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Executive summary:
This paper is divided into five parts. The first part expounds the research background and purpose. The second part is a brief introduction of Logitech. In the third part, from the perspective of logitech's marketing environment, PEST method is first used to analyze the macro-marketing environment of logitech company. Then logitech's competitors in different market segments are analyzed. The fourth part is the analysis of logitech's marketing status. After analyzing logitech's main product lines, SWOT method is used to analyze logitech's product business from the four aspects of strengths, weaknesses, opportunities and threats. The fifth part combines all the above analysis content to propose the analysis conclusion, and proposes logitech's product business strategic planning and suggestions.
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[bookmark: _Toc1097]Chapter 1:Introduction
[bookmark: _Toc22077]1.1 Research Background
Computer and related industries have been the hot industry in the world since the 1980s. Since China fully joined the Internet in 1991, the computer and related industries have developed rapidly. As this industry gets bigger and bigger, computer peripheral devices such as keyboards, mice, cameras and speakers, which used to be insignificant, have also become a significant branch of the industry, known as computer peripheral products industry or computer peripheral equipment industry, with increasing sales volume. The market price of a Logitech CC3500e GROUP computer camera has reached 8,100 yuan, and the retail price of a Logitech UEM18 Pro ear-mounted personal customized earphone is 10,999 yuan, which is much higher than the price of ordinary computers and ordinary household appliances. Some peripheral products are already very profitable. At the same time, the industry is becoming more and more competitive. Logitech is one of the world's most famous computer peripheral companies. Its corporate history is almost the same as the history of computers. In 1982, Logitech produced the mouse in the world earlier. After a long period of time, Logitech created a computer peripherals industry one after another brilliant. In the 23 years since logitech was founded in 1982 (to 2004), logitech has accounted for 55% of the global desktop computer mouse market. Logitech had revenues of $1.8 billion in 2005. Logitech entered the mobile video service business in 2011. Logitech (Logitech) launched the Harmony universal remote control family of products in smart home in early 2014.
At the same time, logitech is facing a growing market challenge. Logitech's 0EM mouse business, for example, has seen profit margins shrink dramatically in recent years and was forced to announce the closure of the business in January 2016. Although Logitech has a market share of over 50% in the world mouse market and a large market share in keyboard market, it still faces challenges in some markets, such as China. For example, Logitech keyboard ranked third in The Chinese keyboard market in 2015-2016 (10.72%), but in the first half of 2016, it slipped to seventh place in the Chinese keyboard market, with only 3.5%. In addition, with the rise of mobile Internet, the market demand for mobile phone peripherals surges, resulting in the diversion of demand for computer peripherals. With the rise of smart home industry, smart TV can also play a lot of computer functions, and smart TV also diverts the demand of computer peripheral equipment. The decline of market share and the diversion of peripheral equipment demand have brought great challenges to Logitech.
[bookmark: _Toc26520]1.2 Research Significance
In its nearly 40-year history, Logitech has made several strategic upgrades according to the changes of the market. Today, the demand for mobile phone peripherals is surging, resulting in a diversion of demand for computer peripherals. Smart TVS are also diverting demand from computer peripherals. In this drastic changing market situation, logitech needs to strengthen the planning of marketing strategy.
By studying the future marketing strategy of Logitech international market, we can prepare for the future and make the marketing layout of various markets around the world as early as possible, so as to win the future market to a greater extent. At the same time, the study of logitech's future marketing strategy is also of great significance to the current marketing of Logitech.


[bookmark: _Toc30167]Chapter 2: Brief introduction of Logitech
Logitech, founded in 1981, is a world-renowned cloud peripherals supplier originating in Switzerland. Now logitech has operations in more than 140 countries and regions, with thousands of employees in more than 30 countries, and has established r&d centers in many countries and regions. Logitech's distribution markets cover many countries and regions around the world.
The company, which owns logitech, Logitech G, Jaybird and UltimateEars, has businesses in productivity and creativity, esports, video collaboration, music and the smart home.
Logitech specializes in designing products that are relevant to people's lives, bridging digital experiences.
