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INTRODUCTION
[image: Tumi │ Style │ Pacific Place - Hong Kong]A lifestyle firm, Tumi Holdings Inc. (Tumi) primarily sells travel and Business products and accessories. It is a US-based corporation having its corporate headquarters in the state of New Jersey and was founded in 1975. The "business", "travel" and "everyday" ranges of products marketed by Tumi include items like briefcases and backpacks, big wheeled luggage and weekend bags, tiny leather goods and electronics cases, and various accessories like belts and umbrellas, many of which feature leather goods.
The brand Logo of Tumi; Source: Tumi.com Regent Street)

In the world of bags and luggage, Tumi is a household name, a leader in the market, and one of the top four major suppliers. More than 1,900 places of sale, spread over more than 75 nations, sell the company's goods globally. Tumi outsources every aspect of its manufacture, which is largely concentrated in Asia as a result of the relocation of all manufacturing operations there between 2001 and 2002. In addition to manufacturers in Asia, Tumi also collaborates with firms in the Dominican Republic and Vietnam (since 2010). Items are offered through a range of channels, such as retail, wholesale, and online, which include company-owned stores, partner shops that only carry Tumi goods, and an international network of distributors, including department stores and luggage specialists.
(Source- TUMI UK, https://uk.tumi.com/on/demandware.static/-/Library-Sites-tumi-content-library/default/dw14ea922f/download/pdf/B2B_TUMI_BrandProfile.pdf)




PESTLE ANALYSIS- TUMI
[image: How to Conduct a PESTLE Analysis - Industry Insider | IBISWorld]The biggest challenge is gaining an advantage over rivals, Pestle Study of Tumi- To grow the overall company's revenues in the forthcoming years, important decisions must be made on the range of different activities and operations, the goods or services that must be introduced and created in the future, and the services and products that must be discontinued.
(Source: IBIS World)

Political:
· There is an incresed tarrif imposition on products imported from China to US and other European countries.
· Political Issues between Hong Kong, Chille, South Korea and European Union- UK Brexit and Russia-Ukrain War.
· This is an unfavourable factor that the business is less if affected areas and new strategies need to take over or to get the revenue.(Anindya Anindita, 2023)

Economical
· Foreign Currency Translations is affecting most of the business parameters such as Net Sales declines due to currency exchang, etc;
· Some components of income tax expenses attributing to the US taxations.
· This is partially unfavourable factor as most a fixed amount out of the total revenue goes into taxation but gives security to the brand which also makes it favourable.

Social
· Switching trending menthod from traditional to ecommerce or online mode due to impact of COVID-19 Pandemic.
· A major increase in the number of tech savvy clients.
· New strategies and methods are attracting more consumers making it favourable for the brand.

Technological
· Strong data to provide a effective digital experience.
· Require to implement 3 Dimentional printing to accelarate better innovation.
· Strong innovations are for the better future of the brand in any situations like pandemic, the customers will always have an access to products which makes it favourable.

Legal
· Aligning consumer data privacy/ protection law similar to the PCI Compliance for thr US based businesses.
· Agreement with the regulation of raw materials.
· Legal factor becomes favourable factor as it gives a security and supports brand.

Environmental
· Involved in producing products with recyclable and recycled material.
· Taking initiative towards manufacturing carbon neutral productsin the future.
· Since 2016, TUMI and Waves For Water have teamed up to address the global water issue by assisting communities in more than ten different countries and supplying clean water to more than 500,000 people in need.
· Environmental factor is definitely a favourable factor as it gives an opportunity for the brand to evolve and innovate different strategies.
(Source- https://www.swotandpestle.com/samsonite-international/)


[image: The Irrelevance of Porter's Five Forces for the B2B Software Industry -  Highly Competitive - software industry insights]PORTERS 5 FORCES MODEL













