
 

 

Exploring Channel Strategies 
Dell and Eureka Forbes 

Introduction: 
In the fast-paced world of business, companies are constantly evolving their strategies to stay competitive 
and meet the evolving needs of their customers. This blogpost takes a closer look at two industry giants, 
Dell and Eureka Forbes, and their direct-only business models. We will delve into the advantages and 
disadvantages of this approach, examine the reasons behind their decision to move beyond it, and explore 
the challenges faced in managing the supply chain and launching new channel strategies. 
About Dell: 
Dell, founded by Michael Dell in 1984, revolutionized the computer industry with its direct selling model. 
By eliminating the middlemen and selling directly to customers, Dell was able to offer highly customizable 
products at competitive prices. This approach allowed customers to build their own computers and receive 
them directly from the manufacturer. 
About Eureka Forbes: 
Eureka Forbes, a leading player in the home appliances industry, adopted a similar direct marketing 
strategy. With a focus on water purifiers, vacuum cleaners, and air purifiers, Eureka Forbes became 
synonymous with trust and reliability. Their direct selling model allowed them to establish a strong 
relationship with customers and provide personalized solutions. 
Dell's Direct Selling Model: 
The direct selling model employed by Dell had several advantages. It allowed the company to have full 
control over the entire supply chain, from production to delivery. This resulted in reduced costs, increased 
efficiency, and shorter lead times. Additionally, by interacting directly with customers, Dell was able to 
gather valuable insights and feedback, which played a crucial role in product development and innovation. 
Direct Marketing at Eureka: 
Similarly, Eureka Forbes' direct marketing approach offered numerous benefits. By cutting out 
intermediaries, the company could maintain direct communication with customers, ensuring their needs 
were met effectively. Eureka Forbes built a loyal customer base through personalized demonstrations, post-
sales service, and customer support. This direct interaction helped the company establish a strong brand 
reputation and trust among consumers. 
The Competition: 
While Dell and Eureka Forbes enjoyed success with their direct-only models, competition in the market 
intensified. Rivals began to adapt and innovate, posing new challenges. Competitors like Hewlett-Packard, 
Apple Computers, and IBM started offering customization options, narrowing Dell's unique selling 
proposition. Eureka Forbes faced competition from both domestic and international players, compelling 
them to reevaluate their strategies. 
Dell and Eureka: Moving Beyond Direct Selling Model: 
In response to the changing landscape, both Dell and Eureka Forbes made strategic decisions to move 
beyond their direct-only models. Dell, for instance, began collaborating with retail partners to reach a wider 
customer base. This allowed them to tap into new markets and cater to customers who preferred physical 
stores for their purchases. Eureka Forbes, on the other hand, expanded their distribution network by 



 

 

partnering with authorized dealers and franchisees. This enabled them to enhance their reach and serve 
customers in remote areas. 
Looking Ahead: 
As Dell and Eureka Forbes embrace new channel strategies, they face unique challenges. Managing a 
complex supply chain, ensuring consistent customer experience across different channels, and training 
partners to align with the company's values and service standards are among the hurdles they must 
overcome. However, by diversifying their sales channels, these companies can adapt to evolving customer 
preferences and gain a competitive edge. 
Conclusion: 
In conclusion, Dell and Eureka Forbes' journey from direct-only models to exploring new channel 
strategies reflects the dynamic nature of the business world. While their initial direct selling approach 
offered numerous benefits, both companies recognized the need to adapt to changing market dynamics and 
customer preferences. By embracing new distribution channels, they aim to reach a wider audience, 
enhance customer experience, and stay ahead of the competition. As the industry continues to evolve, Dell 
and Eureka Forbes serve as inspiring examples of how companies can successfully navigate the challenges 
of managing supply chains and launching new channel strategies. 
 


