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The Company


Lockheed Martin Corporation produces goods and services in aerospace, aviation, systems integration, telecommunications, electronics, and energy.

Within these areas and industries, LM produces a wide range of products:

satellites, rockets, aircraft, aerospace instruments/electronics and missiles.

LM also provides a broad range of services. Automated electronic toll collection, the most advanced fingerprint reading technology, installing bar code scanner for postal use and the researching and designing of all the aforementioned hardware products. 

LM has seven main subsidiaries and spin-offs from its traditional role as aircraft maker:
Lockheed Martin Control Systems 

Lockheed Martin Missiles & Space Company, Inc. 

Lockheed Martin Postal Technologies, Inc.

Lockheed Martin Communications and Power Center

Lockheed Martin Telecommunications 

Lockheed Martin Tactical Aircraft Systems

Lockheed Martin Solar and Astrophysics Laboratory 


Lockheed Martin has almost a century long history. In 1909, six years after the Wright brothers, Glenn L. Martin flew his own self-constructed pioneer aircraft and then

started the Glenn L. Martin Company in 1912. In 1913, Allan Loughead also flew and formed the Lockheed Aircraft Company in 1926.1 (Lockheed is the phonetic way to say Loughead.) Lockheed and Martin were both very respected and active businesses from their start to the present. Often aviators, pioneers and the US gov’t choose their aircraft exclusively.  


Currently, Vance Coffman is CEO (as well as Chairman of the Board) and Robert Stevens is CFO of Lockheed Martin, with sales of $25.4B in 1999 as the largest defense contractor in the United States.

In the area of stock performance LM stock has been doing less than great recently.  Over the past five years, it’s stock has split just once.  After the merger of Loughead and Martin Marietta in 1995, its stock price which was just under $25 a share and steadily rose to a high of around $55 a share in the period of January 1998 to January 1999.  Just prior to January 1999, its stock price fell $10 dollars at an increasing rate, which may have triggered the split in January 1999.  After this, Lockheed Martin stock fell over a period of a year to fluctuate slightly around its current value at around $17 a share.2 


Products and services of Lockheed Martin are considered to be of high quality 

and do usually have a high sticker price. The simplest of LM products may cost millions. 
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However, while prices are high, LM customers have the money to pay for since they want and require the best. LM is not considered a cheap brand but rather an 

expensive high-end brand. Even with these high prices, Lockheed Martin does not profit largely from them as they are used usually to invest in more advanced products and costly R&D. (which usually is included in its prices though.)


Lockheed Martin products and services are sold through direct relationships with its customers. Its name and reputation and quality are the primary reason for this. LM rarely advertises and is not found in any supermarket, vendors, etc… simply because of 

the huge costs of its products and services. If a customer looks at LM, it is fairly certain that he/she wants the high-end and is willing to pay the price.    


LM is a successful company in it’s cost control, efficient distribution and innovation.  It lacks in marketing but that weakness is not magnified and is compensated by the fact that LM products sell themselves. The commercials or promotions that LM does make are somewhat of a technical nature. Through free product videos to clients, LM demonstrates its products without incurring the real costs of for example, launching a rocket. LM tries to win over clients by also developing technologies that are clientele specific. It installs some of its services as a demonstration for free in hopes of convincing the client in seeing improvements and the need. LM also markets itself by sponsoring events and participating as partners.

LM’s cost control and efficiency are at a very competitive level and essential since it must do so to keep the already high product/services sticker prices down so it can secure contracts more easily. LM innovation had always been at the front of the pack. From its start in the early 20th century, through Lockheed and Martin Marietta’s merger in 1995, LM has an impressive track record in aerospace and more recently, systems integration. 

The following is a brief cross section of LM’s work in its different fields through history and a short summary of its innovative significance:

1930s - Lindbergh and Earhart both set their records in Lockheed planes. In the early days of aviation, reliability was a serious consideration. Lockheed produced aircraft with multiple engines and redundancy for safety, especially over the oceans.

1943 - Skunk Works formed. This top-secret division specializes in gov’t programs.  Produced the first supersonic fighter and stealth aircraft in the world.  

1954 – The C-130, longest medium airlifter in continuous production flies. This is the standard airlifter from which others are compared to. Lockheed engineers were the ones behind making a C-130 take off from within the small confines of a soccer field in a hostage situation in the Middle East.
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1966 - Martin Marietta's Gemini VIII and Lockheed Agena first to ever dock/undock in space. Docking/Undocking are necessary to save costs as they allow separate space vehicles to better do jobs they are designed to do. 

