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Consumer Harm from this $8.5B deal

MICHAEL KORS + COACH DEMOGRAPHIC COMPARISON
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“Accessible Luxury” Handbags

(b)(4): (b)(3):6(D); (b)(3):21(H)




Roadmap

Legal standard under Section 13(b) of the FTC Act

Who, What, Why?
e “Accessible luxury”
e Defendants
e The Proposed Transaction

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

1 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’ arguments are meritless
Equities favor an injunction




FTC’s Evidence Is More Than Enough Under 13(b)

For Section 13(b) of the FTC Act, courts “follow a two-step inquiry that asks

(1) whether the FTC has shown 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. IQVIA Holdings, Inc., 23-cv-06188 (ER), 2024 WL 81232 at *7 (S.D.N.Y. Jan. 8, 2024)

The FTC satisfies its burden of showing a likelihood of success on the merits in
the administrative proceeding if it “raise[s] serious questions about the antitrust
merits that warrant thorough investigation in the first instance by the FTC.”

IQVIA, 2024 WL 81232, at *9; accord FTC v. Lancaster Colony Corp., 434 F. Supp. 1088, 1090 (S.D.N.Y. 1977)



The FTC’s Case

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



“Accessible Luxury”

8 Q. Is "accessible luxury" a marketing
9 term?
10 A.  Yes. we think of it as an internal

11 marketing term.

= : Todd Kahn, CEO and Brand
12 We actually don't use it as an President, Coach

13 external -- didn't, as far as I -- certainly
14 during my tenure as CEO. we never used it as an
15 external marketing term.

16 Q. What does 1t mean to be an internal

17 marketing term? 14 Q. Is Coach a mass market brand?

18 A. Ithink it went back to the genesis 15 A. I think I've said in the

19 of the creation. Coach created the term when 16 investicatorv testimonv we don't think of

20 Coach went public. 17 ourselves as a mass market brand.

21 The idea was to distinguish the PX5006.047 (Todd Kahn)

22 Coach product from some traditional European

23 luxury brands. It talked about -- it basically

24 wanted to be clear that our approach to luxury

25 was one that was much more democratic. much
PX5006-009 (Todd Kahn)

~l



Iconic, New York Brands

tapestry

 Tapestry, Inc.

Coach: founded
in 1941

Stuart Weitzman:

acquired in 2015

Kate Spade:
acquired in 2017

COACH

STUART WEITZMAN

S
kate spade

NEW YORK



Iconic, New York Brands

“Tapestry, Inc. is a leading New York-
based house of accessible luxury
accessories and lifestyle brands.”

PX7104-004 (Public)

«| ANNUAL REPORT PURSUANT TO SECTION 13 OR 15d) OF THE SECURITIES EXCHANGE ACT OF 194

1 TRANSITION REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1934

UNITED STATES
SECURITIES AND EXCHANGE COMMISSION
Washingten, D.C. 20549

FORM 10-K

For the Fiscal Year Ended July 2, 2022

Commitsion file number: 1-16153

Tapestry, Inc.
(Exact s of registrant 26 specifed in it chaster’

Marylasd
(State ar other murysdicnion of INCOTPOration o GrEANIZEGHON)

§1-241781

(IR S. Employer [densification o.)

PX7104-001 (Public)

UNITED STATES
SECURITIES AND EXCHANGE COMMISSION
Washingten, D.C. 20549

FORM 10-K

4 ANNUAL REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1934

For the Fiscal Year Ended July 1, 2023
OR

1 TRANSITION REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1834

Commission file number: 1-16153

Tapestry, Inc.

(Exact nume of regisoant a3 specifiad in its chaner)

Marviand
{Sw@mte or other jurisdicion of incorporation or organization)

52-2242751

(LR.S. Employer Identificagon No.)

“...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)

PX7105-001 (Public)



Iconic, New York Brands

+ Capri Holdings C A p R I

Limited HOLDINGS LIMITED
- Michael Kors:

founded in 1981 M ICHAE L KO RS
» Jimmy Choo:

acquired in 2017 JIMMY CHOO

- Versace: acquired
in 2018




Iconic, New York Brands

“...the MICHAEL Michael Kors “MICHAEL Michael Kors has a strong
accessible luxury line...” focus on accessories...and addresses
PX7098-009 (Public) the significant demand opportunity in

accessible luxury goods.”