More than 30 years ago, Logitech brought computers and people closer together with the mouse. Logitech has always practiced the strategy of multi-brand and multi-category. At present, logitech's product business is divided into five categories: keyboard and other PC peripheral products, games, music, video conferencing system and smart home business. At the same time, Logitech adheres to the concept of "design first" and takes design as the core of product development and production. With its excellent industrial design and innovation, Logitech has won more than 100 world-class design awards, including the Red Dot Design Award, The German iF Design Award and the GoodDesign Design Award.
Since its establishment, Logitech has undergone four stages of development:
The first stage is the "mouse" stage. Roughly from 1982 to 1990. Logitech's first mouse was produced in Silicon Valley in 1982, marking the official birth of the giant mouse empire. In the following ten years, Logitech's main business was r&d and production of mouse, and the company had a large number of OEM and ODM mouse OEM business. At the time, however, the mouse was a high-tech product that only a handful of people had access to, and Logitech was a worthy high-tech company. To this day, many consumers immediately think of the mouse when they think of Logitech.
The second stage is the full expansion of Logitech. During this period, with the advent of Win98, the mouse epidemic era ushered in. Logitech's mouse business expanded, bringing huge profits to logitech. But Logitech is not content with the lucrative mouse business and is looking to expand into more businesses. On the one hand, logitech has expanded its product line from a mouse business to other computer peripherals. The other is the expansion of the sales area. In 1986, Logitech established a production center in Hsinchu, Taiwan, and moved its European headquarters from Apple Village in Switzerland to Romanel. In 1991, Logitech's products entered the Chinese market. At that time, computers just appeared in China, and Logitech peripherals made computers play more functions, which made computer users feel very novel. Logitech became one of the first computer peripherals known and used by Chinese consumers.
The third stage is the growth stage of Logitech. In 2005 logitech's global turnover was $1.8 billion, making it the industry leader. Since 2010, Logitech has aimed its marketing strategy at The East Asia region, established China Region, and started to deeply cultivate the Chinese market. After more than 20 years of brand building and market development since 1991, Logitech has gained a large market share in China for its major products. In 2012, China became logitech's third-largest market in the world. It has since become the second-largest market after the United States.
Since 2013 logitech has been in the fourth stage of development, namely the transition period. The wide use of mobile communications and the arrival of smart office and home life to complete their product direction. Logitech is also adjusting its product direction, and TV peripherals and mobile peripherals have entered a deep development period. Logitech has had three growth strategies over the past four years. First, the market share is constantly increasing. Traditional keyboard and mouse products continue to expand by virtue of brand advantages and price advantages, among which the mouse takes up more than half of the global market share. The second is to expand the value of a single product through functional upgrading, such as the development of some special functions of the mouse and keyboard. Third, enter other categories. Webcams, in particular, are gaining market share. In the United States, Logitech's camera share is nearly 100 percent. In the Chinese market, a video conferencing system can range from tens of thousands of yuan to hundreds of thousands of yuan, which is expensive and needs to be maintained by specially-assigned persons. Logitech does not produce video conferencing system, but only focuses on video recording and develops for manufacturers of video conferencing system. Currently, logitech has opened up the market space. It should be said that the three growth strategies since 2013 have been successful. The comprehensive sales performance in 2018 shows that Logitech's peripherals are still in the leading position in the global market.


[bookmark: _Toc15447]Chapter 3: Analysis of logitech's marketing environment
[bookmark: _Toc11402]3.1 Macro environmental analysis
(1) the political environment analysis: 
Computer peripheral products belong to the electronic information industry, which is also a highly innovative industry. As early as many years ago, the electronic information industry was identified as an important pillar industry of the national economy. Under the circumstance that the global environment is highly innovative, the future development of computer peripheral products industry can be expected.
The governments of all countries attach great importance to the electronic information industry and support it very much. For example, China issued a development plan for the electronic information industry in 2016. In order to promote the development of electronic information industry in China, China has given support from credit, talent policy, taxation and many other aspects.
