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Liz Fraser 

"Customers, you know, only know the 
brands; don't know anything about our 
corporate ownership . . " 

Former CEO and Brand 
President , Kate Spade 

Hr'g Tr. 9/12 Fraser (Tapestry) at 872:17-19 

56. Ultimately. because handbags are a discretionary purchase, consumers c.an also respond to 

undesired price increases by electing not to purchase or delay a purchase until prices are reduced 

or discounted. Hr·g Tr. 320:15-24 (Cce,;oiserat, Tapestry); id. at 1159:17-1160:5 (Gennette): id. 

at 4&0:25-481:]5 (Kahn.. Coach) (""[W]e're competing for share of wallet. The consumer has lots 

of choices. They make choices every day. Do they buy a handbag, do they buy a piece of ready 

to wear? Do they buy a piec.e of ready to wear, do they go out to dinner?"); see also DX-0283-

043, to -045 (FSM '-,I 99-103). 

Defendants' Proposed Findings of Fact & Conclusions of Law (ECF 334) 
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Ordinary-Course Documents v. Corporate 
Executive Testimony 

4 Mllllon 
DOCUMENTS PRODUCED 

0001-053 (Defendants' Demonstrative) 
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Legal standard under§ 13(b) of the FTC Act and§ 7 of Clayton Act 

The FTC raises serious questions about two ~ theories of 
anticompetitive harm: 

Elimination of head-to-head competition 

2 Undue concentration in a relevant market 
"Accessible luxury" handbags = an appropriate product market 

Brown Shoe practical indicia 
Hypothetical Monopolist Test 

The market is highly concentrated, raising a presumption 
of illegality 

Defendants cannot rebut the FTC's prima facie case 

Equities favor an injunction 
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The Legal Standard Under Section 13(b) 

To obtain an injunction under Section 13(b ), the FTC must show: 

• (1) a likelihood of ultimate success on the merits in the administrative 
proceeding, and 

• (2) whether the equities weigh in favor of an injunction. 
FTC v. IQ VIA Ho/d;ngs, Inc., 710 F. Supp. 3d 329, 347 (S.D.N.Y. 2024) 

The FTC satisfies the first element if it "raise[s] serious questions about 
the antitrust merits that warrant thorough investigation in the first instance 
by the FTC." 

IQ VIA, 719 F. Supp. 3d at 350; accord FTC v. Lancaster Colony Corp. , 434 F. Supp. 1088, 1090 (S.D.N.Y. 1977) 

The issue at the merits proceeding is whether the effect of the acquisition 
"may be substantially to lessen competition, or to tend to create a 
monopoly" in "any line of commerce" in violation of§ 7 of the Clayton Act. 

·~;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;-;;" 6 



McKinney Does Not o,,ert,Jrn 50 Years of Precedent 

r 

r 

Unlike the National Labor Relations Act addressed in Starbucks v. 
McKinney, the FTC Act sets forth a legal standard in the text of the 
statute. 

15 U.S.C. § 53(b) ("Upon a proper showing that, weighing the equities 

and considering the Commission's likelihood of ultimate success . . . . "). 

The legislative history makes clear that the intent was to maintain the 
statutory or 'public interest' standard - not the traditional equity standard. 

H.R Rep. No. 93-624 (1973) (Conf. Rep.), as reprinted in 1973 
U.S.C.C.A.N. 2523, 2533; Lancaster Colony, 434 F. Supp. at 1090 

Even under the traditional equity standard, in the Second Circuit the 
question is one of "serious questions" if the equities are in a movant's 
favor. 

Citigroup Global Mlrts., Inc. v. VCG Special Opportunities Master Fund Ltd., 598 F.3d 30, 35 (2d Cir. 2010) 

..... 
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FTC raises serious questions about two 
independent theories of anticompetitive harm: 

1 The proposed acquisition would eliminate 
substantial head-to-head competition 

2 The proposed acquisition would significantly 
increase market concentration for "accessible 
luxury" handbags in the U.S. and lead to a 
presumption of illegality 
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Elimination Of Head-To-Head 
Competition 
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"It is sufficient to show, as the FTC has, that Defendants vigorously 
compete head-to-head and that this competition would be eliminated by 
the proposed transaction." 

IQVIA, 710 F.Supp.3d at 385; accord FuboTV Inc. v. The Walt Disney Co., 24-cv-1363 (MMG), 2024 WL 3842116, at *17, 29-30 (S.D.N.Y. Aug. 
16, 2024) (granting preliminaiy injunction based on competitive effects, not market concentration); 2023 Merger Guidelines § 2.2 

Direct evidence of substantial head-to-head competition is itself evidence 
"that a relevant market exists in which the merger may substantially lessen 
competition and can be sufficient to identify the line of commerce and 
section of the country affected by a merger, even if the metes and bounds 
of the market are only broadly characterized." 

2023 Merger Guidelines § 4.3 
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Jona1han. 
"Our key competitor, Coach ... " 

J would cc11ninly share any infomrnlion tha1 Dani would wen1 10 know bu1 our siruntioo is very simple. We do 
not really control resellers beyond the tolal amount of units per styl e one person can buy (about 12). That being 
sa id \\C do work diroc1ly with certain resellers thal export 10 China for resale on T Mall and JD. Our ke} 
,omrct, or t oa, has an extensive nctwor1< of resellers in 1hc US and I bclic,c they do approximately S300m in 
sales l hrough lhc r=llcr channel. Lastly most of our sales nrc through outlet. where we do not limil purchase 
quantities, to the Resellers. Hope that is helpful. 
John 

John Idol 
CEO, Capri 

PX2425-002 (Capri) 

HI Tom and Dan. " .. . our biggest competitor ... " 

I am forwarding you an email from 1W who is the EVP of Product Development and Sales al Simone in Korea (our 
blgges1 factory for Accessories). As you e.in read from the email, they are sharing their concern with regards to our 
logistical supply chain and the slgnlflc.ant slow-down In lhe timely pick up of goods that they are wllnesslng dally with 
MK. In particular, they share that our b1uest com pet tor is not facing these same dire issues, and we can confirm that 
we have heard lrom multiple sources that they ar • getting goods to their DCs. I 
have never received this sort ol email from Slmon s role, so I am very concerned. 

Pippa Newman 
President, Accessories and 

Footwear, Michael Kors 

PX2043-002 (Capri) 

"[Michael Kors and Coach] are each other's top 
competition when consumers are considering other 

brands for purchase" 
PX1216-004 (Tapestry) 

Table 1 Shows the revenue and EBIT growt11 for the core "'11C8hel Kors Brand and compares ,t 
to the closesi compe•~or Coach Please note that ROIC is for the entire company and not just 
the Micahel Kors segment 

.,. :nm 
Mic:~h .. Kgn 6.5% -2J.4" 
Coach 6-0.5" 1.5" 

CIOIC 201 2017 
Mk:amil Kon 36.~ 24.5" 

Table 1: Capri's ROIC has steadily compressed over the last few years 

PX2020-006 (Capri) 

fmdmgs 

• Excellent progress, but uncertainty as to whether Michael Kors brand 
can be successfully moved to the higher priced luxury space 

- A key appeal of the inveslment case, as success coukl help 
unlock the low currenl valualion 

Challenges posed by the h1slolic image of the brand, will 
consumers accept the new higher-pricoo luxury positioning 

Rlsk of growth strategy reverting to slmllar Inventory, 
wholesaling, promotional pricing problems es in the pest 

Outlet exposuije Is lower than in the past and less than Tapestry, 
but still a concern 

• ~apestl)1Co/lch viewed /IS :t.- prim11ry Ct'mpe•itor 

- More consistent heritage, classic design 

Better a1 integrating brands 

Superior performance in Google Trends. Brond Key 

PX2423-006 (Capri) 11 



• Prices and Discounts 

• Innovation and Design 

• Marketing 

• Brick and Mortar Stores 

• Labor 

• Sustainability 
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MMK 
PRICE INCREASES 

ACCESSORIES & FOOTWEAR 
GLOBAL 

ACCESSORIES - M K VS COACH 
I I . , 

MMK 
SP22 

COACH 

GOOD BETTER BEST 

PX2727-003 (Capri) 
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From: 

Sent : 
To: 
Subject: 

Cedric Wilmette [/o=Exchangelabs/ou"Exchange Administrative Group 
( FVOI BOHF 23SPOL T}/cn=Rec ipients/ en =6f2 70bc923034 bdaa 633b6e 7S9988 653-8968125e-ad] 
4/19/2023 11:42:08 PM 
Laura Parsons (laura.parsons@michaelkors.com] 

FW: We're Offering An E>Ctra 15% Off All These Bags© 

We did not discuss this but i would like for you to have a page for now in the BOD presentation w ith 2 or 3 exarr:ples of 
coach and kate spade racing to the bottor,., with such promotions. 

I want the board to sec what we arc up against 

Am sure there will be plenty more in the next few weeks. Lets j ust col late a screen shot of the emai ls 

This is to g ive them more color so they can see it with their own eyes 

PX2097-001 (Capri) 

COMPETITIVE BRAND SNAPSHOT (COA C H ) COMPETITIVE BRAND SNAPSHOT 

CONFIOENTl.,\l TREATMENT REOU:ESTEO 

Frorn 935! 
wDlot:aDnd 

wrtltleta_..h 

I PRlCE POINT I 

These deals are 
s<>llingfaS1. 

I OUTlETSITE 

CAPRl-0019781 20 

PX2128-008 (Capri) 

ht' 

I IOT J'OR SUMM~.R -....... - . ·• -- .. ,._._.,_ , ....... "'_. .. _,. __ _ 
OEAlAl ERTI 

$65. 
l00At0Nl'1' 

II 
FULL PRICE I PRICE POINT I 

CONADEITTIAL TREA™ENT REOOESTEO 

... ... .,.._, 

• ka,e s pade 

60%0FF 

TO MOM, 
WITH LOVE 

~ 
I ounm~ I 

CAPRt--00I978122 

PX2128-010 (Capri) 

14 



(b )( 4); (b )(3):6(f) ; (b )(3):21 (f) 

(b )( 4); (b )(3):6(f) ; (b )(3):2 l (f) 
PX1387-043 (Tapestry) 

PX5079 (Bernson (Tapestry)) at 160:13-24, 161 :3-5 
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l PRltlNG U!i 

Luxury brands have increased prices at a higher rate than Accessible Luxury, tapestry 
widening lhe price gap between the two segments 
FYI 9 Pre-P1nclemlc to FY2J·to-d1t1: US R<t1II ill91 Pnce Sum~ 

Luxury Bags MSRP Prices 1 

~ 157 
, $2,503 

$
2

.1)2
7 

$2.194 , 2 Tl 4 

J l 
F'\'19 FY20 Ml FY2'1 F'\'23-

to-da:e 

Accessible Luxury Bags MSRP Prices• 

~ 
!368 $I.OJ 

$322 $338 $3,3 

FY19 FY20 Ml FY2'1 FVl3 
10-da:e 

II 

t<ev lakeawavs Pricing Analysis: US Bags MSRP Peer Review tapestry 
• The pri"' gap has widened. cre,ting wMe ,pact fo, our brn'Xls 

• Based on g:,~torward peer coml"len~ry. brc.nds 1ntmd to adjres 
All brands have shown MSRP increases in the last year. 

