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QVC
QVC is an online shopping television channel that was launched in the year 1986.  The company sells online commodities to viewers at the comfort of their homes. The channel faced competition from the online and traditional retailers during the initial stages of its launch.  Joseph Segel attributed the success of the channel to the effect of combining sound, motion, and visuals in selling products. He found it better than selling a product in the blueprint (Richardson, 1997. The cable distribution system plays an essential role in the e-commerce industry.  QVC made a powerful marketing strategy by embracing celebrities and their products to be part of the shows.
In 1993, QVC became the market leader in the TV shopping channels business. The company had leading sales and profits from their online transactions. Differentiation strategy was applied to gain a competitive advantage over the competitors. The approach was achieved by establishing itself as the world’s preeminent overnight shopping mall. Consumers have access to business operations and customer service any time of day or night (Richardson, 1997. The company sells a wide variety of products under various combinations, the most income generating product being jewelry that was acquired after the purchase of the Diamonique cooperation brand. QVC has a well sustained human resource with employees performing their tasks with efficiency as the orders are received. The company offers well-known brands as a way of gaining consumer’s confidence and trust.
The company has a few challenges too. As the demand for products increases so does the supply. This affects the number of products up for sale and demonstrations in the TV program. Therefore, the company’s buyers have to occasionally move from manufacturer to another in search of unique quality products that can be demonstrated on television (Richardson, 1997. To avoid a situation of scarce commodities, the company accommodates a variety of suppliers ranging from the world’s largest businesses to the small entereprenual companies.
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