Various branches of the electronic information industry, such as the Internet industry and mobile phone industry, have also been highly valued at the national level. Driven by policies and market demand, the Internet industry, mobile phone industry and other high-sounding development of harmony, the surrounding industry has produced a huge market capacity.
(2) the economic environment analysis: There are five key factors to evaluate the quality of economic development from an academic perspective: population, resources and environment, capital accumulation, technological progress and foreign trade. Logitech's largest markets are the United States and China, respectively, and analyzes these key elements in each of those countries. China's current economic situation is characterized as "steady, stable and improving". The so-called "slow" means that compared with the high double-digit growth rate in the past few years, the current and future growth rate has slowed down obviously, but the growth rate is still high worldwide, and few developed and developing countries have exceeded China's economic growth rate. The so-called "stability" means that China's economy is growing steadily, without the stagflation in some western developed countries, and without the ups and downs in some developing countries. All in all, The Chinese economy has been operating within an appropriate range and its quality and efficiency have both improved. For the United States, the United States has a large population, huge capital accumulation, leading the technological level of most countries in the world, and a huge volume of foreign trade. All of the above factors are conducive to the development of the electronic information industry in which computer peripheral Settings belong.
(3) Analysis of social environment:The frequent use of the Internet, computers and mobile phones has become a social and cultural orientation. In cities and most of the countryside, surfing the Internet has become a habit and even a necessity of life. For example, study on the Internet, watch movies and TV dramas on the Internet, pay for living expenses on the Internet, choose travel routes on the Internet and so on. Computers, mobile phones and the Internet go hand in hand. In such a social culture, the computer, mobile phone peripheral configuration industry will achieve great development.
(4) Analysis of technical environment: At present, the technology development of computer peripheral products is more and more mature. Integrating the design concept of intelligent interaction into the design of computer peripheral products is the current technical trend. Take computer game peripheral product technology as an example, it includes laser tracking technology, polymer chemistry technology, intelligent frequency modulation technology, G wireless technology, free code intelligent connection technology and other high technical fields. Intelligent FM technology can automatically change the channel of the mouse according to different working situations, ensuring that the mouse in the hands of the player remains as smooth as a normal silk.
A computer game peripheral may contain several of these advanced technologies. For example, logitech G5 enhanced version of the mouse uses special polymer chemical treatment and cracks on the paint process, forming a natural crack effect, giving people a different appearance and visual enjoyment. With laser technology, logitech's G5 enhanced mouse has a pixel processing capacity of 6.4 million, a scanning frequency of 7,100 times per second, and a resolution of up to 2,000DPI. G wireless support for logitech G5 enhanced mouse for high sensitivity toggle buttons.
Because of the development of technology, a lot of new computer peripheral products have been developed. As a result, the competition in this field is becoming more and more fierce.
In addition, mobile Internet technology has also brought an impact on computer peripheral product technology. Electronic information industry is an industry with rapid technological update. Mobile Internet technology has become a hot technology in this industry, which brings great challenges to the Internet technology and its supporting industry. In this case, the market share of mobile phone peripheral setting is increasing. Therefore, the computer peripheral configuration industry is in an upgrade, transformation period. For example, the technology for high-definition video products has been upgraded from 1080P to 4K for video viewing in mobile and other scenarios. 4K technology is more advanced than 1080P and requires greater network support.
[bookmark: _Toc2698]3.2 Competitor analysis
(1) Competitors around the game market: The prosperity of the game industry has brought about a strong demand for computer game peripheral products. With the advent of the Internet economy, the popularity of smart phones and tablet computers has been largely differentiated, and with it, the competition has become increasingly fierce. Logitech's competitors in this field include Beitong, American Canadian Lion and so on. MADCATZ is a publicly traded company in the United States. In 2007, MGM acquired Saitek Saitek, a maker of home console peripherals, making it the world's largest company in the sector. Its products include joystick, steering wheel, controller, mouse, keyboard, etc., such as SONY PlayStation 2, PlayStation 3, PSP, Microsoft Xbox and other innovative peripherals. Logitech is a strong competitor in the global market. Beitong is logitech's strong competitor in The Chinese market. Beitong is a leading brand of game peripherals in China. Founded in 1997, it was the first company to develop game peripherals. In recent years, the influence of "BETOP" brand trademark has been ranked the first among Chinese game peripheral brands. Beitong's game peripherals span multiple platforms such as computer, TV and mobile phone. Peripherals for computer games include gamepad, steering wheel and joystick. TV game peripheral products are also more complete. Beitong has its own product research and development and production base in Shenzhen, and has formed a nationwide sales network, and established a nationwide sales headquarters with Guangzhou as the center.