LLXLRY [IAC3 ACC[SSl□L [ l uxuR, □ACS 
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"Coach's always on 
outlet marketing is 
clearly working!" 

"Let's discuss this shape tomorrow if you 
have a few minutes. Thx!" 

PX2260-001 (Capri) 

"Look at these prices!" 

PX2388-001 (Capri) 

"[Coach is] going low! !!" 

PX2433-001 (Capri) --------------------1 
"They are winning with the 

Outlet and promotional 
strategy in the US. It's not just 

brand heat!" 

PX2114-001 (Capri) 

From: John Idol <John.ldol@CapriHoldings.com> 
Sent: Saturday, May 20, 2023 3:10 AM 

PX2419-001 (Capri) 

To: Denise Guerra <Denise.Guerra@michaelkors.com>; Francesca Leoni 
<Francesca.leoni@michaelkors.com> 

Cc: Cedric Wilmotte <Cedrlc.Wllmotte@MichaelKors.com>; Jaryn Bloom 
<Jaryn.Bloom@michaelkors.com>; Anne Walsh <Anne.Walsh@michaelkors.com> 

Subject: 

Please speak to me about these email backdrops on Monday. 
We never were able to talk about this last week Coach <; crea11 11, or these ,m 111~ G ,tier I panic lar) 
rs 1..tlhng us 'l.o \ the) e,en I.ave taken our \\,.tcr and t-rancesca will show you all the l nstagram plane 
they are using. While I find most of their emails offensive the)' get your attention. 

Sorry our backgrounds look cheap and uninspiring. 
This needs to be corrected quickly. A lso we need to make our outlet emails feel Jet Set. They are just 
bland product photos wi th no inspiration. 
llelp! 1-ast' 

PX2412-001 (Capri) 

"Love the hook up of Signature 
on ready to wear and 

Accessories. We need more 
'items' like this." 

"The full bag stripes on signature looks nice. 
We should do something like this for next 

spring in full line and outlet." 

PX2243-001 (Capri) 



June 17, 2020 

Target raises minimum wage to 
$15/hour 

Hr'g Tr. 9/9 Idol (Capri) at 121 :9-11 

Joanne Crevoiserat, 
CEO, Tapestry 

October 2021 

Capri raises minimum wage 
to $15/hour for Michael Kors 

Hr'g Tr. 9/9 Idol (Capri) at 120:23-25 

July 28, 2021 

Tapestry announces $15/hour minimum wage 

Capri's CEO: "I would like to understand the 
financial impact on taking the US MK store fleet full 

price and outlet to $15 per hour as of Nov. 1 sr 

PX7250 (Tapestry Press Release); PX2113; 
Hr'g Tr. 9/9 Idol 121:14-122:4 

Q . Tapest ry ' s retail team is Tapestry ' s c ompetitive advantage ; 

r ight? 

A. our teams are -- I a g ree, they are the best and they 

provide a competi tive advantage in the marketplace, absolutely . 

Hr'g Tr. 9/10 Crevoiserat (Tapestry) at 273:13-16 18 



KORS ~ VES 

PRE-LOVED 
I COACH"(Re)Love~ 

KORSVIP members, sell you' pre-ov,med Micl'lae1 Kors p ieces for store credit here. 

LIST AN ITEM • 

Tllf .. CI Partidpa,ts: Olann• P.oo '°""""' ---WI ll.oo (Owr,cr); LlzHlllnS 
f irst Mes~ 8/lJ/2022 2: 10:14,... --01:00 
l.lnl - "'90l &{l)/202! 6 )4;l0 "4 ""-00 "ankle biters" /\shish Pnmw Pnn~wpcsuy.com> 

Tue, 23 Aug 2022 21:31.43 -0400 (EDT) 
Li,: Harris <lharris@tapcs11y.com> 

l / 2J/20:Z2 2:l0:14 PM 
ro,, w,1 y<M IJr<hwttll Monotla> - ... 1/23/2022 4:28:15 PM 
Nale:$ sen;.e. can 1 st\¥e I.RP ffith H(tg;io ~ learn~ 

_ ,,, 
l/21/2fJ22 5:18:59 PM 
'" J 'l4"/ I Jtro tsu-i 'J;.t;~'onncf~ 

. . 

S/23/2022 2:37:36 PM 
P,;..,11100.0w,;nl.).,,..f"l+lwtc-d~I r,~1 J4yfpur,tt;'V 

"They say imitation is 
the sincerest form of 

flattery ... " 

PX1448-001 (Tapestry) 

To: 

Subjecl: Re: ankle biters 

Oh wow .. 
They do know how lo, rinse-repeat and repackage 10 iJ1e neitl level .. 

From: Liz Harris <lharris@tapesl ry.com> 
Sent: Tu esday, August 23, 2022 9:01 :42 PM 
To: Ashish Parmar <AParmar@tapestry.com> 

Subject: ankle biters 
Kors 1s coming for Coach Relovedl 
https:f/www.michael>tors.com/trend/sustainab e/ J R-cat4990017 
LIZ HARRIS 

SVP. STRATEGY & INSIGHTS 
SH[/HER 

tapestry 
1 CH HUDSON YARDS 

"Kors is coming for 
Coach Reloved!" 

PX 1278-001 (Tapestry) 
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Just reduced: top 
bags for every style. 

.. - - - n 
• I 

The Rowan Rle Bag, 
now $99. 

PX2075-002 (Capri) 

On Apr l6. 2022. at 2:25 PM, John Idol <John.Jdol@capriholdings.com> wrote: 

John Idol 
CEO, Capri 

They are leading with very sharp price poi11ls which must be driving engagement and conversion. They don' t lead with 
discount therefore preserving margin. 
We need lo develop a slrnteg} to compete with this [ don't love it but we have no choii.:c Let 's di cuss next \veek 

Beg.in forwarded message: 

From: Coach Outlet <coach@-c.coachoutlct.com> 
Date: April 16, 2022 al 12:33:27 PM EDT 
To: John Idol <John.Cdol@capriholdings.com> 
Subj..-d : W(• Dropl)(·d Prices On Ou,· Best Bitgs 
R<-ply-To: Coach NA Outlet .-:rcply-fec71674706c007c-9980 _HIML-91759356- 100037478-27324 
Ql>c.coachoutlet.com> 

PX2075-001 (Capri) 
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On Aue 161 2021. • .at 16:18, Lisa Sl,.vin <lisa.Slavin@michaclkors.COO'I> wrole: 

;>>» On Feb 27. 2022. at 3:27 r I, John Idol <John.Idol "c.ipriholdings.com> \HOie 

>>>> I \. I l .._ p, ~ 

>>>> I am nol suggesting \\ego lo\\ er on pncmg but II astomslung \\ hat they are domg_ It feel hl.:e their pnoes are 
gomglo,,er 

mp in with one suggestfon. Bradshaw is a slow seller for the majority of 
ontinu~ Into Spring 2023. A!. such. we think we ~n just work o n 

shape that has prominent branding (as we know tho was ir, callout 
eed to be in the B<adsl>aw family_ 

>>>> Ann does this looJ. more nggJC)Si1eor is 11 ~ 11114gu1a1ion" 
>>>> hllps-/lww,1 coachoullcl com/shop/\\ hots-ncll/bcstscllcrs 

PX2388-001 (Capri) 

Instant Message: Native Messages 
From 14: 51:4E 

Jung Yoon< 

true true 

Tabby walked the show 

Instant Message: Native Messages 
From 14:51:5£ 

Philippa Ne'MT"Bn 
<phi Ii ppa.nev.rnan@nichaelkors.com> 

so now we have tv.o brands in the sarre 
group shov.1 ng the same stuff vying for the 
same customer ___ _ 

PX2308-008 (Capri) 

Senior Director or Global Merchandislng, MMK AccesSOfies 
MICHAEL KORS 
11 West 421' Street, 23'11 Floor 
New York, NY 10036 
T: 917.934.2466 
M_ 917_855.9593 
E· fis,Q,ltiVjn@ffiichocl<ors_QOr'l 

From: D rm~n Bonsignore <C.1rmen~6onsignore@mich.1elkors.com> 
S.nt: Mon~. August 16, 2021 1:23 PM 
To: Philipp" Newman <Phitippa.Newman@mkhaclkof$.CQrJl>; Hilnnilh Clayton <Hanna 
Cc: Devon Ho <Devon.Ho@MichaelKor>.com>; Lisa Slav,n <1.J>a.Slav,n@m,chaelkor>.co 
Subjea: Re: 5creen, hot 2021-08-16 at 12.58.07 

HI Pippa 
Yes It's a good idea move our Sradshaw to ... ,1 mo,.-e functional"' version 
We will work on this 

thanks 

C1rmen Bonsignore 
Diviiion Vice PrPiidcnt, AccesMuics Oe..'iign• MMK MMKO 
MICHAE 

Pippa Newman 
President, 
Accessories 
and Footwear, 
Michael Kors 

11W01l 4 
Naw York, 
T. 212 20, 
M. 9 17 93 

From : P 
Date: M 
To : Car 

Cc: Devo 

"Maybe we need to evolve our Bradshaw 
into a larger size?? Like C&ach is doing with 
their Tabby ... what I like about this version is 

how soft it seems ... not stiff ... " 
Subjoct: '------==-----------------"""""=------'='I'="""""""""""""""""""""""""""""""""""~ 
Hi Carmen and Hannah. 

Maybe we need l o evolveoor 8'ads'1aw into ii largersize?7 like C&ach is doing wilh their Tabby._ what I like about t his 
version t5 hows.oft 1t ~ms. ... not :still ... 

