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“Our first half performance proves the power of our 

platform, the resilience and agility of our team, and the 

strength of our portfolio of brands. I am confident that 

Tapestry will emerge from the pandemic stronger, well-

positioned to both capture market share at higher levels 

of profitability and fully unlock the flywheel of 

sustainable growth.”

JOANNE CREVOISERAT, CHIEF EXECUTIVE OFFICER









DRONE LIGHTSHOW 
AT THE BUND

SHANGHAI



Coach inspires the dreamer 
in all of us, connecting our 
modern lives with the spirit 
of the open road. 

OUR VISION 



11,000+
EMPLOYEES

55+
COUNTRIES

958
DIRECTLY OPERATED STORES



COACH PRODUCT, GEOGRAPHIC & CHANNEL BREAKDOWN
DIRECT-TO-CONSUMER FOCUSED WITH DIVERSIFIED PRODUCT CATEGORIES & GEOGRAPHIES

North 
America

57%
Other Asia

20%

Greater 
China
17%

Rest of  
World

6%

Women's 
Handbags

53%

Men's
19%

Women's 
Accessories

18%

Other Lifestyle 
Categories

10%

Direct-to-
Consumer

92%

Wholesale
8%



COACH MULTI-YEAR GROWTH STRATEGIES

•

DEEPEN 

ENGAGEMENT

WITH 

CONSUMERS

CREATE 

INNOVATIVE &

COMPELLING 

PRODUCT

DRIVE DIGITAL

SALES & NEW 

CUSTOMER 

RECRUITMENT

ACCELERATE 

GROWTH IN

CHINA

ENHANCE 

PROFITABILITY

• • •

•

•

•
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“We’re ready to reignite the accessible luxury segment by 

evolving our message from one rooted in high fashion 

imagery to one that is inclusive, culturally relevant and 

consumer-centric.  We will focus on authentic 

communications that are grounded in our values and embody 

the courageous spirit of New York City.”

TODD KAHN, CEO & BRAND PRESIDENT, COACH







OUR VISION

A globally admired aspirational life & style brand, 
where people — our customers and teams — are
at the center of everything we do.



3,900+
EMPLOYEES

35+
COUNTRIES

420
DIRECTLY OPERATED STORES



KATE SPADE PRODUCT, GEOGRAPHIC & CHANNEL BREAKDOWN
OPPORTUNITY TO REENERGIZE & GROW HANDBAGS, WHILE FOCUSING ON MARKETS WITH HIGH 
BRAND AWARENESS

WOMEN'S 
HANDBAGS

56%

OTHER 
LIFESTYLE 

CATEGORIES
23%

WOMEN'S 
ACCESSORIES

21%

NORTH 
AMERICA

78%

REST OF 
WORLD

6%

GREATER 
CHINA

4%

DIRECT-TO-
CONSUMER

87%

WHOLESALE
13%

OTHER ASIA
12%



KATE SPADE MULTI-YEAR GROWTH STRATEGIES

•

•

CRYSTALLIZE 
BRAND PURPOSE & 

RETURN TO A 
POSITION OF 

STRENGTH

INSTILL A LASER 
FOCUS ON THE 

CUSTOMER

REENERGIZE AND 
GROW HANDBAGS
& LEATHERGOODS

LEAN INTO 
DIGITAL 

STRENGTH

CAPTURE MARKET 
SHARE AND 

IMPROVE
PROFITABILITY
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•

•

•

•
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“I am incredibly optimistic about the long-term potential for 

Kate Spade.  We have a brand that has a universal language of 

Joy, Optimism and Color.  Our customers have historically 

deeply connected to our brand emotionally.  If we embed this 

language in our product, marketing and customer experience, 

we are more confident than ever that we can delight our 

existing customers and attract new ones.”

LIZ FRASER, CEO & BRAND PRESIDENT, KATE SPADE







O U R  V I S I O N

STUART WEITZMAN IS THE EMBODIMENT OF 

STRENGTH IN FEMININITY – EMPOWERING AND 

INSPIRING WOMEN TO TAKE ON THE WORLD            

IN FASHIONABLE AND FUNCTIONAL FOOTWEAR.



950+
EMPLOYEES

40+
COUNTRIES

131
DIRECTLY OPERATED STORES



FOOTWEAR

98%

HANDBAGS & OTHER

2%

S T UA RT  W E I T Z M A N  P R O D U C T, G E O G R A P H I C  &  C H A N N E L  B R E A K D OW N

O P P O RT U N I T Y  TO  F O C U S  O N  K E Y  G E O G R A P H I E S  &  C H A N N E L S  W I T H  A  C O M P E L L I N G  

F O OT W E A R  A S S O RT M E N T

NORTH 

AMERICA

51%
GREATER

CHINA

28%

OTHER ASIA

7%

DIRECT-TO-

CONSUMER

73%

WHOLESALE

27%

REST OF 

WORLD

14%



•

RENEW

REPUTATION FOR 

FIT, COMFORT & 

QUALITY

GROW KEY 

CATEGORIES

RESTORE

PROFITABILITY

STRENGTHEN 

RELATIONSHIP 

WITH WHOLESALE 

PARTNERS

ESTABLISH A 

ROBUST DIGITAL 

PRESENCE

•

•

•

• • •

S T UA RT  W E I T Z M A N  M U LT I - Y E A R  G R OW T H  S T R AT E G I E S
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“For nearly 35 years, Stuart Weitzman has empowered women to 

feel confident, stylish and sophisticated through its unmatched 

combination of fit, comfort and quality.  Looking ahead, our 

long-term strategy centers on one principle:  focus.  Focus on the 

customer.  Focus on tightening the product offering.  And, focus 

on the most important geographic and channel opportunities.” 

GIORGIO SARNÉ, CEO & BRAND PRESIDENT, STUART WEITZMAN
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Built on our values of Optimism, Innovation and Inclusivity, 

these goals solidify our commitment to responsible citizenship, 

as we recognize our role as a leader in our industry to effect 

real, measurable change. Addressing pressing global issues and 

contributing to a world that is inclusive, sustainable and safe is 

a responsibility that we all share.




