PX7098-009 and -010 (Public)

UNITED STATES
SECURITIES AND EXCHANGE COMMISSION
Washington, D.C. 20549

FORM 10-K

(Mark One)
® ANNUAL REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1934
For the fiscal year ended April 1, 2023
or

1 TRANSITION REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1934

For the ransition period from to

Commizsion file number 001-35368

CAPRI

HOLDING S LIMITED

(Exact Name of Registrant as Specified in Its Charter)

(i s o et Skl P —
PX7098-003 (Public)
“and our accessible “MICHAEL Michael
luxury MICHAEL Kors is the accessible
Michael Kors line...” luxury collection...”

PX7098-012 (Public) PX7098-014 (Public) _]



$8.5B Deal

tapestry

MK Preliminary Consumer
Pulse + M&A Consumer
Survey Approach Details

August 29, 2022

FXIZ15-003

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

Actual Handbag Sales Price in U.S. Full Price Channels
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tapestry

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
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$8.5B Deal

(b)(4): (0)(3):6(D); (b)(3):21(H)
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Elimination of Head to Head
Competition

14



Fierce Head-to-Head Competition

“It 1s 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.”

I0VIA, 2024 WL 81232, at *40; FuboTV Inc. v. The Walt Disney Co., 24-cv-1363 (MMG), 2024 WL 3842116, at
*17, *29 (S.D.N.Y. Aug. 16, 2024) (granting preliminary injunction based on competitive effects, not market
concentration)

Independent of any market-concentration analysis, elimination of significant competition

€ce

between major competitors may by “‘itself constitute[] a violation of § 1 of the Sherman
Act,” and, a fortiori, of the Clayton Act.”

United States v. Mfrs. Hanover Trust, 240 F. Supp. at 867, 950 (S.D.N.Y. 1965) (quoting United States v. First
Nat’l Bank & Tr. Co. of Lexington, 376 U.S. 665, 671-72 (1964)). Merger Guidelines § 2.2.



Fierce Head-to-Head Competition

John Idol
CEO, Capri

Just reduced: top
bags for every style.

Bl suvbagen s e (lisuray’)

| CUGK TR ENDF |

The Rowan File Bag,
now $99.

Save (e on this fmctional faveries.

| LK TO BHOP |

PX2075-002 (Capri)

On Apr 16, 2022, at 2:25 PM. John Idol <John Idol@capriholdings.com> wrote:

They are leading with very sharp price points which must be driving engagement and conversion. They don’t lead with
discount therefore preserving margin.
We need to develop a sirategy (o compete with this. I don’t love it bul we have no choice Let's discuss next week

Bepin forwarded message:

From: Coach Outlet <coachi@¢.coachoutlet.com=

Date: April 16,2022 at 12:33:27 PM EDT

To: John Idol <John.Idol@capriholdings.com

Subject: We Dropped Prices On Our Best Bags

Reply-To: Coach NA Outlet <reply-fec71674706¢007¢-9980 HTML-91759356- 100037478-27324

tae coachoutlet.com>

PX2075-001 (Capri)



Fierce Head-to-Head Competition

(b)(4); (0)(3):6(D); (b)(3):21(H)




Fierce Head-to-Head Competition

From: Cedric Wilmotle [fo=Exchangelabs/ou=Exchange Administrative Group
(FYDIBOHF23SPDLT)/cn=Recipients/cn=5f270bc923034bdaa633b6e759988653-8968125e-2d]

Sent: 4/19/2023 11:42:08 FM

To Laurz Parscns [laura parsons@michaelkors.com)

Subject: FW: We're Offering An Extra 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 with 2 or 3 examples of Cedric Wilmotte

coach and kate spade racing to the bottom with such promotions. CEO, Michael Kors

I want the board to see what we are up against
Am sure there will be plenty more in the next few weeks. Lets just collate a screen shot of the emails

This is to give them more color 5o they can see it with their own eyes

From: Cedric Wilmotte <wilmottecedric@aol.com>

Date: Thursday, 20 April 2023 at 01:40

To: Cedric Wilmotte <Cedric. Wilmotte@MichaelKors.com>
Subject: Fwd: We're Offering An Extra 15% Off All These Bags &3