<imagcOO I .jpg> 

PX2346-002 (Capri) 
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Kate Spade 

Tory Burch 

competitive recap 
windows 

Coach 

M lchael Kors 

Promodon;at Offtt; 

~ .. 1j;_.._,,.,,---~A lr1\ .-1.f 
"'PO"Y, .....,.,.., .. 1"11~~-a!,!. AOlii.o'fM-r~ 
.... l,Ol'li)N(I. 

C-~~JO'll,o/f-•1', t'lt'lo-. ~l!l"~.«n 

-~-· ••··•-1r,,,~p1"""""""" 
~V8J~CIO,,..,CLcr-t~~Tc.Q50.-C 
...,,,.,.11111,-;,r.,_.;i,..,i.., , '9 ,r~ .. 5'1" -M,h_. It,\ a,•11,a- ~ .. , )f ...... ,r,.....<<' 
" " .. ~ .. ..,...., .... ,......,;..1dk., --

•• ,,.,,_,, -.ct.~Dllttw1H ,.._~ CIO 

\Olli;ol"..--, .. -

competitive recap 
front ,able 

Coodl 

PX1127-002 (Tapestry) PX 1127 -003 (Tapestry) 

From: Joanne Crevoiserat <"crevo·seral@lapesl ry.com> 
Sent: Monday, March 15, 202110:36 PM 
To: Kelsey Mueller <KMue ler @t apestry.com>; Christina Colone <ccolone@tapestry.com> 
Cc: l\ndrcil Rc!inlck '-ilrc!inick@t.i.oc!itry.com::-
Subject: Re: Peer Trading TPR $46.33 +$1.72 +3.86% VOL 4.53 MM 
Looking at the CPRI note • do we know where MK is closing stores? Feels like an opportunity to grab share if we can adjust marketing and i r we have 
a presence ln these areas. 

Joanne Crevoiserat, 
~ ~-•..::L_J CEO, Tapestry 

PX1703-002 (Tapestry) 
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From: 
Sent: 

Phli,ppa Newman <Ph~ippa.Newman@m.chaelk0<s.com> 
Sunday June 6 . 2021 4 41 PM 

To: 
Subject 

John Idol <John ldol@CapriHoldings com> 
Re: Summer Trend: Mix And Maleh 

We have tl:us ooncxpt alr..-..l) \\Ith our ffilxcd sue logos m rnnous sizes m Mamlme and 11 is pcrlom1m~ qutk wdl h snot somc:thm~ 
thal US R.:11111 u:o.h lo p1d. up to oo Lonc.t but"" .:;an p<b11 tl->1> fw ll1&..1 ..,,th th,.c1n. .. 

Ph1hpp:1 N<:1m11m 
Pre,lJcnt. Accc,,,.)nt." & h-...,n,~·.,, 

I\0'CHAEL KORS 

11 \\'Ni 42nd Street 
t,;.:" v,,, i.. lst' 101111, 
T ti lll 201 3 I 
L. ph .. pf',l nc lllM.11 ~ ilu,b.icU. ,, c, 

fhu full t.is ,1rir~• ,11, ,i11ru1norc kw•~• ni-:~ 
We •hould do s«ncthm!,! hl.c thi~ fon1e"1 
,p1 ~ ul full i,n~ ~,lo.I oulk l 

fktun fomaHlcJ mc.sattc. 

Frum: Cou;;h Outkl ~o .. dw ~ cou~hollllo:I .:.,m> 
Dale: June 6. 2011 at 9:20.28 AM EDT 
Tu: John l<lnl <J,1h11 lllnl u "'"JWilx11Jan~~ -.um> 
uhj«t: umnicrTttnd: '\1i\ And Match 

"The full bag stripes on 
signature looks nice. 

We should do something 
like this for next spring in 

full line and outlet." 

Rcpl~-To: Loocb NA Outlct <rep~ -f-.:d I 57Y70600J7J-')97Y _I ITML-'Jl75?356-10003747ll-12477 
"c con .. boutlct wen> 

PX2242-001 (Capri) 

John Idol 
CEO, Capri 

, O\\ \ the 11111c tu JJJ J lmlc 

(or ~ lot of) colc1r m volIr "irdmhc 

CLICK TO SHOP 

PX2242-002 (Capri) 
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From: 

Sent: 

To: 
Subject: 

Jung Yoon UO:EXCHANGELABS/OU•EXCHANGE ADMINISTRATIVE GROUP 
(FYOIBOHF23SPOLT)/CN• REOPIENTS/Ol• BF84837408lll-4C5093EB402F228682f4-JUNG YOON) 
3/16/2023 4:33:40 PM 
Philippa Newman [phlllppa.newman@mlchaelkors.com] 
FW; Hardware Review 3.14.23 

Attachments: Hardware Revie\Y FP vs FS.ppt)I; Hardware Review 3.14.23.pdr; Hardware Review 3.14.23.xlsx 

Hi, Pippa, 
I have provided the print out to Michael for your convenience. 
Alan estimated rhe competitor bag HW costs by style - and at my first glance, our HW costs arc equal or more 
competitive for similar items.. However, we just use a lot more o f the hardware on one bag. 
But I'll look into this further over the weekend. Jung 

PX2183-001 (Capri) 

HUdwMe rNiew FuU Price vs Out~t products ~rch 14, 2023 

FullPnce Outlet 

• New lo10 Closures • Old Loeo Clow res CT umiockl 
More complicated desi&1" Simple 10&0 plaqlM! (Horse & Carnage) 

PX2183-006 (Capri); Hr'g Tr. 9/9 Newman (Capri) at 192:17-193:11 
(discussing the subsequent Michael Kors analysis of Coach hardware) 

<kit with Jung Yoon 
► on February 11, 2023 

l'ti,JippaNewr'1!1rl 
"-!1llllppa.nel'lfllilne,rnael~or~.corr.> 

~ 
filrllcst Item 2023-0 211 16:01:44 
latest Item: 2023-0 Hl 22:52:56 

~ II F..,_,, JeD 

Instant ~ssaqe: Native Messages 
From 16:01:4'1 

<+ > 

HcV. Just SJ)Okc to John. I knl..'Yf v.e shwl d 
have boUQllt those C.oach bai;s fOf ttc 
hardwore. He ~s ;o S€e t:iem . Ugh .. 

lnsta~ ~ssaoe: Native f~s.;oes 
From 16:01:Sl 

+ <+j > 

I wll «def nnll~ 

PX2294-001 (Capri); Hr'g Tr. 9/9 Newman 
(Capri) at 190:17-191 :18 (discussing the 

purchase of Coach bags to look at the 
hardware, interior functionality, and 

pockets) 
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Coach 

Fall FY23 LGs Price Increases 
November 30th 

PX1546-003 (Tapestry) 

(b )( 4); (b )(3):6(f); (b )(3):21 (f) 

PX1546-042 (Tapestry); Hr'g Tr. 9/12 Levine (Tapestry) at 784:3-785:15 
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From: Leigh Manheim <lmanheim@coach.com> 
Sent: Thursday, February 3, 2022 5:52 PM 
To: Halyna Salabay-Abraham; Glenn King; Rick Ody 
Subject: Outlet Price Tracking Proposal 
Hi Team, 
As we u.sed to do a wh'IP back thP0 P ·., in tprp,;f in l rar,; OP' ;ip-a n priri rtP' for rPrta n ,;tv es with nm romoetit on /r,arretv M< a,d TR). Kale SnadP ha,; bPPn doing 

tn:s already ard triey v,/ share the responsibly with us -and we don't need to track the KS pricing a,ymore oecause we can get it oirectly frorn trell" ! =) 
They are covering Delaware, California and Canada and we are accountable to: 

1. NV (Porter store) 
2. Florida (Non-Porter store] 
3. Chicago {Non-Porter store) 

We would track the pricing 1X per month and they would like to start on 2/18. The link below takes you to the format they are asking us to complete which is on 
Teams and attached is directions on how to populate. I am just checking on whether of not the store would need to complete the exercise for Coach. I thought 
we had discussed having someone in corporate complete the info for ourselves - so stay tuned on that part. 
Fi rst, let me know which stores you think can handle this in each area - and that you feel like 2/18 is feasible for a start date. Also take a look at the template 
and the directions and let me know i f anything is confusing or we need to clarify. 
Template Unk: □ 1. Outlet Stores SKU Trac~ 
Thanks I 
Leigh 

PX1547-002 (Tapestry); Hr'g Tr. 9/12 Levine (Tapestry) at 785:16-786:5 
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From: Phi'ippa Newman <Philiopa.Newman@m1chael~ors.com> 
Sent: Tuesday, August 17, 20211:34 PM 
To: Lisa Slavin <Lisa.Slavin@michaelkors.com> 
Cc: Devon Ho <Devon,Ho@MichaelKors.com>; Michelle Barron <Michene.Barron@michaelkors.com>; Jung Yoon 
<Jung. Yoon@michaelkors.com> 
Subject: Re: F22 Price Increases - MMK Accessories 

Hi Lisa. 

I think it's an excellent idea to start on this now. 

We know from inside intel that Coach is taking prices up, so I am not sure we can gauge our pricir'€ by focusing on theirs 
as we don't know when they are executing this and if they may also need to increase again. But yes, John does "ant us 
to goal bemg more expe%1ve than them. For now I would move everything up into the next bucket and then we can see 
how that compares to their Fall prices and continue to monitor into Spring. I do think we need to focus new premium 
development for Fall to be elevated so we can command higher prices here. This means using real leather on some 
groups, Otherwise it's hard to convince the customer why we keep pushing everything up and if prices do go up then we 
should use the opportunity to introduce som e more real leather. I understand that is not as easy as it sounds for 
multiple reasons, but I do think we can consider th is at least for one new group. 

We will need to provide you with the target IMUs for US wholesale as a gauge. I know Colleen is working on this now as 
she begins planning FY23. 

I am copying in Michelle as I am certain we will have to increase Footwear too, at least in some places, so we should 
probably get started on thinking through this as well. 

I am also copying In Jung so she is in the loop and can give this some thought to this. 

Thanks. 

PX2047-001 (Capri) 
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FOIA-2025-00233 00000066611 "UNCLASSIFIED" 1/21/2025 

Undue Concentration In A 
Relevant Market 

28 



"Accessible Luxury" Handbags Is A Product Market 

"The outer boundaries of a product market are determined by the 
reasonable interchangeability of use or the cross-elasticity of demand 
between the product itself and substitutes for it." 

