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Abstract
Dell is one of the biggest multinational companies that deal in computer manufacturing. It was positioned 165th in Fortune’s Global 500 in 2013 (Hill,at.el, 2015). Dell has remarkably grown since its corporation despite its competitive industry. It owes its success to direct sales business model which entailed build to order approach also referred to as just-in-time (JIT). This approach allowed the company to operate with low inventory and its location thus gaining a competitive advantage over its competitors, the adoption of superior supply chain management allows the company to access automated and real time information about their stakeholders on what they expect from them. Also, it has enabled them to balance the demand and supply. The company’s location is decentralized all over the world considering advantages such as affordable labor and efficient workforce. The location also enables deliveries to be done in time thus being effective. Besides, Dell operates in Poland, Ireland, Brazil, china, India and Malaysia. The company outsources the manufacture of its PC components which  allows them to focus on their competencies like customer service, efficient supply chain and research and development. Therefore, they currently employed the competitive advantage strategy.
Decisions
The main predicament for any business strategy is to come up with a sustainable competitive advantage over the firms in the competitive market. Therefore looking at the Dell Company, it executed competitive advantage strategy as their current strategic management decision.  Noe, John, Gerhart and Patrick (2017) defined competitive advantage as an additional value that the company has over its competitors by offering quality goods and services that justify higher prices. In light of this, Michael Porter tried to come up with the forces of competition that Dell Company applied for a sustainable competitive advantage. In addition to this, the approaches are about the extent in which Dell Company seeks to differentiate its products in the market (Noe, Barry & Patrick, 2017).  
Firstly, observing cost leadership to enhance the competitive advantage in the market.  The aim of this strategy is to make Dell Company to become the lowest cost producer in the market. In most cases, traditional method is applied whereby the company production scale is large enabling the company to enjoy the economies of scale. Considering the fact that market segments in the industry are supposed to be supplied with minimal cost then the cost leadership is beneficent. Also, Dell Company is a multinational enterprise associated with large scale production of electronics; it offers various discounts for the purpose of maximizing sales which plays a crucial role over its competitors attracting numerous consumers. Secondly, differentiation  focus as a way of improving competitive advantage. In this strategy, a company aims to differentiate itself in the potential target   markets. To make the customer satisfied it calls for the provision of the products that are clearly different from their competitors who mostly target a larger magnitude of customers. In addition to this, product differentiation include establishment of the firm in in a particular market segment to achieve higher prices compared to the products which are not differentiated through specialized expertise knowledge or other avenues considered to add value to the varied needs of the customer ( Juliana, 2017). 
Thirdly, differentiation leadership is one of the driving factors of the competitive market advantage strategy. In light of this, Dell Company has differentiated its leadership whereby the company targets intensive large markets aiming to accomplish competitive advantage across all market segments. Besides, this approach entails selection of one or more criteria applied by consumers in the market and thereafter positioning the firm in a unique perspective to meet the set criteria. Notably, this strategy requires a business entity to give clear, realistic and understandable reasons of preferring their products by the buyers.  
  Outcomes
Cost leadership
Dell achieved higher profits from the direct sales. The company understood its effectiveness and the amount of financial consideration needed; the start-up cost, indirect expenses, the risk of whether the customers will buy their product and the total revenue to start the channel. This way they were able to get rid of all the middlemen from their distribution chain and that increased their profit margins incredibly. While Dell adopted this method where they would serve their retail clients they were able to offer better prices on their PCs thus acquiring more clients. This unique strategy propelled Dell to the leading market position. The company was able to reevaluate its work and improve its efficiency. The company was able to stay at the top of the grid by using sales and customer feedback information from online sales to analyze their demand in the market. The information was helpful also in enhancing the customer’s value in their segment.
Every company’s goal is to improve their competitive position in the market and Dell was not in exemption. Therefore, Dell used outsourcing to change the competitive landscape. This was due to a shift in the company’s focus. In addition, Dell wanted to focus on customer service, efficient supply chain and research and development. The company was able to partner with the best producers of PCs thus being at par with the advanced technology. The experienced partners provide a catalyst to the company to enter and operate in the new markets. Outsourcing enabled dell to focus its investment on critical functions thus being flexible and operating on a less financial burden. 
Differentiation Focus
Dell sold their PCs while preassembles and preconfigured so that their customers can configure them according to their needs. The company at first targeted the small niche with different needs and the segment offered an opportunity to offer their differentiated products. Their products outstood those of their competitors such as apple who were targeting the bigger market. This approach attracted the technical customers and thus increasing their market share.
Analysis
The company’s decision was well laid out and thought through. The company’s success is based on the decisions made. From when the company was incorporated, how they dealt with the issue of low financial base by working with what they had by use of build to order so as to cater for a client at a time was incredible to where they achieved enough revenue and needed to internationalize the company and decided to outsource some of the components while they focus on other critical areas of the organization. If I was the decision maker I would have done the same decision because it was rewarding. This company should focus more on research and development as well as  updating  clients’ needs so to continue being at the top of the industry.
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