Compared with the game products of its competitors, Logitech only produces a small variety of game equipment, while its competitors are professional game equipment manufacturers. Competitors are more specialized than Logitech and, in terms of their game products, have higher brand awareness than Logitech.
(2) Competitors in mouse market: Mouse is a traditional computer peripheral products, the international brand more.
The Bloodhand ghost is the main competitor to the Logitech mouse. Although the market share of Razer, Genie and other brands is not as high as Logitech, they still show their own characteristics in some professional fields and become strong competitors of Logitech, such as Razer game mouse. On the market, the price of logitech game mouse is around 500, and razer game mouse occupies a large part of the game mouse market of more than 500 yuan, comprehensive performance is also better. In general, Logitech's mouse products have advantages in the number of subdivisions and the total market share compared with competitors' mouse products, but they are not specialized enough in some subdivisions.
(3) Competitors in keyboard market: Keyboard is also a traditional computer peripheral products, the international brand more. Raib, Blood hand ghost, Razer, cherry, tarantula are the powerful competitors of Logitech. In general, Logitech's game keyboard has strong competitiveness, which constitutes the biggest category of logitech's keyboard competition. But similarly, logitech's keyboard products are superior to those of its competitors in terms of the number of different types of keyboard and the total market share of the products, but they are not specialized enough in some types of keyboard.
(4) Competitors in camera market: The explosive growth of mobile phones and tablet computers has driven the rapid growth of the camera industry. At present, the camera market is divided into two parts market and the finished product market. The component plate mainly consists of three sub-plates: CMOS image sensor, lens and VCM. In terms of the total market share, Logitech has a high market share in the CAMERA market in the United States, mainly due to logitech's m&a business. In this market, Logitech's main competitors are well-known manufacturers such as Samsung, SONY and Howe Technology.


[bookmark: _Toc14256]Chapter 4: Analysis of logitech's marketing status
[bookmark: _Toc8694]4.1 Marketing status of Logitech
Logitech's early products were all mice, and for a long time the word "logitech" was synonymous with "mouse." Logitech has led the world mouse market countless times. In 1997, for example, Logitech launched MouseMan+, commonly known as the mechanical silver marten, whose signature feature is the appearance of white-baked porcelain. In the era of roller mouse, the appearance of Logitech's mechanical silver sable mouse makes consumers feel the super-value enjoyment of cutting-edge mouse products.
Another example is the MX300 game mouse launched by Logitech in 2002, with superior hardware performance and comfortable hand feel, which has formed a craze of MX300. The MX300 was also one of the first dedicated mice for games in the world.
Later, Logitech gradually enriched its products. Through the mouse, a single product, logitech completely opened up the whole world of computer peripheral products. Logitech began to expand its product line in the early 1990s, using its own processing capabilities to produce audio products, digital cameras, scanning equipment and more. However, due to the excessive product diversification expansion, huge investment and lagging sales channel construction, logitech did not bring real profits. Digital cameras and scanning equipment, for example, have not been in logitech's business for a long time.
Since 1997, Logitech has enriched its product line with acquisitions instead of development. That year Logitech paid $30m to acquire America's biggest camera-maker (hence its near-100% market share in America). Four years later, Logitech acquired Blueplatinum, America's largest speaker maker, for a whopping $125 million. Logitech then acquired a game-control equipment company. So far, Logitech's product line has been greatly enriched, covering PC speakers, mobile phone headphones, microphones, video speakers, game controllers and so on. At present logitech products include four categories: game peripherals, control peripherals, image peripherals and sound peripherals.