Brown Shoe Co. v. United States, 370 U.S. 294, 325 (1962) 

"In evaluating reasonable interchangeability, 'the mere fact that a firm 
may be termed a competitor in the overall marketplace does not 
necessarily require that it be included in the relevant product market for 
antitrust purposes."' 

IQVIA, 710 F. Supp. 3d at 368 (quoting FTC v. Sysco Corp, 113 F. Supp. 3d 1, 26 (D.D.C. 2015)) 

"[T]he Court is cognizant of the fact that '[t]he FTC need not present 
market shares and HHI estimates with the precisions of a NASA 
scientist.' The 'closest available approximation' often will do." 

IQVIA, 710 F. Supp. 3d at 382 (quoting Sysco, 113 F. Supp. 3d at 54) 
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"Accessible Luxury" Handbags Is A Product Market 

Relevant Brown Shoe practical indicia 

• Industry or public recognition: Industry participants recognize 
"accessible luxury" handbags as distinct market 

• Distinct prices: Focused generally on opening price of $100 but 
rarely exceed or approach $1000 

• Peculiar characteristics: High-quality materials, elevated 
craftsmanship 

• Unique production facilities: Typically outsourced to offshore 
artisans in Asia 

• Distinct customers: Majority of customers are working and 
middle-class Americans 
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Tapestry 2023 10-K SEC Filings 
Tapestry 2022 10-K 

"Tapestry, Inc. is a leading New York-based 
house of accessible luxury accessories and 

lifestyle brands." 
" __ .aims to unite teams across the Company's 
business to work to meet. .. a shared objective: 
to create the accessible luxury company of the 

future. __ " 

PX7105-015 (Public) 

Earnings Call Transcripts 

Q4 2019 Caori 

Capri 2023 1 O-K.,....._Px_1_1_04_-o_o_4_(P_u_b_lic_)_ 

"MICHAEL Michael Kors has a 
strong focus on 

accessories._ .and addresses the 
significant demand opportunity in 

accessible luxury goods." 

PX7098-009 and -010 (Public) 

"and our 
accessible 

luxury MICHAEL 
Michael Kors 

I• " me __ _ 

PX7098-012 (Public) 

" ... the department store channel in North America has been more challenged in the accessible luxury category .. . " 

Q4 2020 Taoestrv PX7127 -009 (Public) 

"With that recognition, we are 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." 

Q4 2023 Caori PX7335-005 (Public) 

" . .. you need to tier your pricing strategy ... whether it's the most high-end luxury retailers or brands that are at the accessible 
luxury category do that." 

Taoestrv Investor Dav 2022 PX2379-019 (Capri) 

" ... when we invented Accessible Luxury. What was Accessible Luxury? It was the idea that you didn't have to spend an 
exorbitant amount of money to buy a high quality bag." 

PX1635-006 (Tapestry) 31 



Kate Spade - FY24 August 

(b )( 4); (b )(3):6(f); (b )(3):21 (f) 

PX1387-043 (Tapestry) 

Tapestry - May 18, 2023 

"Luxury brands have 
increased prices at 
a higher rate than 
Accessible Luxury, 
widening the price 
gap between the 
two segments." 

PX1723-009 (Tapestry) 

Michael Kors -
September 23, 2018 

"Accessible luxury 
growing and 
Michael Kors 

positioned well" 

- PX2435-005 (Capri) 

Board of Directors 
Meetings and 
Presentations 

Coach - July 21, 2022 

"Acc. luxury MSRP 
indices ~0.93x with 
upcoming bulk of 

Coach price-ups to 
impact in FY23" 

PX 1536-015 (Tapestry) 

Capri - August 1-2, 2023 

"Mr. Wilmette next discussed 
with the Board the U.S. leather 

goods market and the 
accessible luxury market." 

PX2439-004 (Capri) 

Coach - March 2022 

"Our Global Brand 
Positioning: Redefine and 
Own 'Accessible Luxury'" 

"Coach enables people to 
explore their individual take 

on 'Accessible Luxury"' 

PX1431-012 (Tapestry) 
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Rebecca Minkoff Website 

"An industry leader in 
accessible luxury 

handbags .. . " 

PX7182-001 (Public) 

(b )( 4); (b )(3):6(f) ; (b )(3):2 l (f) 

(b )( 4); (b )(3):6(f) ; (b )(3):2 l (f) 

(b )( 4); (b )(3):6(f) ; (b )(3):21 (f) 

Other Industry Participants 

(b )( 4); (b )(3):6(f) ; (b )(3) :2 l (f) 
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Investors, Wall Street 
Coach "Young 

and Consumers Millennials Segment 

Consumer Insights 
Roundtable - Sept. 2023 

Capri Investor Study Ethnographies" 
- October 2022 - July 2022 

"Coach is still for someone 
that wants to feel maybe a 
little bit more affluent but 
isn't really splurging on 

something such as LV or 
Gucci." 

"Strong among 
accessible/affordable luxury peers" 

PX2423-004 (Capri) 

Morgan Stanley re: Acquisition 
of Capri - October 25, 2022 

"Reinforces the 'affordable luxury' 
nature of the portfolio" 

PX1715-010 (Tapestry) 

Wells Fargo Equity 
Research - August 10, 2023 

"The addition of Michael Kors cements 
TPR as the number one player in the 

accessible luxury handbag market in the 
US by a wide margin." 

PX1374-001 (Tapestry) 

"Affordable Luxury" 

PX1936-027 (Tapestry) 

PX1325-042 (Tapestry) 

Q . In Tapestry's communication with its consumers it , 
communicates strong value in inclusivity, that its 
product delivers beautiful well-made product that 
many consumers can access; correct? 
A. I missed one of the words you used. Did you say 
exclusivity? 
Q. lnclusivity. 
A. lnclusivity. Yes, we deliver incredible products that 
represents a great product for consumers. 
Q. And you communicate that to consumers; correct? 
A. We communicate that concept to consumers, yes. 

Hr'g Tr. 9/10 Crevoiserat (Tapestry) at 260:12-22 
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Coach Growth Strategy: Room to grow with our global brand positioning through 
acquiring new customers, elevating median price, and increasing unit sales/customer 

Anniul Qlotal C:USIIOlror IICClU lio, • 

Annual global acb•,e m6tIng customer base 

"[P]roduct portfolio starts at $100 as 
point of entry and does not exceed 
$1000 where luxury owns market" 

J:;-.-,.-._. Todd Kahn 

1--....;..._..., ... ._,._.._......, 

CEO and Brand 
President, Coach 

Liz Fraser 
Former CEO 

and Brand 
President, 

Kate Spade 
I 

Madat!Price 

~odan Pritoa &tll aro SSOO and bebw 
gooally With the loviest llOCfi -n NA 

fl.A-Retail: $270; OJtlet: $131 

• product 
ellt()' ana 

"what I used it as, if you think 
of a bull's-eye, that's [the 
$300 to $500 price point] in 
the bull's-eye .. . . " "The sweet spot is 

Hr'g Tr. 9/10 Kahn (Tapestry) at 446:14-19 
between $300 and $350 ... " 
Hr'g Tr. 9/12 Fraser (Tapestry) at 836:12-24 

A.wrago 11nit, &Old per custamei· --Crc~el ng and repeat IIU'dlase 
:o~centrated In Lealh111 Gooas 

lnCTNse cross-selfing and repe.ir 
purchase riffot1s tomax{mlz• CLV; 

producl Qlt'p,,'lston in SOMCI categoMS 
10 lletp ~are 

PX1431-018 (Tapestry) 

John Idol 
CEO, Capri 

"95 percent or more of Michael 
Kors handbags fall within the 

range of $300 to $450" 

Hr'g Tr. 9/9 Idol (Capri) at 81 :23-25 
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(b )( 4); (b )(3):6(f) ; (b )(3):2 l (f) 

(b )( 4); (b )(3):6(f) ; (b )(3) :2 l (f) 

(b )( 4); (b )(3):6(f) ; (b )(3):21 (f) 

(b )( 4); (b )(3):6(f) ; (b )(3) :2 l (f) 
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Brown Shoe: Peculiar Characteristics 

Qualities of "accessible luxury" handbags: 

• Craftsmanship by skilled artisans to create intricate designs 

• Durability and solid construction 

• Use of quality materials 

• Craftsmanship at scale 

"we deliver really beautiful product that 
represents an incredible value" 

Joanne 
Crevoiserat, 
CEO, Tapestry 

Hr'g Tr. 9/10 Crevoiserat (Tapestry) at 336:11-12 
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Brown Shoe: Unique Production Facilities 

From: "JOQMe Crevo~ <jcre\~1@-apesrry.oont> 
~•t: Sun, 29 Jan 20"..3 16:28,40 -OSOO (EST) 

To: "~ctcr Olarlos" "t'Ch•rlc,@lopcsuy.cc1n>; "Scott RM" <aroc@mJ>CStry.oom>; "Nonm f'amn"'Y" <npomn,~flltlCOIJY,C<lln> 
Cc "D<l>ra Meyd' <dmcye,@wpestry.co,~ "I.aura Booth" <I.Jloo<h@mp<SIIJl.com>: "Kerri Rq,,okls" "1<re}rold,®,pcSfty.com>; 1'-leliss.1 

l awtene:0~ <rnlJl\\-~<lMCh.c:om>; llKami:iJ.o Sb.imHoo'' <kshimhll4ml')CSlr1'·.corn>; ~ Menno" ~ tl!'l(:Sb",'.Mm> 
S.bjctt Re. Feb Doord U\JlO\,.,.., Topic . Wo,king Sasion 3 

Debbie, Noilffl nnci Pctcr1 

I cdilod l110warddocumc:n1 k> iUu .Rmlc: lh0co1'JCT1I and 1'1cM•aft11cdocm ncnl. It moe.tld Mfbc"Tittca :11■ lcltor, ndha-asaru.rntrYCd181 will bc.politicnod in front 

nf die~. Tir::rorrarn.-ewiD tr:11 the !iklr)·(and back ~tciry) and thc: sli~ wiU b:::u!iCd to&c,ilitatt: lhcd M.1.\_~M in the meeting on specific topics. P'lea~n:,,-~ thc 
CM\11\cnli And tditl and mile further tldjusrmc:nli lhal you thlnlc.1ncwe Ut forthtr it1 dm dircdion. 