--—0riginal Message—

From: Coach Cutlet <coach@c.coachoutlet.com>

To: wilmotiecedric@aol.com

Sent: Thu, Apr 20, 2023 1:06 am

Subject: We're Offering An Extra 15% Off All These Bags ©

PX2097-001 (Capri)

(00]



Fierce Head-to-Head Competition

7:59 «ifl LTE

{©® Attn:Clearanc... A v/

COACHI OUTLET

$100 (need we
~say.more?). ;

A
> / i

More Shops

wm B &« @

‘ John Idol

CEO, Capri

From:

Sent:
To:
cC:

John Idol [/O=EXCHANGELABS/OU=EXCHANGE ADMINISTRATIVE GROUP
(FYDIBOHF23SPDLT)/CN=RECIPIENTS/CN=3E11717731E449AFBAC3F28508BB57B8-JOHN IDOL_E)

5/20/2023 7:10:49 AM

Denise Guerra [denise.guerra@michaelkors.com]; Francesca Leoni [francesca.leoni@michaelkors.com]

Cedric Wilmotte [cedric. wilmotie@michaelkors.com]; Jaryn Bloom [jaryn.bloom@&@michaelkors.com]; Anne Walsh
[anne.walsh@michaelkors.com)

Please speak to me about these email backdrops on Monday

We never were able to talk about this last week. Coach’s creativity on these emails (outlet in particular) is
killing us. Now they even have taken our water and Francesca will show you all the Instagram planc they are
using. While I find most of their emails offensive they get your attention.

Sorry our backgrounds look cheap and uninspiring.

This needs to be corrected quickly. Also we need to make our outlet emails feel Jet Set. They are just bland
product photos with no inspiration.

Help!!! Fast!!!

Pleasc present a solution for the balance of Summer, Fall and Holiday the weck of May 30th
to Cedric, Jaryn. Ann and myself.

PX2098-003 (Capri)

PX2098-001 (Capri)
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Fierce Head-to-Head Competition

On Aug 16, 2021, at 16:18, Lisa Slavin <lisa Slavin@michaelkors.com> wrote:

Hil After reviewing with Devon, we want to jump in with one suggestion. Bradshaw is a slow seller for the majority of
the world so we're not sure if Bradshaw will continue into Spring 2023, As such, we think we can just work un
relaunching a softer/most functional baguette shape that has prominent branding (as we know this was JI's callout
about Bradshaw), but it does not necessarily need to be in the Bradshaw family.

Pippa — Of course please let us know if you disagree!

Lisa Slavin

Senior Director of Global Merchandising, MMK Accessories
MICHAEL KORS

11 West 42 Street, 23 Floor

New York, NY 10036

T: 917.934 2466

M. 917.855.9593

E: lisa_slavin ellkors com

From: Carmen Bonsignore <Carmen.Bonsignore@michaelkors.com>

Sent: Monday, August 16, 2021 1:23 PM

To: Philippz Newman <Philippa.Newman@michaelkors.com>; Hannah Clayton <Hannah.Clayton@michaelkors.com>
Cc: Devon Ho <Devon.Ho@MichaelKors.comz; Lisa Slavin <Lisa.5lavin@michaelkors.com>

Subject: Re: Screenshot 2021-08-16 at 12.58.07

Hi Fippa

= oeanoend — “Vl@aybe we need to evolve our Bradshaw
. into a larger size?? Like C&ach is doing with
weeLrons | their Tabby... what | like about this version is

11 West 42° Street, 21% Floor
MNaw York, NY 10036

T 2101 0100 how soft it seems... not stiff...”

From: Philippa Newman <Philippa.Newman@michaelkors.com>

Date: Monday, August 16, 2021 at 1:00 PM

To: Carmen <Carmen.Bonsignore@michaelkors.com>, Hannah Clayton <Hannah.Clayton@michaelkars.com=>
Cec: Devon Ho <Devon Ho@MichaelKors.com>, Lisa Slavin <lisa.Slavin@michaelkors.com>

Subject: Screenshot 2021-08-16 at 12,58.07

Hi Carmen and Hannah.