1974 – The F-16 flies. World's standard multirole fighter, giving clients more bang-for-the-buck with an aircraft that handled more than one role. It remains as the longest fighter in continuous production and is the standard from which all fighters in the world are compared to. Affordable too!

1988 - F117 revealed in progress for more than a decade at Skunk Works. Instrumental in the Persian Gulf War for doing the same job with fewer people since the aircraft was almost invisible on radar and only small numbers were necessary for precision bombing.

1990 - Lockheed's Hubble ST launched. In space for ten years now and from its vantage point in space, the HST continues to be the highest resolution, best telescope of the world.  LM also produces parts for planetary missions and landings.

1993 - Nation's 1st electronic toll collection system opens in Atlanta. LM is the largest provider of these systems in country today. These systems paved way for EZPass. 

1996 - Wins Joint Strike Fighter contracts. VP Gore announces LM team will produce the X-33 VentureStar shuttle, a single stage shuttle going directly to space like an airplane. It uses advanced directed thrust propulsion and holds more cargo than the existing shuttle.  The F-22 Air Superiority Fighter contract is won by LM.  Each F22 costing around $100M.  

1999 – LM teams up with the United States Postal Service and Nike to help w/internal information technology issues. LM produces high-speed advanced bar and matrix code scanners.3

LM profits because of its innovation and high prices but this is also its weakness. Its customer base is limited to those with deep pockets. LM will not have much of an appeal to the mass market of individuals. The fact that LM specializes in aerospace also limits its customers to those of that field.  Outside of that field, Lockheed Martin is not a name that everyone knows. (Though LM is well known in the field.)  LM and the defense industry in general are also not at a high point because of defense cuts.  

 3   *includes all highlights of notable events in LM history.
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The Customers


Lockheed Martin’s customers are ones who are usually big themselves in their respective industry/sectors.  They include the U.S. Gov’t and its agencies (NASA, USPS, etc…), other foreign governments, corporations and local municipalities (who are clients of LM’s energy services division).4  Lockheed Martin has very little presence outside of these regular customers. 


LM’s customers’ want/demand value and the leading edge. They also do not want their expensive hardware breaking down. Lockheed Martin has recently expanded it’s customer base to include any decently sized business that needs systems integration. With its large company structure and variety of products/services, LM is well prepared to help others.  Systems integration involves tying different systems together, whether it be different networks, management policies or production facilities.  This is a departure from its traditional aerospace specialties. 


Lockheed Martin appears to be very informative and technical with its advertising.  This may not work in a mass market but is suited for its engagements with its type of clients.  Besides the required annual report, LM has additional company newsletters and other publications.  LM was the recipient of the “American Business Ethics Award Recipient - Public Company Category” in 1998 for its company policy in ethics and consumer satisfaction.  LM is environmentally cautious and has teamed up with various municipalities in eliminating or reducing wastes and harmful byproducts.

Lockheed Martin has set up a “Shareholder’s Direct” toll free hotline. It is also useful for would be investors or the public as you can get stock quotes, news releases, the corporate profile, printed material, etc… LM has a comprehensive informative web site and gives demonstration videos to customers.5 
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The Competition


Lockheed Martin competes mostly through its actions and products themselves. 

LM has excellent brand identification within its government and corporate clients and industries but has poor brand recognition elsewhere.  This is due to the fact that LM’s products are simply not in demand by the mass public.  Some other companies in the same industry enjoy a better name in the public, like Boeing and McDonnell Douglas, since they are more involved in the civilian aircraft market.6

Lockheed Martin’s marketing and cost positioning are reasons why it has generated and secured many contracts.  Seeking to save taxpayer money, the Gov’t is responsible for choosing the best systems at the best value, especially when it comes to expensive high-tech hardware.  And seeking to maximize profits, corporate customers look for value as well as LM’s technical expertise.  From a more negative point of view, the defense and aerospace industry’s prices are usually high and customers have little choice but to buy since the systems are difficult to develop and not available elsewhere.