Porter’s 5 forces Model (Source- Julie Hunt Consulting)
Porter's Five Forces, a model that identifies and analyses five competitive variables that affect every business, can be used to analyze an industry's flaws and strengths. To build firm strategy, the structure of an industry is often identified utilizing the Five Forces analysis. Using Porter's model to better understand industry rivalry and boost long-term profitability may benefit every sector of the economy. The Five Forces concept was developed by Michael E. Porter, a professor at Harvard Business School. (Thomas Bash, 2016)
1. Competitive Rivalry
The fashion, travel, and luxury industry is a fascinating one when it comes to examining a sector via the severity of intense competition. There are numerous places that sell items that are similar to Tumi Products, but there is also the concept of brands, which allows certain firms to sell products at extravagant costs. Due to the lack of innovation in this field these days, the market is rapidly filling up with things that are all fairly similar.
The Competitive Rivalry Force is high due to lot of competitors such as Samsonite, Victorinox, Tommy Hilfiger luggage, Louis Vuitton luggage, Rimova, etc; there is hardly any difference in the products between Tumi 19 Degree Aluminum Luggage and Rimova Luggage. 
2. Threats of new entrants
This force is also rather modest since, as previously said, the tourism and lifestyle business does not provide anything special. New entrants, on the other hand, may develop novel ways to promote their own items, which may not be all that unique, and as a consequence, build new brands, maybe through smart social media use.
For newcomers, the luxury luggage and lifestyle business is currently "high risk, high reward," as it's not very difficult to get a foot in the door and emulate others. 
3. Buyer Power
The power of consumers to bargain, who can opt to transfer stores, refuse to purchase goods, or lower prices, is a significant force. The power of the consumer is a sizable factor when it comes to premium or luxury brands.
Luxury consumers typically have little to no direct bargaining power (compared to large corporations buying in bulk, who may be the primary clients in other industries), but because they have many options for where to buy products and little reason to stick with one particular retailer, they have a lot of indirect bargaining power. So the buying power force is low.
4. Supplier Power
Supplier power in the luxury retail sector is a low and minimal force. The majority of luxury firms either use their own supplier network or source their goods from third-world producers who only get a small portion of the revenue. Suppliers have limited influence over luxury companies since, unfortunately, they are flexible and always available to be replaced.
As a result, this industry's input costs are currently low and will remain so until the gap between global development levels is substantially closed.
5. Substitutes
Substitute power in luxury market is very high. There are lots of brands like Rimova, Coach, Samsonite, Tommy Hilfiger, Louis Vuitton, Gucci, Michael Kors, Kate Spade has similar products in their specialized product lists. It is a big challenge for the brand to retain the customers as they can easily switch the brand. Tumi is known for its special material used in Backpacks and soft luggage which is Ballistic Nylon, which retains customer with the brand.
[image: The World's Best Luggage Brands]
Competitive Brands with Tumi (Source- 1000 LOGOS)
SWOT ANALYSIS- TUMI
[image: How to Complete a Personal SWOT Analysis | by Jodie Shaw | Thrive Global |  Medium]
(Source: Medium.com)
Strengths
· Tumi is a strong international brand presence owing to a wide range of well recognized and other luxury and premium brands.
· Tumi has an excellent reputation when it comes to customer service, according to customer’s feedback.
· Over the years, Tumi has genuinely been producing unique products of the greatest quality.
· Strong distribution channels and sourcing ability spread across the globe.
· Tumi is doing significant growth when it comes to direct to consumer net sales growth.
· High innovative nature, agility and adaptability in the rapidly growing digital world.
(Reference: Dikraniskenderian, https://dikraniskenderian.blog/2014/07/19/case-study-for-swot-analysis/)

Weaknesses
· Struggling in addressing deforestation initiatives.
· Reduced sale growth in China, Ukraine and Russia due to reduction of Business to Business sales, Trade was Between China and US and War between Russia and Ukraine.
· Less amount of sale due to targeting niche market in Asian countries such as India, Thailand, South Korea.
· Very less or negligible advertising in the Luxury Market.
(Reference: Ashok Som, SWOT analysis of Rimowa and Tumi, https://casemba.com/ashok-som/rimowa-and-tumi---ready-for-takeoff/swot-analysis.php)