Maybe we need to evolve our Bradshaw into a larger size?? Like C&ach is deing with their Tabby . what | like about this
version is how soft it seems... not stiff...

<image001.jpg>

PX2346-002 (Capri)




Fierce Head-to-Head Competition

From: Philippa Newman <Philippa Newman@michaelkors. com>
Sent: Sunday, June 6, 2021 4:41 PM
To: John Idol <John.|dol@CapriHoldings.com>

Subject: Re: Summer Trend: Mix And Match

We have this concept already with our mixed size logos in vanous sazes m Mamline and it 1s performing quite well [t's not something
that US Retail tends w0 pick up 10 be bonest but we can push this fusther with them

Philippa Newman
Presidemt, Accessories & Footweat

MICHAEL KORS

11 West 42nd Streect

New York, NY 10036

T:+1 212 201 8381

E: phalippa newmuan @ michaetko

O Jun 6, 2021, at 09:51, John 1dol <lohn ldol@capriholdings

The Nl bag stripes on signature kooks mce
We should do something like this for next
spring i full line and outlet

Begin forwarded message:

From: Coach Outlet <coachiac conchoutlet com>
Date: June 6, 2021 at 9:20:28 AM EDT

Tot John ldol <John ldola capnboldmgs com>
Subject: Summer Trend: Mix And Match

Reply-To: Coach NA Outlet <reply-fec3 157970600d7d-9979 HTML-91759356-100037478-22477

a'¢c conchoutlet com>

‘ John Idol

CEO, Capri

The full bag stripes on
signature looks nice.
We should do something
like this for next spring in
full line and outlet.

PX2242-001 (Capri)

Now's the time to add a hule

(or a lot of) color 1o vour wardrobe

CLICK TO SHOP

PX2242-002 (Capri)



Fierce Head-to-Head Competition

competitive recap
front table

Kate Spade Tory Burch

competitive recap
windows
Kate Spade Coach Premotional Offer
PX1127-003 (Tapestry)
PX1127-002 (Tapestry) =

LL



Fierce Head-to-Head Competition

Joanne Crevoiserat,
CEO, Tapestry

From: Joanne Crevoiserat <jcrevoiserat@lageslry.com>

Sent: Monday, March 15, 2021 10:36 PM

To: Kelsey Mueller <KMueller@tapestry.com?>; Christina Colone <cco'one@tapestry.com>

Cc: Andrea Resnick <arcsnick@taoestry.coms

Subject: Re: Peer Trading TPR $46.33 +51.72 +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 if we have
a presence in these areas.

PX1703-002 (Tapestry)

w



Fierce Head-to-Head Competition

From: Jenna Hendricks [/O=EXCHANGELABS/OU=EXCHANGE ADMINISTRATIVE GROUP
(FYDIBOHF23SPDLT)/CN=RECIPIENTS/CN=EACEABADAG254B2086B9AALESI7DFFE2-JENNA HENDR|

Sent: /28/2021 12:16:40 PM
To: John Idol [john.idol@capriholdings.com); Tom Edwards [tom.edwards@capriholdings.com]; Jaryn Bloom [jaryn.bloom@michaelkors.com)
Subject: RE: TAPESTRY TAKES ACTION TO DRIVE POSITIVE CHANGE FOR PEOPLE, PLANET AND COMMUNITY ‘
Hi John,

John Idol
We have already done this analysis and Anthony has started discussions with Wendy. They will be ready to discuss high level numbers with you. CEO capri