In various products, Logitech pursues high-tech content and leads the growth with high-tech. For example, in 2012 many manufacturers. They joined the emerging market of Apple peripherals, most of which started with simple products such as shells. At that time, Logitech's focus was more on high-tech peripheral products, rather than simple peripheral products such as mobile phone protective cases and laminates.
As a result, Logitech is stepping up its efforts to expand into high-tech businesses. In July 2011, Logitech bought Italy's Mirial and entered the mobile video service market. Logitech launched its Skype and Wi-Fi enabled TV Cam HD in Hong Kong in January 2013. In March 2014, Logitech launched Harmony Universal Remote control family of products. Logitech acquired Jaybird, a maker of sports headphones, in 2016. With the continuous increase of new business acquisition and new product development, new categories of Logitech products continue to increase. In 2013, logitech's new categories accounted for 20%, and at the beginning of 2017, Logitech's new categories accounted for 50%.
[bookmark: _Toc30829]4.2 SWOT analysis
4.2.1 Advantage analysis
(1) Logitech has a long history and high brand awareness: Logitech has a long history, which almost coincides with the development of the world's computer industry. Logitech was founded as early as 1981 when computers entered the world's commercial applications. There is Microsoft in computer software, and Logitech in the mouse, which expands the capabilities of software applications. Computer peripheral products represented by Logitech have greatly expanded the application functions of computers.
Logitech has great brand awareness in the field of mouse and computer peripheral products. China is the second largest market for Logitech. Logitech was one of the first foreign companies to enter the Chinese market. In 1991, Logitech entered the Chinese market and focused on the computer peripheral products as a segment. The Logitech brand is also well known in China. From MouseMan+ in the 1990s to the MX300 game mouse in the 20th century, Logitech's products have been familiar to two or three generations of Chinese computer users. Since its establishment in 2010, Logitech China has grown rapidly and is one of the fastest growing regions in the world.
(2) Logitech's core business is outstanding: For a long time, computer mouse has been in the first place in terms of market attention and sales volume. Logitech's sales volume accounts for more than half of the total sales volume of mouse market, and it is in an obvious monopoly position. Logitech has long been synonymous with the computer mouse in the minds of many consumers. As for the mouse category in the global market, no enterprise can compete with Logitech comprehensively. Logitech's overall market position is unassailable in the present and foreseeable future.
At the same time, Logitech's business has covered the main parts of the computer peripheral industry, including game peripherals, control peripherals, video peripherals and music peripherals. This gave Logitech the foundation to develop the entire computer peripherals. In comparison, logitech's main competitors are more outstanding in a certain aspect than in the whole business field of peripheral products.
4.2.2 Disadvantage analysis
(1) Insufficient specialization and subdivision of products: Although logitech's core business is outstanding, the specialized subdivision of mouse products is still insufficient. As discussed above, the price of logitech game mouse is mostly around 500 yuan, while Razer game mouse occupies a large part of the game mouse market above 500 yuan, with better comprehensive performance. Comparatively speaking, Logitech mouse has advantages in the overall market share and product breadth, but it is not enough in the degree of specialization of some categories. Logitech also suffers from low specialization in game peripherals and cameras. This shows the inherent contradiction between a product's efforts to fully occupy the market and its in-depth development in a certain field.
(2) The unit price is not high: The unit price of logitech's core business is not high, and the profit level is not high. Before 2016, a large part of the market share of Logitech is achieved by relying on low-end and low-cost mouse. Logitech, which started as an OEM company, has been engaged in the field of OEM mouse for a long time. However, over the years, the overall development of PC has slowed down or even declined gradually, and the profit margin of Logitech's OEM mouse business has also shrunk sharply. Therefore, logitech has completely stopped the OEM mouse business in China since 2016.
Logitech's competitors, Razer and Leber, cost more per mouse than Logitech because they specialize in games and so on, trading high specialization for high prices.
4.2.3 Opportunity analysis
In recent years, the rapid development of the game market has brought opportunities to the development of related computer and mobile phone peripherals. The rapid growth of the world's online game market will bring about rapid growth in the demand for related computer and peripheral products.
