· Logitech

Logitech SA was founded in 1981 with the philosophy of having direct control of the   critical elements of the business, with the mission of connecting the computer to the world “by giving it” “senses”.
 The control over manufacturing and the commitment to high quality led to rapid growth in the OEM (Original Equipment Manufacture ) mouse market, which allowed them success with various and important computer manufactures.

 Logitech entered the retail market with a product that had been successfully , that helped to the solidification of Logitech’s future in the commons market.

Logitech is an international company, and opened different manufactories in several parts of the world (Taiwan, Ireland ) with the objective of lowering the cost of price.

Their clutter is strong product/technical orientated with a shortly to recognize major brands and technologies early and keep ahead of competitors by an accelerated price of innovation, realized in a “Family” atmosphere. With executive decision made by consensus.

Logitech developed on overall mouse strategy, which consisted in compression, the technology life cycles and giving consumer more option for increasing productivity, and maintains strong relationship with their distributions.

Logitech completed  aggressively in both the OEM and Retail side of the mouse industries, each one of them having their own competitive strategies.

For the OEM side of the business they competed using innovation and skill in manufacturing and design. That allowed to buying new technology at competitive pieces, 

60% of it’s unit sales were in this group.

On the retail side Logitech focused on image management, being perceived as innovators with fun to use products. More than 60% of their revenue came from the retail group.

Competition was intense focusing on short technology life-cycles with a substantial downward preserve on pieces.

· In each market Logitech faced different competitors, in each of the segment (OEM, Retail).
                                          Competitors in the Retail Market
·                                       Microsoft                       KYE                     Logitech

Market share
·       40%- 50%
·            20%
·            38%

· Sales growth
·       50%
·            60%
·      Less than 50%

Focus
· Compatibility leader
· Price and promotion
· Pricing to deliver customer value

Target
· Premium and brand conscious 
· Price sensitive
· Not defined

1. OEM side:

2. Microsoft suppliers

3. Taiwanese manufactures 

4. Packard Bell suppliers

All these competitors competed aggressively on price, resulting in low margins and profits.

   It major problem Logitech faced here was that it felt it had a superior product (technically and qualitatively ), but new customers couldn’t tell the difference and most products met the same requirements.