Dcbbidpeter. ~ly. I think WO, .. add A bit to d,e bc&IMlngmot .. SC ,ec1lon rcinfortU1&Wl()Uf "'J'Pl}•clllbll mtnc>VAtion over 
thcJ1CCU,;;iblc Jux1sy1TWXC1. hahncins b.\•crcmt ";d1qu,litywcll m.-.dc product. Wc cootimc tn iMOV11le loiuppoci lhect'011li, · ity 

c:n.v.ui:ng CO!i.ts arc nnnagod 10dcJn,,,,.-::r, thcvaJuc the COIL\Umcr rcicognttc.'- Youean call outro:cnt "11C'CC."-~ like Tabby a!\ illustrarion 
~ 01 cnviz"'11.-.Jly ptf,m,d ""'t<rii.11. 

Supply Chain 

Joanne 
Crevoiserat, 
CEO, Tapestry 

Uope 1lrde ,_. arc helplul in mo,ing us•"-10 a final p,oducl PkMe «..it out ,.;,h airy tlltd,or question!. llappy to w-iow a ' 

Thank,, , ..... ., 
PX 1704-001 (Tapestry) 

Our Tapestry Supply Chain creates innovative, consumer-centric product while balancing speed 
to market, service levels and costs. To achieve this, we leverage our global network of Tapestry 
talent, raw material suppliers (RMS) and eKternal service providers (SPs) to develop product 
using new materials, techniques, and processes. 

Our annroach to delrv1>r ng rnnov:it1ve1 'ugh qL 1htf p•oduct wh le op 1mmn-~ cost• crr.o:ited the 
accessible luxury market. The evolut ion of our supply chain - from being a US based ----------------------------------•s Inception, to pioneering a shift to China in the 1990's, leading to a 

n within SE Asia in 2010 - eKemplifies our com mitment to innovation. 
o ment centers around the world com rised of our own talent in NY 

"Our approach to delivering innovative, 
high-quality product while optimizing costs 

created the accessible luxury market." 

PX1731-048 (Tapestry) 

"Our supply chain innovation is what enables us to deliver really 
beautiful well-crafted product to the market at an incredible value. 

Coach was really the founder of that and the innovator that created 
that many others have followed." 

Hr'g Tr. 9/10 Crevoiserat (Tapestry) at 299:11-300:3 
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Brown Shoe: Unique Production Facilities 

Fl'OOI: 

S.-nt: 

To: 

Cc: 

Subject: 

Attar bm cnt<I: 

Joanne 

Pct(,T Charles <.pcharlc5®tapcsuy.com> 

Fri, 29 Sep '.?023 16: !0_56-0400 (EDn 

Joanne Crcvoiscr:tt <jc=·oiscrnl@tlpcslly.com> 

Scott Roe <srocfi'!Jt:1pcstry_co,n> 

FW: Tapestry-Capri/ Europe based SC J)a'llpccti\'c 

'.?0230908_Tapcstry Capri Luxury Supply Chain_ vSh:irc,pdf 

In our TB yesterday, I referenced the short deck that Kunal and the BCG European based luxury team presente 
be helpful to sh~re in fight of Johns commcnts/conc.erns to you about how we #shouldn't attempt to treat it a 

"I did think the BCG content was 
useful context and a good reminder 

around luxury's SC organizing 
principles and main characteristics." 

understand the dear differences and we tluve no Intention of changing anything around the main Product/Soh...-11!'11111 ____ ..,.,,.,,..,_,..._""_"T" ______________ ~ 

we have kept the Spa'n SW SC insulated and running separately. At some point latt'r in lntegrat'on planr• ng, its going to be Important to understand how they 
wo·k and to do some rght diligence around them but tnat's down the road_ For JC and Versace, we w· I work on ESG, O&l, Indirect Procurement a1d the 
Trade/Compliance areas In our first phase of lntegrat'on planning. d d th ,~ t • t1CG rn ,eN w., us fu to te•, .i. ,~ a ~ooa ,1. 111 d"r .arou,a uxu y s SC 

org.an·, rg pri r., Jf'd J c ara (Q li~ 

EnJOY the read,ng and have a good weekend. Copylns Scott forvlslblllty. 
Peter 

PX 1327 -001 (Tapestry) 

Peter Charles, 
Chief Supply Chain 
Officer, Tapestry (b )( 4); (b )(3):6(f); (b )(3):21 (f) 

PX1 327-004 (Tapestry) 
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GLOBAL OMNI (LSS + eComm) CUSTOMER VALUE SEGMENTS: 

Customer Value 
Segl"l'lent 

Gotta Have It 

One & Done Gitter 

Promotionally Persuaded 

Sa!e S . , 

Spending Saver 

Right Product Right Prico 

FY22Q3 

Profile 

Pr,ce Insensitive, loyal repeat 
purchasers 

Annual fult-pnce gift purchaser 

Converts dt.mng FP events 

MK Loyaltst, only buys 
markdown 

Buys lots. on eComm 
*clearance" 

Buys one itttm. when 
discounted enough 

Warts to buy handbag at deep 
markdown 

Value of the 
Customer 

$495 

$209 

$202 

$435 

$325 

$144 

% % Customer 
Net Sales Customers Discount % 

- - --

13% 6% 

12% 12% 0% 

10% 12% 

15% 8% 

27% 19% 

7% 11% 

16% 33% 

PX2753-043 (Capri) 
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Q . Could you please tell me the brands whose prices and si lhouettes Chanel tracks in the United States. 
A. So that includes brands such as Hermes, Louis Vuitton, Prada, Celine, Bottega are the ones that I can 
think of. 
* * * * 

Q . Are these all luxury brands? 
A. These are the brands that our client also carries, so we consider them as luxury brands to our clients' 
eyes. 
* * * * 
Q . Are Michael Kors, Kate Spade, or Coach part of the conversation when Chanel discusses luxury brands? 
A. Not in current practice. 

Hr'g Tr. 9/11 Yang (Chanel) at 660:14-17, 660:24-661:1, 663:17-19 

Thread Partici~nts: • Elizabeth Fraser(Ov.r.er); 
--------------irst Message: 8/3/20218:51:55 Al-1 -04:00 

Blzabeth Fraser (Owner) 

Message: 8/3/20218:57: 14 AM -04:00 

8/3/ 2021 8:51:55 AM 

"Gucci bags at $2000 
is just not our 

customer in NA" 
We may thH< w•'re cornpeting with LVand Gucci but I ca~ Msur• you that Uwty 8te no( cor,~ng with 
us 

T 'lid .ii 

.~ ------------~ O/:J/20 21 c,;:,:,;04 AM 

Exactly. In t he past we bouoht market share 

8/ 3/2021 8:55:24 AM 
Now we are trying to do 1t In a l'ealthy way 

TO<ld ~ann 

Todd Kahn S/3/2021 s :56:08 AM 

8/ 3 / 2021 8:SS:S0 AM 
lhls Nomes me that we11 nake bad declsiom ,n order ID ty to grab he wroog market 'itlare 

CEO and Brand President, Coach - G-uaJ_ l»gs_ at_$_2000_ i:._J1._5t_no_t :,u_ r_,u_5t_om_er n_M ____________________ _ 

PX1067-001 (Tapestry) 41 



True Luxury Handbags Are Not 
Reasonable Substitutes 

Thread Participants: Elizabeth Fraser (OVll'ler): 
First Message: 8/11/2022 10:15:08 AM -01:00 
Last Message: 8/11/2022 5:57:03 PM -O'l:00 

Liz Fraser 
Former CEO and Brand President, 
Kate Spade 

-- 1 Rv.-. 

8 / 11/ 202110:3 3:34 AM 
I don't b<!Povo tho stratcgytcn,s 11, 

., 
"Bottom line, saying we're in :34:0lA" 

the same market with true 
luxury is a joke" 

Proves row disconnected stn,tegy leDm ls with bwiness 

"Nobody says 'should I buy 
a LV bag or a Coach bag?"' are~nout!t'IS 

nm Ryan 

PX 1427 -001 (Tapestry) 

PX1427-002 (Tapestry) 

"I didn't believe that the Kate 
Spade customer would pay 

$1 ,000 for a Kate Spade bag" 
"we don't really play today in that top tier." 

PX8169 (Lifford (Tapestry Board Member) Tr.) at 98:20-21 

Hr'g Tr. 9/12 Fraser (Tapestry) at 827:3-6 
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Cedric Wilmotte 
CEO, Michael Kors 

Liz Fraser 
Former CEO and Brand 
President, 
Kate Spade 

True Luxury Handbags Are Not 
Reasonable Substitutes 

Q: Do you believe that Michael Michael Kors handbags competes with the 
Hermes Birkin bag? 
A: I believe that Michael Kors compete with anyone who makes handbags 
at the end of the day, so I'm looking at how the consumer is shopping 
across the whole spectrum. 

Hr'g Tr. 9/12 Wilmotte (Capri) at 772:4-8 

Q: Is it your testimony that Kate Spade competes with Hermes? 
A: Yes. 
Q: So do you believe that a Kate Spade handbag competes with an 
Hermes Birkin bag? 
A: I believe that the Kate Spade customers could have an Hermes 
bag. 

Hr'g Tr. 9/12 Fraser (Tapestry) at 901 :18-23 
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Joanne Crevoiserat, 
CEO, Tapestry 

True Luxury Handbags Are Not 
Reasonable Substitutes 

Q. Let's talk about the European brands. There's been a 
suggestion in this case that Coach and Kate Spade don't 
really compete with handbags sold by the European luxury 
brands. What's your reaction to that? 
A. We have data that shows that's not true. 

Hr'g Tr. 9/10 Crevoiserat (Tapestry) at 324:24-325:3 

"we have a lot of data on where and how our 
customers shop. We see that our consumers also 
shop at the top of the market, the high-end 
European luxury brands as well as our brands." 

Hr'g Tr. 9/10 Crevoiserat (Tapestry) at 341 :22-342:4 

"the street is my research." 
Hr'g Tr. 9/16 Kors (Capri) at 1102:2 

Michael Kors 
Chief Creative Officer, 
Michael Kors 
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True Luxury Handbags Are Not 
Reasonable Substitutes 

Liz Fraser 
Former CEO and 
Brand President, 

Kate Spade 

Q . And Louis Vu i tton was conti nuing to raise the~r pri ces 

dramatically, correct? 

A. Yes , they were . 

Q. Therefore, Tapestry woul d l ook to be shrinking whether or 

not Tapestry ' s revenue was growing, correct? 

A. Well, it ' s also not -- yes , but it ' s because i f you double 

the price o f your handbag, you ' re selling the same number o f 

handbags, but you 're gett~ng more market share . So that ' s very 

d ifficult t o compete with . 

