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STYLISH, CONFIDENT, SOPHISTICATEDUTHENTIC, COURAGEOUS, INCLUSIVE JOYFUL, OPTIMISTIC, COLORFUL
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REMAIN CONFIDENT IN THE 
SIGNIFICANT RUNWAY AHEAD

DROVE STANDOUT RESULTS IN 
THE FISCAL YEAR



9%

DROVE REVENUE GROWTH OF

ON A CONSTANT CURRENCY BASIS

$1.6 billion

FUELED A FOURTH QUARTER RECORD

IN REVENUE

30%

GLOBAL DIGITAL SALES ROSE HIGH-SINGLE-
DIGITS AND REPRESENTED NEARLY

OF TOTAL REVENUE

1.8 million

IN NORTH AMERICA, ACQUIRED NEARLY

NEW CUSTOMERS ACROSS CHANNELS

$1.9 billion

RETURNED APPROXIMATELY

TO SHAREHOLDERS IN FY22

20%

DELIVERED EARNINGS PER                       
SHARE GAINS OF

COMPARED TO THE PRIOR YEAR





4Q21 4Q22

OPERATING INCOME 

REVENUE

4Q21 4Q22

4Q19 4Q22

4Q19 4Q22
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$1.9 BILLION RETURNED TO SHAREHOLDERS IN FY22

•

•

EXPECT $1.0 BILLION IN SHAREHOLDER RETURNS IN FY23







/akˌseləˈrāSH(ə)n/
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LEVERAGE DATA & LEAD WITH A 
DIGITAL-FIRST MINDSET

TRANSFORM INTO A LEANER & MORE 
RESPONSIVE ORGANIZATION

SHARPEN OUR FOCUS ON THE 
CONSUMER

RESULTED IN ACCELERATED GROWTH & ENHANCED PROFITABILITY ACROSS THE PORTFOLIO



8%

REALIZED OPERATIONAL SAVINGS TO FUND 
BRAND BUILDING, WITH MARKETING AT

OF SALES, AS COMPARED TO 3-4% IN 
FY19 PRE-PANDEMIC

$6.7 billion

ACHIEVED RECORD ANNUAL REVENUE OF

IN FY22, REPRESENTING GROWTH OF 11% 
AGAINST FY19 PRE-PANDEMIC

$2.0 billion

DELIVERED

IN GLOBAL DIGITAL SALES, MORE THAN 
TRIPLING VS. FY19 PRE-PANDEMIC

15 million

IN NORTH AMERICA,                         
ACQUIRED NEARLY

NEW CUSTOMERS OVER                                
THE LAST TWO YEARS

35%

DROVE EARNINGS PER                              
SHARE GROWTH OF

VS. FY19 PRE-PANDEMIC

increased 

GLOBAL AUR 

IN EACH BRAND’S
CORE CATEGORY



SUSTAINABLE GAINS
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FOUNDATIONAL CHANGES
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DRIVING RECRUITMENT 
OF NEW CUSTOMERS

INCREASING RETENTION 
AND LIFETIME VALUE OF 
EACH CUSTOMER
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TAPESTRY’S DIFFERENTIATED PLATFORM PROVIDES:









Being genuine and real has always been part of our ethos 

and part of the impact we make. 

Today, our customers seek meaningful connection and 

something real. This can only happen when they feel like 

they can be their true selves. Over time, we’ve learned 

that courage is contagious, and that when you are 

vulnerable enough to be yourself, you inspire others to do 

the same. Today the need in the world we fulfill is to 

inspire the… 

Courage to be real.



50+ COUNTRIES

10,800 EMPLOYEES

DIRECTLY OPERATED
STORES945

NET SALES$4.9B



Coach Revenue Breakdown

North 
America, 

63%

Greater 
China, 
18%

Other Asia, 
14%

Rest of 
World, 5%

Direct to 
Consumer, 

90%

Wholesale, 
10%

Direct to consumer focused brand with diversified product categories & geographies

