrastructure in the Philippines. i.e. road ,rail and air transport.

	5. Open and official sales, service center and management office (country coordination for all DT products)
	5. Lack of ongoing investment by the government in IT infrastructure.

	6.Competition is not vertically integrated can only offer products in one or two sectors.  Offer full range of products and services.
	6. Security demands made by government (request for data may impact privacy).

	7. Philippines is an emerging country which provides opportunities to grow the business with the economy.
	7. Population migration to rural areas from main cities.

	
	8. Trade barriers to products or components made in certain countries

	
	9. Price war with main competitors.


Source: Author


Table 10.  Matching S0 and W0 Strategies
	STRENGTHS - OPPORTUNITIES (SO)
	WEAKNESSES - OPPORTUNITIES (WO)

	
	

	1. Offer the full product suite to customers. Emphasise the one stop shop concept. (S2,O6)
	1. Develop educational sector offering products to universities, private and government school. (W3,O7)

	2. Develop customers in the environmental and sustainable sector. (S7,O3)
	2. Formalise retail channel distribution. Consider major electronic retailers. (W1,O4)

	3. Open a DT office in major Philippine cities to operate sales and service for DT products. Coordinate product marketing for all divisions. (S3,O5)
	3. Establish a sales and service center in the major cities with convenient and prominent locations. (W5,O5)

	
	4. Establish management office with a country head to coordinate the sales and marketing of DT’s product suite. (W8,O5)


Source: Author


Table 11.  Matching ST and WT Strategies
	STRENGTHS  - THREATS (ST)
	WEAKNESSES – THREATS (WT)

	1. Develop products after researching customers changing needs and wants.  (S5,T2)
	1. Establish an assembly operation in the Philippines.  Strengthens relationship with government.  (W4,T3)

	2. Work with government to build cost effective IT infrastructure solutions. (S7,T5)
	2. Purchase PC component parts and raw materials locally.  (W7,T4)

	3. Demonstrate local community support to negate any price war from competitors.  (S10,T9)
	3. Diversify product range through innovation.  Lead customer product needs not follow.  (W9,T2)

	
	


Source: Author

11.1 Formulating Strategies

The SWOT Matrix has produced 12 concepts under 4 strategy headings to address weaknesses and threats by matching them with strengths and opportunities.  Some of the 12 concepts under different strategy headings overlap or complement each other.  Therefore, by executing one strategy may effectively support another.

For example, (SO3) and (WO4) both present the concept of opening a sales and service center and the coordination of product marketing. 

Strategies (ST2) and (WT1) can both strengthen government ties while (WO1) and (ST1) can strengthen community support, while integrating educational needs. 
The interrelationships between internal and external factors can be overlooked by the SWOT Matrix however it does deliver strategies which are further analysed taking into account data obtained from CPM, Value Chain and PESTEL analysis (Part A).

The analysis gives strategic direction highlighting the most effective strategies which can then be prioritised.  Those strategies which support the largest positive impact or solution to expand DT’s market share should be judged a priority.  However, these strategies must be assessed in relation to the available resources and financial ability of DT to implement such strategies (4.0).

11.2  Analysis of Strategies

The following core strategies have been identified from the SWOT Matrix, with data drawn from the SWOT Analysis (2.1), Porters Five Forces model (6.1), PESTEL analysis of the Philippines (5.1) and the DT Value Chain analysis (3.0).

1. Offer full product suite.
2. Open a sales and service center. 
3. Establish a centralised country office from which all product sales and marketing efforts can be coordinated.
4. Formalise agreements with local distribution channels.
5. Target new customers in the education sector, environment sector (i.e. renewable energy producers and developers) and government departments.
  
11.2.1  Product Suite Strategy

DT is not just a hardware supplier; over the past 5 years it has developed a vertically integrated range of products from “edge to cloud”.  Adhering to its vision statement to “provide its customers with their needs by interpreting the future of technology and giving customers full satisfaction” (Dell, n.dd). 
The Philippines as a developing country with a young working population will have a greater demand for one or two product suites (i.e. retail segment - hardware and peripherals).  However, companies and government organisations will also have a requirement for products from the Client Solutions, Infrastructure and VMware Groups within DT.   