Hr'g Tr. 9/12 Fraser (Tapestry) at 831 :9-17 
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Mass Market Handbags Are Not 
Reasonable Substitutes 

Hieb-end mass-market 2oods a1·e different from luxury 11,oods 

Capri told China's State Administration for 
Market Regulation while obtaining 

regulatory clearance for this deal in 
China: "high-end mass market products 
also offer good quality and performance 
and are made with decent materials and 
manufacturing processes, [but] they are 

not on the same level as luxury products." 

ile 1here may be criteria to separate high-end mass-markec goods from other mass-markec 

!1S, it remains clear that high-end mass-market goods differ from luxury goods. fa addition 

ho previous analysis regarding the substitutability of luxury and mass-market goods, the 

owing further elaborates the dii,1inction between luxmy goods and high-end mass-market 

ods, suggesting that luxury goods may constitute a distinct product market. 

m lhc perspective of custom:;:r~; 

Exclusivity; Luxury products are oflen associated wi1h exclusivity and rarity. They are 

produced in limited quantilic~ and are not easily accessible to everyone. By contras~ high­

end mass-market products are more widely available and accessible to a larger consumer 

base compared to luxury products. The fom1er arc produced in larger quantities and 

distributed through various retail channels. 

Premium Quality: Luxury produc1s are known for their superior craftsmanship, finest 

materials, and attention to detail. They arc made with the highest quality standards, 

resulting in exceptional performance and durability. By contrast, although high-end mass­

market products also offer good quality and performance and are made with decent 

materials and manufacturing processes, they are not at the same level as luxury products. 

PX2061-004 (Capri) 

Q: You do not consider fast fashion companies to be Michael 
Kors' peers, correct? 
A: That is correct. 

Hr'g Tr. 9/9 Idol (Capri) at 98:6-8 
John Idol 
CEO, Capri 
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Used Bags Are Not 
Reasonable Substitutes 

From: Jennifer Davis <Jennifer.Davis@capnholdings.com> 
Date: June 17, 2022 at 4:S9:06 AM GMT+2 
To: John Idol <lohn.ldol@capriholdings.com>, Tom Edwards <Tom.Edwards@capriholdings.com>, Jaryn Bloom <Jaryn.Bloom@michaelkors.com>, Philippa 
Newman <Phillppa.Newman@mlchaelkors.com>, Jill Fishman <Jill.Fishman@michaelkors.com>, Janice Sullivan <Janice.Sullivan@michaelkors.com> 
Subject: MK new bag prices compared to Gucci from The Real Real and Euromonltor report 

HI - I wanted to share 2 ltems - 1" is a price comparison of used Gucci bag on the Real Real vs new MK bags and 2.,. Is a Euromonitor report on U.S. market share 
of luxury leather goods. 

(1) I often get a question from investors about consumers buying a used Gucci bag instead of a new M K bag (and the question is usually phrased implying 
that a used Gucci bag costs the same as a new MK bag). So we looked at prices of different comparable Gucci bags in different conditions (The conditions on The 
Real Real are from lowest to highest : (1) Fair, (2) Good, (3) Very Good, (4) Excellent , (5) Pristine). Please see attached for a comparison. BottoM line we found 
that the closest priced bags were a new MK for $298 vs a Good" Gucci for $475, but most com pa, able Gucci bags were at least double the price or a new MK 
bag. 

(2) Additionally, I wanted to share a report from Euromonitor measuring market share of Leather luxury Goods In the U.S. - this is based on 2020 (2021 is 
not out yet, but should be soon), and based on retail value. MK is #2 behind LV. Coach is #3 and Gucci is #4. 

Please let me know if you have any questions. 

JENNIFER DAVIS 
VP, INVESTOR RELATIONS 

John Idol 
CEO, Capri 

DX837-001 (Capri) 

Q: If you look at DX837-001 , in Ms. Davis' email, do you see the 
number 1 on the left? 
A: Yes, I do. 
Q: If you look at the second to last sentence, bottom line. "We find that 
the closest priced bags were a new MK for $298 versus a , quote­
unquote, good Gucci for $4 75, but most comparable Gucci bags were 
double the price of a new MK bag." MK is Michael Kors; correct? 
A: That's correct. 

Hr'g Tr. 9/9 Idol (Capri) at 180:12-20 
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Used Bags and Athleisure Are Not 
Reasonable Substitutes 

(b )( 4); (b )(3):6(f); (b )(3):21 (f) 

(b )( 4); (b )(3):6(f) ; (b )(3):2 l (f) 
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HMT: "Accessible Luxury" Handbags Is A Market 

Hypothetical Monopolist Test is another tool to 
analyze a market 

"If a single firm controlled the entire ... market, as defined by the FTC, could it 
profitably impose a price increase? Or would that price increase result in 
customers moving enough of their business to other alternatives to make the 
price increase unprofitable? If the price increase would be profitable, then the 
FTC has defined the relevant product market accurately. If it would not be 
profitable, then the market is broader than the FTC has contended." 

IQVIA, 710 F. Supp. 3d at 369 
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HMT: "Accessible Luxury" Handbags Is A Market 

• Dr. Loren Smith conducted a quantitative application of the 
HMT called an aggregate diversion ratio analysis, which 
measures the diversion from one product to all other 
products in a candidate market 

• This test calculates two things: 

• a critical aggregate diversion - 17% 

• the actual aggregate diversion 

• If the aggregate diversion is more than the critical threshold, 
the candidate market passes the HMT. 
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HMT: "Accessible t.,1..1xury" Handbags Is A Market 

From: Rae Tao <RTao@tapestry.com> 
Date: Monday, April 26, 2021 et 1:00 PM 
To : Joanne Crevoiserat <; ' e "' ~ I C >, Todd Kahn <tkQhn@coach.com>, Liz Fraser <lfraser@katespade.com>, Gioreio Sarne 
<g}_arnel@Stuartwe,tzman com>, Andrea Resnick <aresnick@tapestry.com>, Christina Colone <ccolone@U!pestJY,com>, Kelsey M ueller 
<K'-'1ueller@tapestry.com>, Leigh Manheim <lmanhein@coach.com>, l oon Silverstein <jsilverstein@coac'i.com>, Susan Pellish-Thaler 
<speUishtha ler@coach,com>. Marilyne Trebus <MTrebus@coach,com>. Jennifer Yue <JYue@coach.com>. Vincent Golebiowski 
<mlel,iowski@coach.com>, Holly Adams <l:IA.d~~oach,com>. Adrianne Kirszner </\Kirsmcr@katcsoade.com>, Michele Parsons 
<mJ)arson_s1@.kate_wade.com>, Rachel Lande <Rlandtit_katespade.com>, Trang To <tto1@.katespade._c_om>, Amanda Bopp <ABqpJJ..@.katespade.com>, 
Kristen Ndiman <KNdimdn@kdtespode.com>, Joe Milano <1mildno@kdte;,pdde.com> 
Cc: "George NahrA ( IC)" <£Mhr11@1ap,-~try.com>, Jennifer Yue <lYuP@coach.coJ!I>, Sharon Kuo ~Pstry.com>, NohPli Hernande1 

--nhernande1~~tiy,_com:>, Annika Yan --ayanl@lapestrY ,;om> 
Subject: NPD Update· Bag & SLG for Q3 FY21 
Good afternoon, 
Please find atta<:hed insights from the Q3 FY21 NP0 release for 11B & SLG. On a handbag-only ba.iis, the total market improved +11% in Q3, while the Premium 
Market (defined •• Bridge, Contemporary, & Desgne· Brands) improved 110% - this was the first quarter of positive growth since Ql FY19. Small leather goods 
underpertorrned vs. handbags (8% total market, +4% premium market). As a reminder, please 11<Jte that these figures provided by NPD track sales within the NA 
wholosole channel only. 
Adllitional highlights below: 
Within Premium HB Market 

"Bridge & Contemporary brands (Accessible Luxury) ... " • D~sigMr braJ'lds grew +14¾ In Q3, In contnst with - 10% dO<C 

o Yves Saint Lau rent grow +67%, ranking 2nd in sales acr 
and Niki Medium Leat her Flap Shoulder Bag ~ 

o Whlle Chanel ranks ~5, Gucci has notably ral en out of the top 20 brands, with -80% declines (NPD to confirm whelher rhis is due to suppression or 
true performance) 

• B•'dgP & CortPrrpora·y brand< (Ae<P<sblP LJ>t ry) grP.N +f.%," dPcllnP< le QJ of -11% 

o MMK led the growtn at -+26¾, driven both by double-digit AUR and unit improvements 
o MCM and Tory Burch also grew at + 70% and +25% respectlvely, driven by double-digit unit Increases (a continuation o f Hl trends) 

PX1306-003 (Tapestry) 

Baseline aggregate diversions 3x critical aggregate 
diversion ratio of 17% 

Sensitivity aggregate diversions 2x critical aggregate 
diversion ratio of 17% 
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HMT: "Accessible Luxury" Handbags Is A Market 

" ... the survey screened for a robust sample of handbag or small leather 
good ("SLG") purchasers with specific characteristics to report findings on 

consumer purchasing behavior that Tapestry's brands can utilize to 
compete more effectively in the highly dynamic handbag industry." 

LATHAM11 WATKI NS, P 

March ~. '.!024 

CO'.'irlDE.'\"TLU. 
YL\Dl.-UL 

:-I icole Lindquist 
Fedc.-al Tracie Commission 
Ylergers II Division 
600 Pennsylvania Avenue. :-!\\I 
Washington. DC 20580 

---"'-e...,.a., 
axag, ..... -------,._ 
lOOA--

--NIWYm 

°""!I'°""" ·--..,,.. Co.31:1.Fr.>ndcc.o -SIIC::r.lV3fty -T~-
TCO)O 
V~O-C.. 

Re. Proposed Acquisition orgp,·; Hol<!ings Limited C Capri") by Tapesll)'. Ioc. 
QapesttvJ, ITC File l\o. 2310133 

De2rNicole· 

As reque<1td during our March 18 2024 mttting Tapewy provides additional information 
regarding the 'YY22 Qt CS Women·s Handbag SLG Brand Tracker.- document \\ith bates stamp 
Tapestty-FTC-001892288 ( .. Brand Tracker"). Fu:st_ you asked whetber Tapes!I)' has produced a 
recordulg ofdle Brand Tracker presemarion ro Kare Spade employees referenced in Tapesuy-ITC-
001892286. Tapestry produced !his recording \\ith bates stamp Tapestry-ITC-006149993. In 
:iddition. T:ipestty du-ects FTC Suff to a simi!:,,- recording presented to Coach employees_ bates 
stamped T apcstry-FTC--006149992. as further bad:grouod. Second. you asked for the source and 
methodology of the Brand Tracker. Below. we detail how the sur·ey screened for a robust sample 
.,f ...lll....ag .x -ll.w le.mo gvvd -SLG fnJCLiscrlo i...1 ,.,.:ewe u.1,u..c1c11,lh.> Iv 1q,v11 

dJl"""'1.ijl, uu 01- J.U,cJ • w®,u. c.u,, 11 , _ T,tl,,IC)U ) ,.~ tau UllLLC tV try tu t..Ouq..,c c: 
..... ...,_ .._ e::.. ...... ~,'e"-J - LI-.::----- '-J-- ---~ ~ .... 

