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Trends and Forecasts

Total shipments by domestic manufacturers in  SIC #3161 totaled $928 million in 1999, down $116 million, 11.1%, from prior year, due largely to severe competition from low- cost imports, especially from China and developing countries, since labor costs represent a large proportion of total production costs. The value of luggage imports in 1999 totaled $2,448 million, essentially the same as prior year, but the quantity of imports rose about 11%, primarily because a strong U.S. dollar during most of 1999 allowed major suppliers, such as China to reduce export prices. By value, 1999 imports were 84% of apparent consumption.

A growing proportion of luggage is made of  fabric and incorporates wheels, which allow the traveler to pack more clothes with very little increase in weight compared with earlier styles of luggage. 

Relentless competition from abroad will continue and U.S. manufacturers are unlikely to regain much, if any, of the domestic market share lost to imports over the last two decades. Nevertheless, with the help of a favorably valued dollar, innovative and aggressive producers can expect to expand exports and at least share in the future expansion of domestic consumption of luggage.

In the year 2000, consumption of luggage was expected to decline 5 %. Over the next five years, luggage shipments are expected to decrease at a compound annual rate of 1%.

Greg Furman, Chairman of the Luxury Retailers Council, is optimistic about prospects for the luxury goods segment of the market, in which             , Inc. participates. He believes that demand for luxury items will grow because people are working such extreme hours, they want luxury goods and services to offset the energy and time required to make the kind of money they’re earning. He says that there is a new sense of militant entitlement among luxury product customers and that the customer will only respect the luxury goods seller if he has a one to one relationship that deepens their connoisseurship, and gives them new loyalty programs and product partnerships. And, he says the seller’s advertising must be superb, in order to get the luxury customer’s attention. He says further, that luxury customers are more discriminating than ever before, are web enabled and web informed, enjoy the hunt, know the best and believe it is their birth right to have the best. In remarks to the Retail Marketing Society, he stated that the challenge for luxury retailers is to be accessible, yet exclusive, welcoming, yet discriminating and protective of tradition, yet willing to inspire intelligent innovation.   

"
Product Lines

The Company’s products are hand crafted originals with a classic (elegant, mature) look and are produced from the finest full grained leather. Their primary product line, currently, is business cases for the working person, which account for 75%- 80% of the Firm’s total sales.