The markets of which Lockheed Martin is in are mostly an oligopoly and somewhat of a monopsony.  There are a few large defense/aerospace companies and one major client. Lockheed Martin, McDonnell Douglas, Boeing are the “big three” of the industry. The major client is the U.S. Government.  The U.S. Gov’t accounts for approximately 50% of all sales for Lockheed Martin every year.7  This is less for Boeing and MD since they have a greater presence in the civilian aircraft industry with their airliners.  Still, there are few types of customers in general for Lockheed Martin, mainly governments, corporations and other smaller parts or partnerships.  However, of the “big three”, LM is the most diversified, covering systems integration, energy and space more than Boeing and MD. 


Lockheed Martin can expand its market by going into the civilian air market. In making commercial products such as advanced bar code scanners and energy utility hardware8, LM can further broaden its market.  These moves would put it into reach of the public who do not have large resources.

LM is competing with the same distribution channels as its competitors.  Most of the time, merchandise is delivered directly to the customer’s “doorstep” (which may be a launchpad or airbase).  Stores and/or catalogues do not apply since the things LM offer are not easily physically displayable or feasibly bought out of a catalogue.  More commonly, Lockheed Martin receives orders or specifications from clients and makes a product or gives services that accomplish the objective.  Interestingly, in the defense industry, the U.S. Gov’t cannot force a company produce anything but can only suggest a product that it needs.9 
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A foreign threat could materialize in the form of a European union of companies, like Airbus and Aerospatiale.  These unions were formed targeting at the U.S. dominance in world defense hardware. 10
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Final Evaluation and Rating


Lockheed Martin is a reputable company specializing in a variety of high-tech industries including aviation, aerospace, systems integration, telecommunications, energy and electronics.  It is because it specializes in these particular industries, that it shows its uniqueness, strengths and weaknesses.  Lockheed Martin has proven itself to be a true innovator in all its divisions.  Starting as an aircraft maker and moving through history, Lockheed Martin is an integral part in American history, even though it may not be a household name.  Through the early days of aviation, wars (hot and cold), space programs and the surge of technology (communications, electronics) in recent years, Lockheed Martin has been there.  Some of its most famous products include the F117 stealth fighter, the U2, the Hubble Space Telescope, the Gemini and Agena rocket/satellite launch vehicles, the F16 multirole fighter and the C130 transport.11 


Despite its uniqueness, innovation and strengths, Lockheed Martin has its weaknesses.  Lockheed Martin’s products/services are generally confined to governments and large businesses.  LM needs to define and market itself to the mass audience more.  It's forays into energy utilities, telecommunications, commercial electronics and systems integration can be seen as its realization of this suggestion.

In addition, LM has taken more steps to streamline operations; eliminating a sector layer from its structure, merging of management for different divisions and operating out of more regional centers rather than its corporate headquarters in Maryland.

The company shows a potential for growth that can make it an even more diverse and closer company to the public.  This is necessary since defense spending will generally head down in the future.  This may depend on the next president since Republicans tend to spend a little more on defense, with Reagan as a good example.

In diversifying and shifting more weight to civilian segments of its industries, LM can compensate for decreases defense spending domestically as well as by foreign governments.  LM and other defense companies are subject to U.S. export laws, which prohibit dual-use (things that are purchased for civilian use but can also be use as military weapons) products and transfers of sensitive technologies.


In securing its future, Lockheed Martin has won many crucial contracts while losing a few.  “The F16s and C130s continue to sustain the aerospace division with 294 and 30 orders respectively.”12  Also, the Air Superiority Fighter contract is awarded to LM over Northrop Grumman (who LM failed to acquire in 1997 due to opposition by Congress, since that would make LM way too big).  Most importantly the ASF contract will benefit LM and the United States, since the F22 will be the best (and most expensive) fighter in the world for a good portion of the 21st century.  The Joint Strike 

Fighter program also passed the rounds of government testing and is currently still a 
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serious contender with rival Boeing.  In space and satellite/telecommunications launches, LM has achieved an admirable success rate of 94%.13   In technology, 

telecommunications and systems integration, LM secured a $3.4B contract with British firms to manage atomic energy while in the process of acquiring COMSAT Corporation, which would help in establishing LM as a satellite and network services provider.14

Lockheed Martin Corporation receives an A rating for its uniqueness, concern of ethics, care of the environment, future potential and determination to survive and diversify. Though LM stock has performed less than desired and defense spending will most likely go down in the future, Lockheed Martin Corporation is compensating and will overcome these setbacks with its stronger strengths.
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