Opportunities
· Take advantage of market opportunities with its current customer base by expanding its operations to international markets.
· Undertaking digital initiatives by investing capital into digital marketing.
· Innovate new products considering the requirement of target market and try to target new market as well.
· Introducing Tumi in more countries.
· Focusing more or Sustainability and Environmental Factors.
(Reference: Case Marathon, https://casemarathon.com/kelloggs/tumi-and-the-doughty-hanson-value-enhancement-group-veg/swot-analysis.php)


Threats
· Strict and various governmental regulations in several countries.
· Affecting Travel Industry or Tourism by disruptive impact of Covid-19 or war can affect revenue as well.
· Political issues such as China- US trade wars and pandemic can affect trades and supplies.
· New and significant competitors across global market affecting the revenue.
(Reference: Anindya Anindita, Samsonite International, https://www.swotandpestle.com/samsonite-international/) 



ADVANTAGES AND DISADVANTAGES OF SWOT ANALYSIS

Advantages:
· A SWOT analysis helps TUMI to process huge and various amounts of data and helps to grasp the overall situation while still having the opportunity to spend more time on more specific matters.
· The SWOT analysis method helps to recognize a brand's opportunities and threats at the regional, nationwide, and even global level.
· This is a wonderful approach for a brand like Tumi to learn about a certain set of tools and determine whether or not they are acceptable..
· The SWOT Analysis can be used to analyze a product or brand, an acquisition or partnership, or the outsourcing of a company function. (Emma Loudlse- 2015)
(Source- https://businesscasestudies.co.uk/the-advantages-and-disadvantages-of-a-swot-analysis/)

Disadvantages:	
· SWOT Analysis is one step in the process of company planning. Organization typically needs to perform more extensive research and analysis when tackling challenging topics.
· SWOT only refers to problems that are certainly a strength, weakness, opportunity, or threat and this is why dealing with uncertain or contradictory factors is challenging.
· The fact that some components of the organization are not under management control is not considered when performing SWOT analysis. These factors could include the rate of inflation, changes in the raw material prices, modifications to governmental regulations, and a shortage of workers with the necessary skills. (Billie Nordmeyer, 2019)


SEGMENTATION, TARGETING AND POSITIONING
[image: STP Marketing: Segmentation, Targeting, Positioning Model Sender |  designbyiconica.com]
(Source: Design By Iconica)
Segmentation

Tumi offers variety of products which focuses on all the genders. Tumi tries to focus more on middle age groups between 24 to 45-50. As a result, most of the consumers are high earning employees or business people. 
Due to variety in colors of products, Tumi also focuses on all the ethnicity. Different colors suiting different race. 
Another factor Tumi classifies depending on the location (geographic segmentation), Most of the Tumi outlets are in Mega Cities and Capitals and have stores at the Airports. As a result, Tumi generates more revenue as they attracts travelers and business cliental.
(Source- https://csimarket.com/stocks/segments.php?code=TUMI)

Targeting

Tumi provides services in the following primary product lines from each of these three categories:
Core: Business executives and regular travelers are the target market for products that are primarily focused on usefulness, durability, and practicality.
Premium: Goods made using the best materials and marketed to wealthy customers seeking more distinctive goods.
Women: Items marketed to women who are looking for high-quality, long-lasting, yet more feminine and fashionable business and travel accessories.
Tumi offers products that are intended to appeal to both men and women within each of core, premium, and trend/sport categories. Tumi women's range of products is composed of items that are specifically made to appeal to female buyers. They are made with the travelling, contemporary lady in mind, whose needs include usefulness, durability, practicality, and style.
Tumi follows differentiated marketing strategy as they focus on high level clients by providing ranges of premium collection and travelers by providing ranges of classic products.