Women’s 

handbags

Women's 
Handbags, 

52%

Men's, 
19%

Women's 
Accessories, 

19%

Other Lifestyle 
Categories, 10%



Coach FY23 Growth Strategies

INVEST IN DIGITAL 

AND CHINA

DIGITAL

• Optimize digital 

marketing portfolio to 

capture target 

consumer

CHINA

• Invest in select store 

openings to capture 

emerging middle class

• Fuel core leathergoods

with elevated products, 

while expanding Men’s 

and ready-to-wear

ACCELERATE KEY 

CATEGORIES

• Fuel Men’s through 

lifestyle, expanded 

store presence and 

marketing to drive 

awareness

• Extend core footwear 

offering

• Focus on ready-to-

wear, including cut-

and-sew & outerwear

DRIVE GROWTH IN 

CORE 

LEATHERGOODS

• Build equity in iconic 

core families

• Elevate AUR globally

• Introduce key products 

that acquire younger 

consumers

EXPAND CUSTOMER 

REACH & INCREASE 

CUSTOMER 

LIFETIME VALUE

• Recruit new 

customers, with a 

particular emphasis on 

younger audiences

• Increase retention 

rates & repeat 

purchases to maximize 

customer lifetime value

INFUSE BRAND 

NARRATIVE INTO 

MESSAGING

• Lead with purpose to 

engage our target 

audience

• Drive high receptivity to 

product stories through 

effective marketing







JOY COLORS LIFE

Since its launch in 1993 with a collection of six 

essential handbags, Kate Spade New York has always 

been colorful, bold and optimistic. Today it is a global 

lifestyle brand that designs extraordinary things for 

the everyday, delivering seasonal collections of 

handbags, ready-to-wear, jewelry, footwear, gifts, 

home décor and more. Known for its rich heritage and 

unique brand DNA, Kate Spade New York offers a 

distinctive point of view and celebrates communities 

of women around the globe who live their perfectly 

imperfect lifestyles.



40+ COUNTRIES

4,500 EMPLOYEES

DIRECTLY OPERATED
STORES398

NET SALES$1.4B



Kate Spade Revenue Breakdown

Women's 
Handbags, 

57%

Other 
Lifestyle 

Categories, 
22%

Women's 
Accessories, 

21%

North America, 
80%

Other Asia, 
10%

Rest of 
World, 7%

Greater 
China, 3%

Direct to Consumer, 
89%

Wholesale, 
11%

Opportunity to maximize core handbag offering, while building upon positioning as lifestyle brand



Kate Spade FY23 Growth Strategies

FUEL EMOTIONAL 
POWER OF THE BRAND 

& COMMUNITY

• Invest in marketing 
that amplifies the 
brand’s unique 
positioning & 
universally relevant 
purpose

DRIVE CUSTOMER 
LIFETIME VALUE

• Continue to reactive 
and engage existing 
customers

• Recruit younger, 
more diverse 
customers

• Elevate strong digital 
platform to engage 
customers through a 
full brand expression 

ACCELERATE LIFESTYLE

• Capitalize on 
positioning as a 
lifestyle brand

• Drive growth in 
jewelry, footwear 
and ready-to-wear

DELIVER DISTINCTIVE 
LEATHERGOODS 

OFFERING

• Enhance 
distinctiveness by 
developing iconic 
products & codes 

• Create emotional 
product with style 
innovation







Stuart Weitzman shoes are designed for high 

fashion and high function. 

Known for over 35 years for its artisanal Spanish 

craftsmanship and precisely-engineered fit, the luxury 

footwear brand inspires women around the world to shine 

with confidence with every step.



35+ COUNTRIES

800 EMPLOYEES

DIRECTLY OPERATED
STORES100

NET SALES$318M



STUART WEITZMAN FY23 GROWTH STRATEGIES

INCREASE 

DIGITAL REVENUE

• Build omni-luxury 

service

• Continue to improve 

the site shopping 

experience

FURTHER 

IMPROVE 

PROFITABILITY

• Continue to build 

momentum in 

wholesale

• Increase store 

productivity

ACCELERATE 

CHINA; CONTINUE 

TO GROW NORTH 

AMERICA

• Capture customer 

across channels

• Offer on-trend 

product, anchored in 

global key styles

• Selectively expand 

fleet in China

CREATE BRAND 

HEAT

• Drive awareness with 

high-impact 

marketing

• Reinforce fashion 

credibility with 

compelling seasonal 

messages

SPARK DESIRE 

WITH HIGH-

EMOTION 

PRODUCT

• Design high-emotion 

product to drive AUR

• Build & reignite icons

• Deliver assortment 

that is balanced 

across end-uses



Footwear, 

100%

North 

America, 60%

Greater 

China, 

29%

Rest of 

World, 11%

Direct to 

Consumer, 

66%

Wholesale, 

34%

Remain focused on key geographies & channels with a compelling footwear assortment

STUART WEITZMAN REVENUE BREAKDOWN
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THANK YOU.