Offering the full suite of products will have several important consequences which include:
· Greater brand recognition which enhances marketing efforts.  
· The use of one DT product encourages the customer to engage with other products, leveraging off exiting product relationships.
· Customers in an emerging economy have more room to grow as they attempt to “catch up” to developed economies.  DT as a recongnised supplier of dynamic computer systems can leverage off this growth.

Disadvantages of offering a full product suite to Philippine customers is there may be products which are incompatible with current demands (i.e. some products are too advanced for the existing customer base).  Hardware and peripheral products will quickly become outdated requiring DT to constantly innovate to maintain customer loyalty.

11.2.2  Sales and Service Strategy

The Sales and Service Centre (SSC) strategy in emerging economies is particularly important as there is a greater tendency for retail customers to purchase products from a physical location.  The concept of purchasing online is new to emerging countries and hence, the population has security concerns with such practices. 

Establishing a sales and service center in major cities such as Manila, in prominent locations has multiple advantages.

· Increases brand recognition
· Shows commitment to retail customers and organisations.
· Provides a strong marketing presence.
· Highlights DT’s product suite.
· Focal point for customers to discuss needs and obtain assistance.
· Increases government awareness of DT and commitment to the Philippines.
· Provides a platform on which new products can be launched in the Philippines.
· Provides a focal point where products can be repaired or exchanged.

The main disadvantage establishing an SSC is cost.  Employment of staff, purchase of fixed assets, cost of store rental, and associated services requires capital investment by DT However, this cost should be weighed against promoting DT’s level of commitment to the community through the employment of local staff and their training.  This aspect further encourages the understanding and promotion of the company’s product range and loyalty to the DT brand.

11.2.3  Central Management Strategy

Dell EMC opened its office in the Philippines in 2017 after acquiring EMC Corporation in 2016 (Interaksyon, 2017).  However, this operation is exclusively focused on the products of the division which include IT infrastructure products: -   data protection, servers, data storage, convergence and hyperconvergence solutions (Dell, n.db).

Dell EMC customers are typically medium size businesses embracing digital transformation to remain competitive while meeting customer expectations.  This division has achieved moderate success in the Philippines.  However, greater value could be extracted should a uniform corporate approach be adopted.
 
DT Philippines operating from a single head office, responsible for the growth and development of the whole Philippine market would enable the introduction of a wider range of products to a broader customer base.   Establishing an independent business unit for each product line would be expensive and counterproductive creating a lack of cooperation between divisions.

A centralised management strategy would enhance cost savings due to synergies between various DT divisions covering administration, marketing, and sales.  Marketing and sales efforts managed in a coordinated fashion would enable greater reach to customers through the cross marketing / sales of products.

Management reporting would be streamlined with a single country manager in the Philippines providing feedback to the regional head office.  Managers would share responsibility of the product suite rather than take line responsibility thereby encouraging a teamwork environment.

11.2.4  Distribution Channel Strategy

DT has gained a competitive sustainable advantage through its direct selling strategy.  However, it is important especially for retail customers in the Philippines to have the convenience of purchasing products from physical locations other than online. 

Pricing of DT products should be uniform across all distribution channels allowing for a consistent approach and thus avoiding price wars between different distributors.

Disadvantages of selling products via a distributor is they will tend try to influence customers to purchase a product which offers them the greatest return.  DT has no control over the sales tactics used by distributors which may leave a negative impression with a customer concerning DT products.

11.2.5  Education and Environmental Strategy
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Part of DT’s global strategy has been to build strong relationships with government departments and medium to large companies in most countries where it operates.  However, from a global perspective DT has historically neglected direct marketing to the education sector.

The Philippines has specific cultural nuances (5.1.6) which require time and effort in order to build a working relationship with government organisations and departments.  Government departments are not directly involved in DCS purchasing decisions for specific universities etc. but can greatly influence the outcome.

The education sector holds a unique and untapped opportunity for DT to expand its product sales providing hardware, solutions to security problems, data storage and network solutions.
  