Positioning
Since its foundation in 1975, Tumi has grown to be the brand of choice for the most selective businesspeople, thought leaders, politicians, athletes, and celebrities in the entertainment industry, as well as discerning travellers. Around 1,500 distribution locations, including 150 Tumi stores and the best department and specialty retailers in the globe in over 65 countries, sell the brand. More than 125 patents have been granted to Tumi for product designs and individual components. The company has also garnered numerous honors from prestigious consumer and lifestyle periodicals as well as corporate travel groups. Tumi continually produces the best-in-class products in terms of both aesthetic and functionality by fusing its own original designs and inventions with the best available materials.
With a very receptive, cosmopolitan clientele, Tumi has become a leading global brand. With its marketing initiatives, public relations efforts, and direct interactions, Tumi, a company long renowned for its product innovations and distinctive designs, has developed a glitzy international reputation. Direct-to-consumer mail, email, local, national, and international advertising, store displays, billboards, banners, light boxes, and, of course, innumerable editorials and product features are just a few of the ways the brand interacts with its audience.
Tumi is a high-end travel brand, and their products reflect that, with bags ranging from roughly £100 to over £300. Despite its high price, most buyers believe Tumi items are well worth the investment due to their high quality, long-lasting resilience, and timeless designs.( Tumi Holdings Ltd, 2015)


MARKETING MIX STRATEGIES- TUMI
[image: 4Ps of Marketing - Free Template & Guide | EdrawMind]
(Source: Edrawmind)
Product
Tumi only purchases raw materials from reputable and well-respected sources, allowing them to retain the high quality of their products while adding value at various points throughout the value chain. To preserve the excellent and consistent quality of the goods, these raw materials are processed in properly managed settings. The products manufactured and offered for sale by Tumi are reasonably simple to use. Products manufactured and sold by Tumi promises consumers an ego boost, confidence, and security as they have a unique design, customizations and tracer id.
Tumi offerings can be divided into three main categories: business, travel, and accessories.
Travel accessories: Almost 41% of Tumi net sales were made up of travel-related items. This category includes soft types without wheels such satchels, garment bags, boarding totes, and cross-body bags as well as wheeled travel products, the bulk of which are categorised as "carry-on" models and packing cases.
This category, which primarily consists of soft business cases, also includes totes, wheeled business cases, backpacks, messenger bags, and day bags.
Wallets and card cases are the most frequently purchased items in this broad category, which encompasses a wide variety of lower cost and frequently daily use items. Agendas and planners, passport cases, phone covers, umbrellas, and travel accessories like electric current adapters, key fobs, packing accessories, toiletry kits, and foldable travel totes are additional accessory categories. Belts, coats, sunglasses, eyewear, and electronics are just a few examples of accessories, which also include brand extensions that speak to the lifestyle component of Tumi. Tumi thinks they can expand their wholesale distribution, introduce new materials and designs, and grow their accessory business. 
Branding Strategy: As a premium luggage business, Tumi wanted customers to think of them as more than just a black roller bag. Tumi begun to produce a series of seasonal retail window displays, as well as signage, in-store promotions, and hangtags, with the goal of bringing women and younger urban male professionals into their main target group. Tumi is a global brand, therefore the objective was to build designs that could be infinitely customizable in terms of language, product characteristics, and retail locations.
(Source: https://mslk.com/project/tumi/)
[image: Tumi Bags Review: Readers Share Their Top Choices for Travel][image: TUMI | The Hilton Plaza OSAKA]

(Source: Tumi Hilton Plaza, Japan and Travel Fashion Girl, Tumi Reviews)

Price
Tumi's marketing mix emphasizes a skimming pricing approach to get the most out of its products. Tumi uses premium pricing for some of its product lines to build good brand and product perceptions among target customer groups. Customers who believe Tumi items are of great quality are encouraged to believe so by the expensive pricing. Tumi has successfully made some of its product lines unique by restricting sales and manufacturing, as well as charging premium pricing. As a result, there is an impression of luxury in consumer products. (Zander Henry, 2018)

Place
Tumi places a high value on product placement since it has a direct impact on consumer accessibility. Tumi uses a mixed distribution system. Tumi has more control over corporate operations, as well as retail layout and design, in company-operated locations. Tumi communicates with customers directly and obtains critical information about their behavior and comments through company-operated outlets.



