


Tumi has its headquarters in New Jersey, and 
offices and showrooms in New York, Paris, 
London, Tokyo, Milan, and Hong Kong, as well 
as distribution and customer service centers in 
the United States, Germany, and Thailand. The 
company has always valued the challenges that 
an international business brings, and enjoyed the 
bene�ts that a diverse workforce and customer 
base provides. Tumi understands that success in 
the global marketplace requires consistently 
operating at the highest standards. 

Tumi has a strong commitment to social 
awareness and giving back to the communities in 
which it operates. The brand encourages all local 
af�liates to support their communities, and on a 
corporate level Tumi has worked with organiza-
tions that make a difference in terms of health, 
welfare, and the environment.

Through the creation of special products and 
retail/corporate sponsorships, Tumi has been an 
active and longtime supporter of breast cancer 
research and St. Jude Children’s Research Hospital.

consumers. The award-winning Vapor collection 
brings together bold and modern design elements 
with lightweight, hardside ABS/polycarbonate 
case protection. Available in two- and four-wheel 
designs, Vapor offers the ultimate in maneuver-
ability for the contemporary traveler who wants  
distinctive yet practical luggage. Voyageur styles 
feature a lightweight, durable nylon fabric with 
Vachetta leather trim. Seasonal colors and details 
such as leather-covered locks, contrast stitching, 
and leather-embossed logo plaques make it a 
must-have collection for forward-thinking men 
and women. The Tumi T-Tech collection is the 
brand’s diffusion line that caters to a younger, 
more casual travel and business customer.

Tumi’s premium travel and business collec-
tions are the ultimate in terms of style and perfor-
mance. Each design combines classic styling, 
old-world craftsmanship, and distinctive detail-
ing to produce a unique statement of quality, sta-
tus, and aesthetics. Each collection, including 
Bedford, Villa, and Arrivé, elevates Tumi’s heri-
tage of design excellence to a new standard, one 
that appeals to the world’s most sophisticated 
and demanding consumers who choose only the 
best international brands to complement their 
unique lifestyles.

The brand’s women’s collections are designed 
for the modern, active woman with essential  
elements of organization and sophisticated style. 
Always accessible and modern, classic styles 
from Voyageur, Villa, and Georgetown are 
designed to enhance the different aspects of  
her life. Each style, whether for business, travel, 
or daytime, is developed for function and  
performance, and infused with a sense of femi-
ninity and style. Crafted from the �nest materials 
and attention to detail, Tumi’s business cases and 
totes for women provide the perfect balance of 
professionalism and elegance. 

RECENT DEVELOPMENTS
In addition to Tumi’s broad array of travel and 
business collections, the brand has established 

itself in a multitude of lifestyle categories, 
including business and laptop cases and day 
bags, small leather goods, dress furnishings, 
travel accessories, electronics, and outerwear. 
The brand’s newest developments include the 
stylish Traverso Eyewear collection made in 
Japan with state-of-the-art Zeiss lenses. Recent 
collaborations include working with NYC graf-
�ti artist John “Crash” Matos to design a limited-
edition Tumi Tag collection, creating two 
specialty cases for Lexus’s new LFA perfor-
mance car and the race-inspired Ducati 

collection of luggage and gear. Tumi has also 
collaborated with award-winning industrial 
designer/architect Dror Benshetrit to create a 
new collection of bags that transform and expand 
into various sizes.  

PROMOTION
Tumi has emerged as a premier global brand, 
catering to a highly appreciative, jet-setting cus-
tomer base. Long known for product innovations 
and proprietary designs, Tumi has established a 
glamorous international image through its mar-
keting campaigns, public relations, and direct 
communications. The brand communicates with 
customers through a rich mix of direct-to- 
consumer mail and email; local, national, and 
international advertising; Tumi store windows, 
billboards, banners, and light boxes; and of 
course, countless editorials and product features.

Tumi.com is a global communications plat-
form that provides brand and product informa-

tion. In addition, Tumi provides 
separate e-commerce sites that 
serve its customers in Japan, 
Germany, the United Kingdom, 
and the United States. Tumi’s mar-
keting continues to evolve with 
social media activities on Facebook 
and Twitter, providing Tumi an 
interactive platform for lovers of 
the brand to communicate with 
one another in a rich and purpose-
ful way. 

As a brand, Tumi likes to create 
fun and engaging events for its 
customers and fans around the 

world. Tumi recently hosted high-pro�le parties 
in Tokyo, Hong Kong, New York, and Paris for 
the launch of the limited-edition Tumi Tag col-
lection with graf�ti artist John “Crash” Matos. 

BRAND VALUES
As the leading international brand of business, 
lifestyle, and travel accessories, Tumi is commit-
ted to offering premium products created under its 
founding principles of excellence in design, func-
tional superiority, technical innovation, unparal-
leled quality, and world-class customer service.
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�  Tumi won the 2011 Travel & Leisure 
Award for Best Luggage with its new 
Vapor collection.

�  Tumi has long supported the arts through 
various sponsorships and collaborations 
with internationally renowned artists, 
including sculptor Anish Kapoor, painter 
John “Crash” Matos, and actor/activist/
photographer Matthew Modine.

�  Tumi was founded by two ex–Peace Corps 
volunteers with an initial investment of 
$10,000.

�  Tumi Tracer — an exclusive, complimen-
tary product identification and recovery 
program that began in 1999 — has 
helped reunite thousands of Tumi cus-
tomers with their lost or stolen items and 
their invaluable contents.

THINGS YOU DIDN’T KNOW ABOUT
TUMI