Government universities and secondary schools while having a certain degree of autonomy are guided by the education department as to how their funding should be spent (QAA, 2018).  Therefore, a duel marketing approach (institutions and education department) to maximise sales penetration is necessary.

Demand for technology skilled graduates from universities and secondary schools continues to grow in the Philippines (Pineda, 2020).  This in turn has pressured educational institutions to provide a learning environment encompassing all aspects of technology.  Currently the purchase of products and services is on an independent ad-hoc basis by educational institutions.

While price is an important purchasing factor in developing economies DT would have a strong competitive advantage being able to offer the full range of high-quality technology products including networking and storage solutions.  

DT has placed great corporate emphasis on environmental sustainability, reducing its carbon footprint by improving product efficiency.  Establishing itself as a solutions provider to the Philippine energy industry, particularly renewable energy, would enhance its brand image and support its social and environmental values (Dell, n.dc).




12.0 Strategy Selection

The strategies generated from the SWOT Matrix would all add value to DT’s market development in the Philippines.  These strategies are in harmony with the DT mission statement: -

 “to be the most successful computer company in the world at delivering the best customer experience in the markets that we serve” (Dell, n.dd). 

[bookmark: _GoBack]The five strategies identified demonstrate DT has strategic advantages over its competitors in this emerging market.  Further analysis using the Strategic Position and Action Evolution (SPACE) matrix will support this theory.

12.1 Strategic Position and Action Evaluation (SPACE) Matrix

[bookmark: _Hlk38567654]Table 12.  SPACE Financial and External Strategic Position
	Financial Position      (FP)
	Value
	External Strategic Position (SP)
	Value

	ROI
	+1
	Technological Changes
	-3

	Gearing
	+1
	Inflation Rate
	-1

	Liquidity
	+4
	Demand Viability
	-4

	Working Capital
	+5
	Price Range of Competition
	-4

	Cash Flow
	+4
	Barriers to market entry
	-2

	Inventory Turnover
	+5
	Competitive Pressure
	-4

	EPS
	+1
	Ease of Market Exit
	-2

	PE Ratio
	+3
	Price Elasticity (Demand)
	-4

	
	
	Risk in Business
	-4

	Average
	+3.0
	Average
	-3.11


Source: Author
[bookmark: _Hlk38567681]

Table 13.  SPACE Competitive and Industry Position
	Competitive Position (CP)
	Value
	Industry Position         (IP)
	Value

	Market Share
	-3
	Growth Potential
	+6

	Product Quality
	-2
	Profit Potential
	+6

	Product Life Cycle
	-5
	Financial Stability
	+2

	Customer Loyalty
	-3
	Extend leverage
	+3

	Capacity Utilization
	-3
	Resource Utilization
	+4

	Technology Development
	-2
	Ease of Market Entry
	+7

	Control over Suppliers
	-2
	Productivity, Efficiency
	+6

	Average
	-2.86
	Average
	+4.86



	
	
	
	
	
	
	

	Source: Author
	
	
	
	
	
	
	

	
Chart 1.  Strategy Profile                                                                                     
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13.0 Quantitative Strategic Planning Matrix (QSPM)

Alternative Strategy (Alt)
S1 - Offer full product suite.
S2 - Open a sales and service center. 
S3- Establish a centralised country office coordinate product sales and marketing. 
S4 - Formalise agreements with local distribution channels.
S5 – Target customers - education, environment sector, government departments.

