Business/Mission:

Hartmann Luggage Company was founded in Milwaukee, WI in 1877 manufacturing trucks and switched to producing luggage in 1930.  Since day one Hartmann has maintained a top-of-the-line brand image and continues to do so to this day.  Hartmann luggage is of the highest quality and most durable in the industry.  Their products are distributed through high end retail distribution channels and luggage specialty stores.  In 1957 Ira Katz became president of Hartmann, and under Katz’s leadership the company widened its distribution, reduced its product lines and developed a comprehensive training program for their regional salespeople.  Katz wanted Hartmann to achieve earnings growth rate of 25%-30% annually, maintain a prestigious image and increase its share of the high-quality luggage market.

Internal Strengths:

Hartmann’s internal strengths stemmed from their high quality products, name, and brand image.  Hartmann had several product lines ranging from the belting leather 4700 line to their vinyl 4200 line.  Hartmann had also diversified their product line by offering both hard luggage and soft sided luggage.  This wide range of products allowed Hartmann to attract a wide range of high-end consumers who were both business and recreational travelers.  Each of these products also had several features which further differentiated them from the alternative other high quality luggage manufacturers and the low-end inexpensive luggage makers.  All of their baggage included hand-stitched handles, 24-carat gold-plated Touch-O-Matic locks and all interiors on the bags were treated with Zepel stain repellant.  Overall in comparison to their competition Hartmann had been doing very well over the past few years.
Hartmann’s sales force consisted of 16 territory representatives who were managed by four regional vice presidents.  These representatives were able to build strong relationships with their major accounts several times a month whereas the competition visited their accounts only a few times a year.  This direct contact with the decision makers within the outlet stores could give Hartmann an edge over their competition when new product lines and styles are developed.  Their strong sales team was further enhanced by the unique retail merchandising program.
Hartmann’s retail merchandising program rewarded sales clerks for their efforts.  50% of Hartmann’s sales dollars were involved in the program which was designed to promote the entire luggage department.  Weekly sales goals were the key feature of the program and they were made for each retail store.  Sales goals were increased approximately 15% each year.  Outstanding sales clerks were rewarded for their efforts which would further increase the promotion of Hartmann merchandise.  Training seminars were also given which allowed the sales force to be more knowledgeable about their sales.  In general the program was proving to be a success and was rapidly expanding.
Internal Weaknesses:


Although Hartmann sales have grown, their previous price promotion programs did not prove successful and advertising campaigns had room for improvement.  

Previous price promotion specials rarely included all products.  Typical price promotions coincided with seasonal sales peaks, either before Christmas or during the late spring.  This proved to be a difficult sell to retailers as they preferred a steady stream of discount offerings for their customers.  With so much competition during these periods it may have become a difficult sell to consumers.  Other price promotions had varying effectiveness.  

External Opportunities:


The increasing trend for flexible luggage is a major growth opportunity for Hartmann.  With their existing lines and quality brand name they are in a position to capture a large percentage of this growing market segment while still maintaining their high quality, high class and durable image.  By expanding their product line Hartmann may have been able to attract the $25,000-35,000 market segment.
External Threats:

The luggage industry itself was in a period of change.  Trends indicated that consumers were moving away from hard-sided luggage to soft-sided luggage.  Hartmann’s only answer to this change in style was the Nouveau Hobo line.  Although this product was “highly flexible” and carried the quality Hartmann name, it was not a direct substitute for other more flexible luggage that was considered an impulse buy.  The fact that Hartmann did not have an answer for the competitors’ low-cost flexible luggage was a direct threat to their future success and prosperity. 

Competitors such as Samsonite and American Tourister were also a direct threat to Hartmann.  Both companies were rapidly growing in market share and were more attractive to the younger, less wealthy market segment.  In an effort to attract bargain shoppers Hartmann had instituted several price promotions, but their success was a major point of debate throughout the organization.

Key Issues:

· Should Hartmann Luggage continue a discount based marketing strategy, and if so how much?  

· What alternatives are available for them to increase earnings, maintain a prestigious image and increase its share of the high-quality luggage market?