Logitech's biggest markets are China and the United States. With the development of economy and the gradual improvement of people's living standards, the rapid development of technology has promoted the growth of the demand for computers, especially for computer peripheral products, and the demand potential of the industry is great.
4.2.4 Threat analysis
(1) The competition of computer peripherals is fierce, squeezing out the Logitech market: As mentioned above, Logitech has strong competitors in the mouse and keyboard market of traditional computer peripherals, such as Razer, Leber, Ghost of the Blood hand, Cherry, etc. Compared with them, they also have advantages in the number of subdivisions and the total market share of products, but they are not enough in the degree of specialization of some subdivisions.
(2) With the popularity of mobile phone peripherals, Logitech faces the threat of transformation: Mobile phone functions are becoming more and more rich, using mobile phone to surf the Internet has become a current trend. Mobile network news, mobile information search, mobile network video, mobile network payment, mobile online banking, mobile online shopping and other users are also very large. Thus, there is a great demand for mobile phone peripherals. A wide variety of peripherals, from the PhoneSoap Charger to Olloclip to Leef iBridge, are already available. For example, in addition to its ability to charge the phone, the PhoneSoap Charger has the ability to sterilize the phone during charging. Olloclip is a four-in-one lens that can perform fisheye effects and wide-angle shots at close to 180 degrees. Leef iBridge has features that save memory on your phone and help you store bulky photos. The price of some peripherals is enough to match the price of a regular phone. A good LeefiBridge, for example, can cost anywhere from $60 to $400 for a regular phone. With a wide range of mobile phone peripherals on the market, Logitech is facing a transformation.
In a fierce market environment, moving away from what you are good at and into a newer product field is a transformational threat for most companies. This threat manifests itself in two ways. One is the threat of high investment in product development or the acquisition of new businesses, such as logitech's purchase of Jaybird, a sports headset brand, for $50 million in 2016. The second is the threat posed by market uncertainty. Logitech had a lesson in this regard. In the early 1990s, Logitech introduced digital cameras and scanning equipment, but the market effect was not good, and the business of Logitech faded out in a short time.



[bookmark: _Toc13792]Chapter 5: Conclusions and recommendations
[bookmark: _Toc30962]5.1 the conclusion
This paper takes Logitech as the object of study. Firstly, the research background and purpose of logitech's marketing are expounded. After a brief introduction to Logitech, the marketing environment of logitech company is analyzed by PEST method. Then SWOT method is used to analyze logitech's product marketing status. Finally, the following conclusions are drawn:
(1) From the perspective of marketing environment, Logitech will have opportunities for further development and broader development space and market opportunities. As a manufacturer of various functional equipment for improving terminal carrier computers, logitech has become more and more popular with the increasing demand of consumers for personal computers.
(2) From the perspective of competitive environment, compared with competitors in various market segments, Logitech has advantages in the number of segments and the total market share of products, but it lacks the degree of specialization in some segments.
(3) From the perspective of marketing status, Logitech's product line is widely distributed, but there are still some problems such as insufficient product line depth, low product unit price and insufficient specialization and subdivision.
[bookmark: _Toc17322]5.2 suggest
(1) Logitech can increase investment in RESEARCH and development, expand the breadth and depth of its business, to counter the pressure from competitors and the market share of computer peripheral products being squeezed.
[bookmark: _GoBack](2) Various factors affect the choice of market segmentation methods by business operators, either from the perspective of population and geography, or from the perspective of consumers' lifestyle and living habits. The former reflects the market segmentation centered on enterprises and products, while the latter reflects the market segmentation centered on consumers. To promote market segmentation, enterprises need input cost. In the case of unchanged total output, the more market segmentation of products, the greater the input production cost. From the perspective of cost control, it is necessary to carry out proper "market integration", that is, appropriate segmentation. In this way, marketing costs can be reduced and the consumer needs of different customer groups can be satisfied to the greatest extent. According to the principle of proper segmentation, logitech’s market segmentation is carried out from the perspective of tool platform, and the overall market is divided into three segments: computer platform, mobile phone platform and TV platform.
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