L]
Thanks,
Jenna
From: John Idol <John.|dol@ CapriHoldings.com>
Sent: Wednesday, July 28, 2021 B:12 AM
To: Jenna Hendricks <lenna.Hendricks @ CapriHoldings.com>; Tom Edwards <Tom.Edwards@CapriHoldings.com>; Jaryn Bloom <laryn.Bloom @michaelkors.com>
Cc: Kimberlie Faust <Kimberlie.Faust@CapriHoldings.com>
Subject: Fwd: TAPESTRY TAKES ACTION TO DRIVE POSITIVE CHANGE FOR PEOPLE, PLANET AND COMMUNITY
Kimberlie please schedule a meeting for 4pm Monday(my time) and 10am NY time with Jenna, Tom, Jaryn and Wendy to discuss the attached press release.
If possible | would like to understand the financial impact on taking the US MK store fleet full price and outlet to 515 per hour as of Nov 1st as well as the impact
on fiscal 22 and the full year impact on fiscal 23 (the analysis can be at a high level).
Begin forwarded message:
From: Krista Mcdonough <Krista.McDonough@capriholdings com>
Date: July 28, 2021 at 1:42:05 PM GMT+2
To: John Idol <John.|dol@capriholdings.com>, Tom Edwards <Tom.Edwards@capriholdings.com>, Daniel Purefoy <Daniel.Purefoy@capriholdings.com>, Jenna
Hendricks <Jenna. Hendricks@capriholdings.com>
Subject: TAPESTRY TAKES ACTION TO DRIVE POSITIVE CHANGE FOR PEOPLE, PLANET AND COMMUNITY
https://tapestry.gcs-web.comy/news-releases/news-release-tetalls/tapestry-takes-action-drive-positive-change-people-planet-and#
KRISTA MCDONOUGH
PX2113-001 (Capri)
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Fierce Head-to-Head Competition

COACH (Re)Loved

KORS L9VES
PRE-LOVED

KORSVIP members, se U § i 1s} rs pieces for store it
LIST AN ITEM -
Thread Participants: I Uiy Foc (Ovecr) NN cott Fos (Ovrer); I Lz Harrs
First Message: BRZ3fA022 220014 P -04:00 . ;
Last Message: 8232022 6:34:30 PM 4400 From: Ashish Parmar <AParmar(@tapestry.com>
| E— Sent: Tue, 23 Aug 2022 21:31:43 -0400 (EDT)
8/23/2022 2:20:14 PM -, . .
0w was Your hurch with Monesha? To: Liz Harris <lharris(@ tapestry com>
Pastpuned, Ghven laal riinute chaniges b Tivestor dey T pudted,
B
8/23/2022 4:28:15 PM
Males serse. Can 1 share LRP will Morgan Staniey team? Oh wow,,
(— They do know how to, rinse-repeat and repackage to the next level..
B/23/2022 5:18:50 PM
Thiey say Imitation Is the sincersst form of fattory

s LVES
PRE-LOVED

“They say imitation is
the sincerest form of
flattery...”

PX1448-001 (Tapestry)

From: Liz Harris <lharris@tapestry.com>

Sent: Tuesday, August 23, 2022 9:01:42 PM

To: Ashish Parmar <AParmar@tapestry.com>
Subject: ankle biters

Kors is coming for Coach Reloved!
https://fwww.michae!kors.com/trend/sustainable/
LIZ HARRIS

SVP, STRATEGY & INSIGHTS

SHE/HER

tapestry

TEN HUDSON YARDS

NEW YORK, NY 10001

T 4158440663

COACH | KATE SPADE | STUART WEITZMAN

/R-cat4990017

PX1278-001 (Tapestry)
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Undue Concentration in a
Relevant Market




“Accessible Luxury” Handbags is a Product Market

Relevant market includes reasonable substitutes

“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.”

United States v. Brown Shoe Co., 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.”

IQVIA4, 2024 WL 81232, at *24 (quoting FTC'v. Sysco Corp, 113 F. Supp. 3d 1, 26 (D.D.C. 2015).



“Accessible Luxury” Handbags is a Product Market

Commercial realities inform relevant market

Commercial realities reflecting competition between the merging parties
can inform market definition.

See FTC v. Staples, Inc., 190 F. Supp. 3d 100, 124 (D.D.C. 2016); Merger Guidelines § 4.3.

Congress prescribed a pragmatic, factual approach and the government
Is not required to define a market by “metes and bounds.”

United States v. Pabst Brewing Co., 384 U.S. 546, 549 (1966).