[bookmark: _GoBack]Promotion
A global communications platform that offers information about brands and products is tumi.com. Moreover, Tumi offers distinct e-commerce websites for its clients in the United States, Germany, the United Kingdom, and Japan. With social media operations on Facebook and Twitter, Tumi's marketing is continuing to develop. This gives the company an interactive platform for brand enthusiasts to interact with one another in a meaningful way.	
(Superbrands, USA Volume 11 TUMI)
Tumi generally have promotional offers on Omni Channel website tumi.com ranging from 10% discount for the first time buyers to 40% discount during seasonal sale. Tumi Promotions varies from Geographical region or countries to countries. Countries like USA, UK, Australia, Canada and New Zealand along with Europe, they generally have promotions on Tumi products during spring and December (Black Friday and Christmas). Whereas countries like India, Singapore, China, have promotions or offers during regional festivals apart from Christmas or Black Friday such as Tumi India is owned by Reliance Brands Limited and offers promotions and discounts during Diwali (Great Indian Festival) and during RBL anniversary or Luxury Shopping Festival during the month of July and January every year. They also have Special employee discounts during these festivals such as 60% off, etc. 



RECOMMENDATIONS
[image: Ansoff Matrix - Overview, Strategies and Practical Examples]Although Tumi is doing really great job by innovating and upgrading its marketing strategies, there can be some recommendations which can be useful in the future to evolve and expand more into the market:
(Source: Corporate Finance Institute)

· Targeting different market than existing may help the brand to gain more revenue and brand recognition,
· Innovating different products would also be helpful for the brand to generate more revenue,
· Tumi should collaborate with more brand such as Mercedes or Audi for product development which may help the organization to generate more revenue.
· Should focus on Mid- scale and low-scale market as well.
· Should also try to concentrate on Macro Environmental factors as it restricts the total profit or Net sale.
· Tumi is still yet to focus of kids and children’s age group, this is a very good opportunity if Tumi follows diversification and focus on kids market by creating products for children such as backpacks, jackets, etc. which would be a golden opportunity for the brand to implement Ansoff Matrix strategy for targeting.
· Considering Ansoff Matrix, Tumi is yet to introduce their products to lot many countries. This can be a Market Development strategy Tumi can follow wherein they could develop their market in different countries and target different people with the same variety of products.


CONCLUSION

Tumi can accomplish its Objectives, Mission and Vision in a very successful manner. Tumi is continuously innovating new products according to the consumer’s requirement. During each season, Tumi is coming up with new products, offers and deals, increased brand values and competing higher level brands such as Gucci, Louis Vuitton. However, Tumi needs to upgrade and implement more Marketing strategies to grow more in shorter duration of time. 
A reputation for being sustainable adds value to the brand and strengthens their market position, making them less vulnerable to short term market and economic changes. Applications of marketing principles is the best way to preserve Brand value and recognition from degradation in any factors. COVID-19 had affected the net sale growth of the brand, but due to innovating more ideas in Omni channel website, Tumi could retain in the market and its position. 
Tumi's marketing activities are currently focused on its luggage, backpacks, and travel accessories. To improve sales, they may expand this to include their Backpacks and accessories as well. Tumi must continue its leadership position in East to carry and customization technology because uniqueness is the company's primary marketing strategy. They will be able to produce new types of items and other travel apparel as a result of this, increasing their product line-up.
This report could assist to understand the prospective towards Environmental Marketing Analysis by considering the key external influencing factors along with internal environmental factors.
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