PX00S0-001 (Tapestry) 

2020 

The 201 0 HMGs Ten Years Later : Where Do We Go From Here? 

Steven C. Salop 
Georootown U11iver6ity Law Cente,; salop@law.george1own.edu 

Fiona scon Monon 
Yale School of Management ~ona.ocottmonon@yale.edu 

PX7414-001 

lbis :analysis suggests ihar ifrbc GUPP!s both o:ceed 10%. thm rbc Jjl'mc,~ be ddine 

the m.arket ~, cou.pn ,ed solely of .be two mcrgu,2 firms in which case the IDil would equal 

J, 1 ble Fitst, rhc HMGs have a pro,iso th:lt rhey will incl~ in the mat\:ct a firm C thar is a 

closer substitute ro the either of the 2 merging fums than they are to each other. Second. the 

10°/4 threshold is based on linear demand. If demand is nor linear a diffcrem tllfeshold would~ 

called for. Third. the agency also may fear that the GUPPI evidence might be attacked. Finally, 

and most .:npor13111 rbc agencies nften ~hoose 10 define a mark~ trot ,s no· the narrowest 

pos , le m.ark~ for good reason_ The-. 1112y correctly fe;ir that the coun will balk ar a .-uy 

narrow market that nolates 11s umunon or will alt3ck the market defirunon as a 2errymandered 

submark~ Gmin rile mk rbc 3genc1es m.w d«1(X thar tllrv can dfect,vely argue for a 

urulateral effe<:t e•,en w the context of.I broader lll.lJket 

PX7414-010; Hr'g Tr. 9/17 Scott Morton 
(Defendants' Expert) at 1294:9-1295:7 52 



"Accessible Luxury" Handbag Market 
Is Highly Concentrated 

Undue Concentration 

Combined market share >30% 

Coach, Kate Spade, Michael Kors >50% 
United States v. Philadelphia Nat '! Bank, 374 U.S. 321, 364-65 (1963) 

Herfindahl-Hirschman Index ("HHI") 

>1800, with delta more than 100 

>3500 Coach, Kate Spade, Michael Kors, delta more 
than 1000 

2023 Merger Guidelines§ 2.1; IQVIA, 710 F. Supp. 3d at 379-80 
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P:X:0059: FRI 1006 Summary of ~D Bridge and Contempo1·arY Brands That Are 
Included in Dr. Smith 's l\larket Share Anah-ses 

I 3.1 Phillip Lim 56 Ecco -·~ Lav-en «- •PD Laaren 161 Ju~& Boue 
2 XLC. 57 B en.a G!nselliru 109 Lt,_,. ofLondcn 162 R..?becca ~finl:oft" 
3 A.PC. S8 Elie TahAri 110 Lid>esland 163 kdVal•mino 
4 .-\.W.A.K.£. Mode 59 Eizabe-tb and James 111 Linea Pelle 164 ltttl'roiec1' 
5 ,\en, Srudl<l, 60 Blewe 112 Li~Miruw:d.i 165 kiss 
6 ,\le:uml,:r Wano 61 Blioa Luce• 113 Little Lif&er 166 lt#iina Pvo 
7 Alexi, Binar 61 Emt....-.no Annan.i 114 Lo.fu 167 Jumo-.·a Nafu America 
8 All Saim, 63 Ecic Javi.b 115 Lodller Randall 168 Sacai 
9 All Other Brands' 

64 Etiem.e Ai 1m-
116 LoD2clwno 169 SamEdel.mro 

10 A.Jrunrra 
65 Eug<nia Kim 117 Louise Et Cie 170 Sandro 

11 Allimllri< 
66 flvn• 118 Luao., 171 s ... <1vu.. 

11 . .U2r122 119 MZ\Vallace 172 S.. bvChloe 13 A>h)t 67 folc-y + Co1ilwA 
6g Fr.uneDffl.101 120 Madewell 173 St-,u.,-., 

14 ......... 121 Maison :\lar~d• 174 Setapian 15 Atll<:o 69 Frances Valen.tint 
16 B. Mai:OV.'<"' 70 F,ve 122 Mai< 175 Set'Oui 
17 B2dt'JevMi~bt:a 7 1 Furla Usa 123 Maollarina Duel: 176 Shinola 

18 Bao B,o 1,,,,,-Minke 72 Gaw:ti 124 Mam,.- Gavriel 177 Swnod 

19 BCBC Mu i\zri, 73 Gi•i ~ •w York 
125 M.anu Att=alitt 178 Siniooe Rocha 

20 Bed Stu 74 Giorgio Costa 126 Mar, Jacobs 179 Sofia Cardoni 

21 Bt111!<1ena BIUZZlclle> 75 Gmlu Musan 
127 Manu 180 Stand Srud;. 

22 Bertuti 76 Globe-tronor 
128 Marv F ranees ISi Staud 

23 Botner 77 Golden Goose 
129 Mwimo C:1$ldu 182 Suathber,v 

24 Bovv 78 C..-v.on 
130 MA.X+min 183 Snwt Weitzman 

25 Brabmin 79 Guo. 131 MCM 184 Srud10 AmelJa 
16 BnAdoo Bbcn:ood 

80 lfaJston Her1tae-e 
132 McQ Al•L"1dtt Mc~ 185 T Tah.tri 

27 Brio11< ,!: Kil,v SI H:un.initt Collitetio-o 133 Modeo IS6 Tod 831:or 
2, Bfi'lhtOO 

82 P.artmaun l urraie 
134 MemvMu 187 Thacker NYC 

29 B1olhc:r\'dl1<! 
83 Helen Kaminst.:i 

13, MFK 188 Tb.emoire 
30 Brua,Gla, 136 MiaTo,-o 189 Thom Browo• 84 Hobo lntffll3Uonal 
31 Bue:iruBa"" 137 Michael Michael Kors 190 Token 85 Hom.3P.eYe:.r 
32 Byfai 86 Huzo Boss 

138 Millv 191 Tory But-eh 
33 C. \\'oru!a 

87 Hwutt 
139 Mootblanc 192 Totewo 

34 Cablclli 140 Nanrtte I POOf"t 193 Tnna Turi.: 
35 Calla.la 88 11 Bisorue 141 NlllOacav 

89 Is.aacMizrahi 194 TUM) 
36 Car!aMil!ICiai 142 Nanushl::a 195 UGG 90 1. Cttw 37 Cam, Forbes 143 Nwo Bo:ui 196 Ulla Johnso:! 91 Jac11uemus 
38 ClaircChJ5c: 144 N ila Suri 197 Valoruino by Mano Valontino 
39 Clare V. 92 J,fl'Waa 145 Off White 198 V:a,wu ~ Bruno 
40 Ckobdla 93 Jdlttv LO\'UISon 146 ...Jl'Wl.nin~ CH~OdV 

94 Johnnv Was: 199 Vanina 
41 Cooch 147 OrlaKielv 200 \·ia Soiira 
42 Cof i 95 Jonathan Simkhai 148 o,ymy 

96 K.ASSL Ecl111ons 201 Victorinox 
43 Cole Hoan 149 Paco R.abwn,, 201 \·1nce Cann.'fo 
~ Co1a11c: De, Oan:ou 97 K.ate S p:ade 150 Palm Anoeb 
~s Co~• 98 K,nclall + K,·li• 203 Wance.r 

151 Prund 11 ~1:tuuon 204 \\7 . .\1<, I us Es semi els De La \7 ie 46 Cult Gn.i1 99 Koozo 152 P•ak Des11tn 
47 O.,uc- Dovcr 100 Kbraite 205 Whi<tle, 

153 PemnPans 
ia C.y& Mood 101 Kooba 206 Yuu-5 

49 0.¼llicr 
154 Pers.aman N~w York 207 Z SnM-~ Zac Po.sen 

102 Kooroloo 15S Pi•I so Diane \*on Funtcn.bcrt 103 Kun Geiger Loodon 208 ZAC Zac Pos,n 
SI DKNY 156 Pinko 209 Zaclix & Voluwe 
52 Dotcc\'ita 104 L.A.M.B. 157 Poolsido 210 Zinumnnam 
SJ Doll.ILi K.AJ40 tOl Lafavell< 148 I SS Private Labo! 

SEJIS 

54 Oooa<v & Bcuri.c 106 Lancaster Paris 159 Rae.b l Zee I 
5S Oru:oo. Ddt.uion 107 LatronMorbn 160 Radley I 54 



"Accessible Luxury" Handbag Market Is 
Highly Concentrated 

Liz Harris 
SVP, Global Strategy and 

Consumer Insights, 
Tapestry 

THE COURT: And it uses Euromonito r and NPD, perhaps 

o ther th:..ngs. 

Is that right? 

THE WITNESS : Yes, that's c o rrec t . 

THE COURT : P..ow d oes it use the NPD data? 

THE WITNESS : If we d on't have public data ::o r brands, 

w~ich in many cases we d o n 1 c, we might t:.se an assumption fro m 

h ow they've grown in NPJ at a p o int in time as a proxy f o r h ow 

t~ey've gro vm in the market in t o tal. 

THE COURT : Eow d o you use che Euromonico r data? 

THE WITNESS: We similarly t:.se that as a basis f o r the 

annual establishrr.ent o :: the size o :: the c atego ry as a starting 

p o int, and t hen we use analyst reports and c ensus t o adjust 

quarter t o quarcer . 

Hr'g Tr. 9/10 (Harris) at 389:4-17 
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FOIA-2025-00233 00000066611 "UNCLASSIFIED" 1/21/2025 

Defendants' Rebuttal Arguments 
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r 

Entry And Expansion Will Not Be 
Timely, likely, Or Sufficient 

The test is whether entry and expansion will "be 'timely, 
likely, and sufficient in its magnitude, character, and scope 
to deter or counteract the competitive effects of concern"' of 
the Proposed Acquisition. 