“Accessible Luxury” Handbags is a Product Market

FTC paths to establishing a market:

1 Brown Shoe practical indicia (Qualitatively)

2 Hypothetical Monopolist Test (HMT)
(Quantitatively)



“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 made offshore in Asia

« Distinct customers: Majority of customers are working and
middle-class Americans



Brown Shoe: Industry Recognition

COACH

FY23-25 LRP
March 2022

Our Global Brand Positioning: Redefine and Own “Accessible L uxury”

COALH

PX1431-001 (Tapestry)

-
Our Position W

Coach enables people to axplore thel fividual take on “Accessit L
the hiagh '

ih sl quality leather q 15 will oulstanding pas 1 for dataills and n
¥

craflsmanship 10 make sure our bags are carmed from one genaralion 1o anoths We
L\-w-:mt to make more people feel pul together, smart and confident to be themselves.

F .

Our Purpose

To inspire people 10 be confident lo express their rue selves and play the main charader in their slary, To
have the courage to ba real

\ J
'S ~
Qur Offering
:h‘how b 3 it & R Y0 R A S 8N
ppeal o a broaed Ndusive audence w aflocs on w Chiing 1 Rast Asln and dist
A s ot s B . s ot i
. o

Caracin

PX1431-012 (Tapestry)
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Brown Shoe: Industry Recognition

Case 2:22-cy-04392-FMO-JEM Docu 11enl 5|:-11 Filed 07/17/23 Page 2 0of 22 Page D

KATE SPADE LLC. Case No. 2:22-cv-04392-FMO-JEM

2 Flaintfy, JOINT STATEMENT OF Statement of Fact: “For a q_uarter ofa

vs UNCONTROVERTLED FACTS IN
) SUPPORT OF JOINT BRIEFING

o woLvine. REGARDING PLAINTIFE KATE century, Kate Spade, through its

Defendant SUMMARY JUDGMENT

i Duie:  Augus 17,202 predecessors-in-interest and licensees,

Time 10:00 a.m.
Dept.: Courtroom 6D

i Assigned to the Hon. Femando M. Olguin has been a leader ln acceSSible luxurv'”‘

Action Filed: June 27, 2022 P.3
FAC Filed; September 13. 2022

Competitive Pricing Update: Mamhne Handbags

KS has narrowed the gap vs. select other Accessible Luxury players;

14‘1’24‘ 1{\0 l) However significant price opportunity remains vs. our long-term {argets
August Board Meeting G U e M ,:::,: G4 Kspﬁi‘:‘f;s |
—m
MichaeiKors 5247 $355
Coach vyl $420 -23% -28%
Bl s Tory Burch ol $541 -40% 48%

KS Price Positioning

PX1725-001 (Tapestry)

PX1725-005 (Tapestry)
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Brown Shoe: Industry Recognition

Mr. Edwards re
fiszal 2024 as compa

viewsd with the Board the free cash flow and leverage ratio forecast (or
d with fiszal 2023, 2022 and 2027

Finally, M1, Fdwards proscated our calondar second quarter sales versus selected pesrs. He also
reviewed LS. rotail sales rends of the poer group for calendar sccond guarter,

The Board members asked questions of Mr. Edwards and Mu. 1dol conceming the foregaing

Ky Michael Kors Busmess Update
Cedric ‘{Vllmotte The filbowiig fusiices SFMshne] Enr sonikasivel jolned e iocibig
CEO, Michael Kors

Jurvo Bloom (Presadent. North Aumenca Retal, Michael Komsi®
Francesca Leoni (SVP, Chief Brand Cificen)®

Philippa Newman (President, Accessorics & Foctwear)

Faura Parsons (VP, Stradegy aod Transdormmmion)*®

Rebin Gendron (President, EMEA

“Mr. Wilmotte next discussed with the Board S o i s o e i B e . Faint

with the Beard key operatienal and fi | metries for Michacl Kers for the first (iscal quarter

the U-S- Ieather gOOdS market and the and also reviewed key challenges and initiatives for the business. incliding risks and opportusities

M Lioni reviewed with the Boand marketing and communications sy

acceSSi b | e I uxu ry ma rket_ ” Mr. Wilmuotie nest discussed wath the Bourd the LS. Jealther goeds market and the a('n:._'_«klll[.'

luxury warked, Mr. Wilmolie also reviewed with fhe Board revenue by channel| revenue by reg
and data base growth and anticipated future grewih,

prioniles.