[bookmark: _Hlk38567717]Table 14.  QPSM
	Key Factors
	
	Alt S1
	Alt S1
	Alt S2
	Alt S2
	Alt S3
	Alt S3
	Alt S4
	Alt S4
	Alt S5
	Alt S5

	Internal Strengths
	Weight
	AS
	TAS
	AS
	TAS
	AS
	TAS
	AS
	TAS
	AS
	TAS

	1.Brand Recognition
	0.07
	4
	0.28
	4
	0.28
	4
	0.28
	4
	0.28
	4
	0.28

	2.Strategically aligned business units.
	0.12
	4
	0.48
	4
	0.48
	4
	0.48
	-
	-
	4
	0.48

	3.Diverse Product range -edge to cloud.
	0.06
	4
	0.24
	4
	0.24
	4
	0.24
	-
	-
	3
	0.18

	4.Strong investment in research and development.
	0.07
	3
	0.21
	-
	-
	-
	-
	-
	-
	2
	0.14

	5. Customer focused – direct selling.
	0.12
	4
	0.48
	4
	0.48
	3
	0.36
	-
	-
	4
	0.48

	6. Efficient supply chain management
	0.08
	2
	0.16

	1
	.08
	3
	0.24
	3
	0.24
	2
	0.16

	
	
	
	
	
	
	
	
	
	
	
	

	Internal Weaknesses
	
	
	
	
	
	
	
	
	
	
	

	1. Losing market share
	0.1
	4
	0.4
	4
	0.4
	4
	0.4
	4
	0.4
	4
	0.4

	2. High debt level
	0.05
	1
	.05
	-
	-
	2
	0.1
	-
	-
	2
	0.1

	3. Lack of formal distributors.
	0.1
	3
	0.3
	3
	0.3
	3
	0.3
	4
	0.4
	2
	0.2

	4. No physical sales & service centers.
	0.11
	-
	-
	4
	0.44
	3
	0.33
	3
	0.33
	2
	0.11

	5. Lack of direct marketing and sales to the education sector.
	0.12
	-
	-
	2
	0.24
	4
	0.48
	-
	-
	4
	0.48

	
	
	
	
	
	
	
	
	
	
	
	

	Total
	1.0
	
	2.6
	
	3.04
	
	3.21
	
	1.65
	
	3.01


Source: Author

The QPSM has compared 5 strategies generated from the SWOT Matrix (11.0) with input from IFE (10.0), EFE (9.0) and CPM (8.0).  These strategies are endorsed by the SPACE matrix (14.0) which reported DT having a competitive advantage in a rapidly growing industry in the Philippines.

QSPM has identified strategies S2, S3 and S5 as the most advantageous from the five determinates in the SWOT matrix.  While all three strategies would have a positive influence for DT’s market development, the implementation process should be undertaken at discrete stages, as one strategy will support another.
14.0 Conclusions

DT has a competitive sustainable advantage in the Philippine market due to its emerging market experience and direct selling, customer focused strategy.  The wide product range (edge to cloud) allows for DT customers to avail themselves of more advanced products as their businesses develop.  

The strong emphasis on research and product development enables DT to provide solutions to customer problems and developing products demanded by customers not just following the products offered by its competitors.

The efficient logistic operations globally, has enabled DT to be price competitive in all markets in which it operates. 

However, DT needs to leverage these strengths in the Philippines to address their lack of market penetration.  The technology industry in the Philippines is growing rapidly due to external demands from international organisations and the domestic population.

DT needs to challenge its weakness, which are centred around a lack of marketing coordination and centralised management.   Addressing these issues would produce a platform on which revenues from each customer could be maximised through the cross selling of products. 

The financial analysis of DT compares favorably to one of its major competitors HP at a group level.  The main area of concern is the high-level of debt DT must service.  However, since 2018, DT has seen strong revenue and a healthy free cash flow which has alleviated some concerns among stakeholders.  The level of DT debt would not negatively affect any of the proposed strategies for the Philippine market as the amount of additional capital required is minimal.  

Despite the Philippines being an emerging market and retail customers being price sensitive the country has a growing middle class who are also conscious of product quality and efficiency.  Price while important is only one aspect of why DT products can gain greater acceptance in the Philippines.  

The ability to provide a physical sales and service centre where retail customers can gather to view and discuss products or seek service support and advice is a highly effective marketing tool. 

Philippine companies understand the need to embrace digital transformation if they are to satisfy their customer demands for efficiency and to remain price competitive.  DT with its full suite of products can provide companies in the Philippines with hardware products and solutions to network and security issues.   Being a “one stop shop” gives DT a competitive sustainable advantage over its major competitors who are only able to offer a limited product range.