IQVIA, 710 F. Supp. 3d at 393 (quoting 2010 Merger Guidelines§ 9); 2023 Merger Guidelines§ 3.2 

Put differently, entry or expansion must "fill the competitive 
void" resulting from the merger. 

United States v. H&R Block, 833 F. Supp. 2d 36, 73 (D.D.C. 2011) 
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Entry And Expansion Will Not Be 
Timely, Likely·, Or- Sufficient 

(b )( 4); (b )(3):6(f); (b )(3):2 l(f) 
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Entry And Expansion Will Not Be 
Timely, Likely·, Or- Sufficient 

(b )( 4); (b )(3):6(f) ; (b )(3) :2 l (f) 

(b )( 4); (b )(3):6(f) ; (b )(3):21 (f) 

(b )( 4); (b )(3) :6(f) ; (b )(3):21 (f) 

(b )( 4); (b )(3):6(f) ; (b )(3):2 l (f) 

(b)(4); (b)(3) :6(f); (b)(3):21(f) 
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"Courts 'credit such a defense only in rare cases, when the 
[acquiring firm] makes a substantial showing that the 
acquired firm's weakness, which cannot be resolved by any 
competitive means, would cause that firm's market share to 
reduce to a level that would undermine the government's 
prima facie case."' 

Promedica Health Sys., Inc. v. FTC, 749 F.3d 559, 572 (6th Cir. 2014) 
(quoting FTC v. Univ. Health, Inc. , 938 F.2d 1206, 1221 (11th Cir. 1991) 

"this argument is the Hail-Mary pass of presumptively 
doomed mergers" 

Promedica Health Sys., 749 F.3d at 572 
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Q . Isn ' t tha t un~sual f or a f ashion brand to have ups and 

downs? 

A. Well , when yo~ •ve been a designer for 45 years , it is a 

very cycli cal business . So you are de=inite: y go~ng to have 

h~ghs and lows . So much of it is dependent on trend, the 

economy, consumer mood , and sometimes yo~ wi:l be the hottest 

thing on the block and other times you ' ll be lukewarm, other 

times you ' ll be cold, but you ' re a l ways movi ng =orwar d . 

Hr'g Tr. 9/16 Kors (Capri) at 1087:12-19 

Michael Kors 
Chief Creative Officer, 
Michael Kors 

Q: Ms. Parsons, as of July 17, your view is that Michael Kors does not need the 
merger with Tapestry to transform its brand, correct? 

Laura Parsons 
VP, Strategy and Transformation, 

Michael Kors 

A: Yes. 
Q: And that's because you think the Michael Kors brand is a successful brand 
with a longstanding legacy, correct? 
A: Yes. 
Q: And also because you think Michael Kors can transform the brand with or 
without the merger, correct? 
A: Yes. 
Q: And that is still your view today? 
A: I maintain the solution-based mindset, yes. 

Hr'g Tr. 9/17 Parsons (Capri) at 1327:16-1328:2 
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OCTOBE~ 202? 

CAPRI 
HOLD I NGS LIMI T ED 

Findings 

• Positive views on brand portfolio competitive position 

Strong among accessible/affordable luxury peers 

VER SAC E JL'IHYCIIOO MICHAEL KORS But not yet viewed as a major force in the global luxury industry 

PX2129-002 (Capri) 

Q . Mr . Edwards , at the Li me of this s t udy , Michael Kors had 

been increasing its AUR~, co1rect? 

/l. . It ma y h a v e b een r ight on che cusp o f when they were 

d eclining, but it was close to that time frame . 

Q . And the reason Michael Kors was able to increase its AURs 

wa:, becau:,e i t wa:, delivering val.ue to cu:,tomers , correct? 

A . As I stated earlier , it was due t o the s ignature product 

re:,onating as well a::, :,ome COVI:) tailwi nd.,, through that t i me 

frame . 

Q . Michael Ko rs was delivering value to t he consumer b a sed on 

its brand image , it.5 brand delivery , and the product in 

particular , correct? 

A . Ye.:i . 

Hr'g Tr. 9/17 Edwards (Capri) at 1126:23-1127:10 

PX2129-004 (Capri) 
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Q. A:3 CEO and brand presiden~ o f Kate Spade, you changed 

designers around :0:1, correct? 

A. Ye,:,, I did . 

Q. The Kate Spade <iesigner that was there when you a rrived had 

been hired by Tapestry after Tapescry acquired Ka te Spade , 

correct? 

A . Yes . 

Q. That designer was charged with reinventing the Kate Spade 

brand, correct? 

A . Yes, s he was . 

Q. And that was a really big failure, correct? 

A. It d idn ' t work ve ry well , n o . 

Hr'g Tr. 9/12 Fraser (Tapestry) at 821 :7-18 

Liz Fraser 
Former CEO and Brand President, 
Kate Spade 

"A. What we thought at the time, which didn ' t fully come to 

fruition, was our ability t o run stores in terms of operations 

in terms of recruitment of people, in terms of connecting with 

the customers . we thought we could transplant that to our 

acquired brands . It turned out in both Stuart Weitzman and 

Kate Spade ' s case it was not easy to do . 

Hr'g Tr. 9/18 Scott Morton (Defendants' Expert) at 1316:11-1317:15 
(quoting Todd Kahn (Coach CEO and Brand President) IH Testimony) 
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"But in reality a parent and a wholly owned subsidiary always have a 
'unity of purpose or a common design.' They share a common purpose 
whether or not the parent keeps a tight rein over the subsidiary; the 
parent may assert full control at any moment if the subsidiary fails to act 
in the parent's best interests." 

Copperweld Corp. v. Ind. Tube Corp. , 467 U.S. 752, 77 1-772 (1 984) 

Q. So is it your testimony you asked a competitor to stop 

making a bag that competed with the Kate Spade heart bag? 

Liz Fraser 
Former CEO and Brand A · I guess SO · 

President, Kate Spade Hr'g Tr. 9/12 Fraser (Tapestry) at 903:1-3 
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Weighing The Equities 
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Public equities: 

• Effective enforcement of the antitrust laws 

• Avoiding "unscrambling the eggs" after consummation 

"Private equities are not to be afforded great weight" 
IQ VIA, 710 F. Supp. 3d at 400 (quoting FTC v. Penn State Hershey, 838 F.3d 327, 352 (3d. Cir. 2016)) 

"[N]o court has denied a Section 13(b) motion for a 
preliminary injunction based on the weight of the equities 
where the FTC has demonstrated a likelihood of success on 
the merits." 

FTC v. Peabody Energy C01p., 492 F. Supp. 3d 865, 918 (E.D. Mo. 2020) 

• 
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Tapestry Will Fast Track Michael Kors Integration 

tapestry 

Sunrise BOD Update 

Fe br uary 15, 2024 

PX1726-163 (Tapestry) 

Pre-Read 

UpdatedintegrationH~pothesisandApproachb~Brand 
Near.term (Day 1-90) goal1 : Now that the earliest possible Close date has moved out by - 4 months, teams should plan for 

a greator lovot of Integration on Day 1-90 (Assumes ftarl111st possible Close dale no sooner 1/1/Jn 
Apn/ 5, 2024) 

M•'TP" K"rs ,...,. .... lov. 'ti• tl'"":llP• lo cf inl.,gr>t OI" 

Versace & Jimmy Choo i:,cus on back-office pnorities 

Longer-term (24 - 36 months) goal2: 

Micmel Kors primarily lntegraled 

We are moving beyond the ortglnal goal of Day 1 must-haves for Dec 15. Given the 
Incremental Ume to plan, we will now look to achieve the Initial 6 month "near-term 
lntegraUon goals" by Day 90. Versace and Jimmy Choo -25-50% integrated3 

Integration Level Hypothesls1 

Keep Sepamte ..41t. • .a... K...rs Keep S<!parale Versace + Jlrrrny Choo 

Fin.tnCfJ I Acc.oun1tr1U 0 • 
" 

I\ 

◊ ♦ 
\ 

I 0 • ♦ ◊ ♦ 
,,. • I 0 • 

' -•Hrn1111wgt• -on ••d ,apl,•01ns •hHl'lly_n,on •Y•"' lnt.grwbotl 
:'TobeWt.,uuu.d•nd1•~ll't.~\j,MtJrM,,.~ttonpJ•rtmng,n<>i. th~l/,a,,,..,ofJnll9r,u ,o,,,-eon~.J..'M1.,~~1rr/t~h~•,!;ts.•m45.t,ac:Mv•a!hO..~glw-11•>Ja.rid~tlm•lopl~n 
• GIMt.,.,.g,.eol ,nlfllrllr>onp,opofMf tomHJcomp,aro.-"'flul~nHdt "''•Ml' by.orl<lttff,n 

FlJl lnlegm!JM 

l 

♦ 

19 

PX1726-181 (Tapestry) 
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tapestry 

Coach has been priced an average $147 above MK for 
the last 2 years; suggesting room to increase MK AUR 

Actual Hendbag Soles Pnce Ill U.S. Full Price ChoMels 

Cooeh 

360 

300 ~ ~ ...,...,.,o .. ◄ ~,;;"'• :~1 _j • --
ISO 

100 

so 

o,;;; 2021 20l2 

e:s!• ,_,.,... ~.._ ~ t.:.:i.UScllly, •~ir;; ~I, t'l~~gMJ<i~int...,cd - · ~ ~. ~-t:ltil, Wllc.1!t l ~.w.,~ d St<U~ N;linO ....... 
PX1216-017 (Tapestry) 

apes cy 

Over the last 2 years, MK has had an average discount rate of 45% 
vs. 37% for Coach and 28% for Kate Spade suggesting opportunity 
to reduce MK discounting 
Average Discount Depth in U.S. Full Price Channels 

PX1216-018 (Tapestry) 

Priority Focus Areas 
and Opportunities 

tapestry 

Project Sunrise 
Board Approval Meeting 

M.llltCM 17 JOU 

PX 1200-005 (Tapestry) 

• MK wholesale business (30-35% of US sales vs. future 
stated target of ~2s%) accesses an older, more price 
sensitive department store shopper; as MK pulls back 
from wholesale, we would look to recapture a portion 
of sales in direct channels (e.g., outlet, e-comm) 

PX1200-010 (Tapestry) 
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Morgan Stanley tapestry 

(b )( 4); (b )(3) :6(f) ; (b )(3):21 (f) 

PX 107 4-006 (Tapestry) 
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