Mr. Gendron provided Lhe Board with an update on the Micheel Kors EMEA business, meluding
trends, heudwinds and outlook. He pext reviewed with the Board key initiatives in EMEA and
reeen| and cxpecicd brand activations im the region

Ms. Newman reviewed wills the Board the Michacl Kors product stralegy and opportumili
The Board members asked questions of Michacl Kors management concerning Lhe [oregoing.

‘ A p R I Ms. Bloom, Ms. Leoni, M. Newman, Me. Parsons and Mr. Gendron left the mecting,
Mr. Wilmolle discussed with (he Board (he Michae! Kors tmmslommalion agenda, incliuding goals
and priontics and the intended operating model and crpanizational plan, as well as the aaticipated

HOLDINGS LIMITED limeline [or sclting (be impslonmation stralegy. The Board members asked questions of Mr
Wilmoue concerning the foregeing.

Minutes of the Meeting of the Board of Directors (the *Board™) 9} Jimmy Choo Busincss Updats
held on August 1-2, 2023 : ’ : . :
" 4 Richard Kozlowski (CFO ~ Jimmy Choo), Helene Phillips (Chiel Client Officer - Jimmy Chood
London, United Kingdom and Daphne Cousincar (President, PMEA — limmy Choa joined the mecling

PX2439-001 (Capri)

Minuigs of Mocting «f Bosrd of Diirceors 0801012003

PX2439-004 (Capri)

)
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Brown Shoe: Industry Recognition

Our Positioning: Expressive Luxury

Qur Position

Coach

wyvites our community w be their wue selves
Expressive Luxwry. Luxury

ko about

ot just abourg
We make the
T ith an pommnding pison
for derail and craftsmanthip to muke sure our bags are
chmied from one peneration o another. Our dionct

ntitude mspires confidence m the commumity w fmd

the courage to be real and express their true selves

Our Purpose
To inspire people w be confidens to express cheir true
selves and plav the mmn character m their story, To have

he courage to be real

Our Customer
Cur bullieye 1 the Timeless Millennial / Gen-Z, We

will remam relevant (o our current loyal audhence throagh

thie halo which trnscends seganents and age

COACH

Board Update

February 2023

P

Our Offering PX1731-019 (Tapestry)

Produet focue will be berwien S150-500 for NA and
$150-1000 for China and Rest of Asia and discnbuted
throogh 3 muolti-channel network.

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

4 N
PX1731-023 (Tapestry) Our Position
iality laath } n oulstanding | r dotalls and n
iismanship o make sure bag fe camed T ong genarabon o her. We
| want to make more people feel put together, smart and confident to be themselves., )
i Y
Our Purpose
To inspire peogle (0 be confident lo express thei rus selves and play the main character in their story. To
have the courage o be real
. J
[ 3
Who Qur Offering - ‘
Acpesl 1o & broad danice with 8 oom o || Oct Wil ba hetwean 3 sehghu
opasl 10 8 Droad Ncusive audence & hocus O China & Ras o P
e Timeless Gen Z/Millgrmial I_“_!nrl‘..h na 1':1 -.:_l :—xf-fu.n vl
k )

Carnn

PX1431-012 (Tapestry) 34



Brown Shoe: Industry Recognition

While perceptions of Coach as a brand from ...many are aware that things are changing at the

their teen years or for moms persist ...

brand, especially within the last year.

Coach is more established, they e rmore of an established
Dbrand like Ralph Lauren. And because of that | feel ke
they re just oid. I's not something for 20-somethings el
are golng 1o the club. [t's move for the 13-year-old going

I | usad io look al it as & mom brand because my mom would waar their

bags. But now | feel like there's something for everybody boecausa my
sisier ghe ikes their chain purses, and | ke their lilke mind bags. Now
there are some pleces that do sttract me, like the vinfage pleces. —Kars
18

to cheer practice or the 30-year-old that's laking her
doaughtler fo cheer practice.- Talena, 19

Whaen [ think of what Coach used to be, | immediately think of middie
aged mom... it was just very tacky for a while. But then they got nid of their
super flashy brand name after they reaiized ihat pecple don't really care for
that as much anymore, Coach is stilf for someone thal wants o feel maybe a
little bit mora affuent but isn't really aplurging on something such as LV or
Gueci. I've been actually wanting to purchase something from Coach. -
Erika, 23