 15.0  Recommendations

The establishment of a country head office (strategy 3) (11.2.3) would be the first stage recommended for the development of the Philippine market.  The head office would provide a platform from which strategies 2 (11.2.2) and strategy 5 (11.2.5) would be initiated.

A country head office is the focal point from where management would coordinate all sales and marketing strategies ensuring a uniform approach and ease of engagement with all team members including product specialists.

Establishing a single head office in Manila, the capital of the Philippines would complement and reinforce the existing strengths of DT, namely  brand recognition and customer focus.  It would also rectify the internal weakness of a fragmented and uncoordinated operation. 

Existing DT customers would be exposed to the full suite of products maximising product sales with potential or new customers also given the same introduction.

The provision of a head office would raise the company’s profile with the government, emphasising DT’s commitment to the Philippines.  Providing employment and educational opportunities to local staff would further demonstrate support to the local community.

Dell EMC has had an office in Manila, since 2016, hence, incorporating this division into DT’s centralised strategy would yield cost and efficiency saving through divisional synergies.  This strategy would necessitate a management and operational restructuring to ensure all DT divisions were equally represented functioning as one team.   All accounting and administration functions would also be managed from this centralised management office.

Once the head office had been established and the existing operation Dell EMC had been incorporated, strategies S2 and S5 would be phased in.   The delivery of these strategies would occur at the same time as they are not reliant on each other for a successful implementation.
 
The selection of a suitable location for an SSC (S2) would be evaluated by the country head office.  The SSC would focus primarily on retail customers and increasing brand awareness.  

A targeted marketing and sales plan to gain traction with government departments, education and energy sectors would be devised and coordinated by the head office.  Ensuring all products and capabilities of DT were displayed to these potential customers emphasising the “edge to cloud” advantage.  

The success of all three strategies can be measured in terms of sales volume and revenue.  Sales data gathered over time can be analysed to make strategic decisions regarding product innovation.  The data may also be useful to assist in understanding the value of expanding product distribution channels which was found to be a weakness of DT.


16.0 Barriers to Strategy Implementation and Solutions
 
DT because of its presence in the Philippines through Dell EMC will avoid the difficulties encountered by an organisation attempting to establish a new operation.  DT can effectively restructure the existing operation of Dell EMC avoiding the bureaucratic and administrative government requirements of a new organisation.

16.1 Personnel and Training

Changing the DT operational structure in the Philippines may create issues of low morale and job security concerns among existing staff.  Therefore, it is important for the DT management to be transparent regarding operational changes to avoid experienced staff leaving the company.  

DT management needs to include staff as part of the organisational change mechanism by actively pursuing their input.  Staff who feel they are part of the change process are less resistant to new strategies.  Ideas and staff opinions should be openly discussed and considered ensuring staff feel they are a priority at DT. 

Training programmes covering the full product suite, must be provided to all existing and new staff.  This is as an important part of the strategy and provides an opportunity for existing team members to upgrade their knowledge and skill set making them a more valuable member of the team.

16.2  Bureaucracy and Cultural Misalignment

There is a tendency in emerging economies for organisations and governments to be exceedingly bureaucratic.  Therefore, skilled local managers are extremely valuable commodities to navigate these sometimes-difficult environments.  

Local managers with a clear understanding of DT’s vision and mission statements, and corporate standards of behaviour need to be the interface between DT and the customers.  At times there will be customer requests made to local managers which may breach DT standards.  

The skilled local managers are better positioned to reject such requests without causing offence or damaging the business relationship.  Corruption such as cash payments, gift giving, employing children of government or senior officials are all areas which can create conflict.

16.3  Technology and Communication

Technology products have a short lifecycle, so it is important to ensure customer feedback and data is constantly provided to management.  DT research and innovation is the lifeblood of the organisation.  Hence, giving feedback regarding customer demands and future expectations provides DT with the opportunity to stay at the forefront of development.  
Lines of communication at all levels of management and staff must be promoted with mechanisms such as monthly meetings introduced to further encourage open communication. 
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