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About Dell….  About Dell….  

$50 million US in sales per day on the Internet 
(Dell.ca/Dell.com)

Full online commerce capabilities in French 
and English

Dell.ca receives about 1.5 Million unique visits 
per month 

Dell.ca consists of 50,000 pages online

Over 50% of Consumer orders online
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Online Revenues

*Third  quarter 2000
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How we got hereHow we got here

The Dell model has always been there to establish direct The Dell model has always been there to establish direct 
customer relationships and direct customer feedback to customer relationships and direct customer feedback to 
create create 
real-time company guidance.real-time company guidance.

www.dell.com launched

19961994 1997 1998 19991995

-Dell began selling systems online
-We became an e-business 

before there was such a  word
-80,000 visits per week

-27,000 Premier Pages
-$40M per day online

-Dell Canada offers bilingual online 
store

Online system 
configuration launched

-Dell launches www.dell.ca and online 
store

-Dell Canada reaches $100 million in 
annual online sales

-Dell Canada launches Premier 
Dell.com 

-Support.dell.com launched -12,000 
Premier Pages

-$14M per day online
-40% Dell Canada consumer sales 

transacted online
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What makes Dell Online successful?What makes Dell Online successful?
Customer Value Proposition
 Low cost, superior quality, superior customer service

The Internet value
 It’s FREE! 
 Online only offers

Price Position
 Net shoppers love to compare

Design and Usability
 Great design provides esthetics, but also comfort level
 Usable sites provide a solid CE

Other secondary factors
 Make it Canadian, eh!
 Brand
 Offline media presence
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The Dell Business ModelThe Dell Business Model

Customer

Direct Customer Relationships

Virtual Integration

Supply Chain
IntegrationTechnology Services &

SolutionsCustomization

Dell Accumulated Knowledge

Internet & Business Process



8

Online Touch PointsOnline Touch Points

Customer Care

Call Center

Webmaster

Online Forums
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Offline touch pointsOffline touch points

 E-Value codes seamlessly integrate 
offline marketing with Online shopping

 All Offline marketing material contain 
web addresses
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Order goes to manufacturing
Check Order Status

Post Sales - Service Valid Config, customer gets Email
Invalid Config, customer gets a call

Online order is placed
Configurator checks for valid config

An End-to-End Customer ExperienceAn End-to-End Customer Experience
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Order StatusOrder Status
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Order StatusOrder Status
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Create a SystemCreate a System
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Post Sales - ServicePost Sales - Service