Coach is a timeless brand, Someons who's & polished
professional | would say, and stylistically traaitional —
Yamini, 25

Coach is trying lo make a comeback. I'm conslanlly seeing videos, I'm
not into it. I's very casual, ke cherry designs - | can imagine walking lo
# high end sushi place in & Coach cherry bag. - Lucy, 22

new subille branding and thelr fun pastel colors I've seen, il's a liftfe more ininguing and tasieful lor me. Coach seems lo be making a comeback within this

| don't see myseif owming any Coach because Coach is my mom’s brand. | don’ see many pecple my age waaring Coach, but since the revamp wiih their
last year but fust because &'s Coach, it Irks me and I'm stuck with that mom bag fmage of Coach — Vivian, 24

S&Cl

COACED

PX1325-042 (Tapestry)

“Quality, Timeless, Affordable
luxury”

(B EYE L]

Corfideraa Commercial Ffmabon

“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.”

Gen T imaights. LA &

f |
Entry level
For older consumers

Ouidated (*C logo prints”)

More modem than expected
More appealing, drven by men s and olher
dasigns (Sig C, Tabby, Rogue, 2ic.)
Ancillary categories alsn mare exciting
{e.g., white snoakerns)

+ Coach Outlet crowded and |ess cohesive

+ The service in the store was genarally noted as
what they expaded. Only one mieraction was
mentioned as overboard (with too much
shadowing |

+ Collaborations and themed offering scmetimes
confusing and not in Coach aesthetc

[STRRSI P —— n

Tapesiry-FTC- OO0 140

PX1936-027 (Tapestry)




Brown Shoe: Industry Recognition

REBECCA MINKOFF

Rebecca Minkoff website:
“An industry leader in accessible
luxury handbags...”

~—— BRAHMIN
RALPH LAUREN




Brown Shoe: Distinct Prices

Coach Growth Strategy: Room to grow with our global brand positioning through
acquiring new customers, elevating median price, and increasing unit sales/customer

“Product portfolio starts at
$100 as point of entry and
does not exceed $1000
where luxury owns
market”

Median Price

- Median Prices still are $500 and below

globally with the lowest prices in NA
= NA- Retail: $270; Outlet: $131

+ Average units sold per customer: I

+ Cross-selling and repeat purchase

concentrated in Leather Goods

Increase cross-selling and repeat
purchase efforts fo maximize CLV;
product expansion in select categories
o help accelerate

PX1431-018 (Tapestry)



Brown Shoe: Distinct Prices

Q2 2024 Tapestry Inc Earnings Call - Final

Q2 2024 Tapestry Inc Eamings Call - Final

we conlinue 1o look gl the deal Remember, we never bought inlo necessarily your eslimates. We had what we call
prudent assumplions on the condition of the busmess and we stll have confidence in those key dnvers.

OPERATOR: Our next question is from Lomaine Hulchinson of Bank of Amenca

LORRAINE CORRINE MAIKIS HUTCHINSOMN, MD IN EQUITY RESEARCH, BOFA SECURITIES, RESEARCH
DAIVISICN: | wanted to focus on China for a minute. Understanding the year-over-ysar comparisons are pretty

Q4 2022 Capri Holdings Ltd Earnings Call - Final

04 2022 Capri Holdings Lid Eamings Call - Final

larciscape and Jimmy Choo was “opening pnoe ponl * And that has jus| been hestorical since before we purchased
the company. The managemen! team |ed by Hannah Colman, cur In particular, we made the decision that we, quite
frankdy, were just underpricing the product.

We have taken about 2 very large prce incresses. WWe have another 1 coming for the fall season. And that is just to
pot us to @ level where we believe we will 5t with fhe true luxury pricing. We have seen absolutely no pushback
from ouwr coneurner on thal. You can see the Jmmy Choo business is iterally on fire at this pont. So | think it's been

wolai

“...and the white space between us and traditional M G bk k8 g 0 iy o e
European luxury, that’s at an all-time high...So I'm Ragparing sty Ch Maym s b somehn aga o st yer. b 1 vt e . Verace we

a combinafion of the great designs led by Sandra Choi. and the teams ard the fact that obviously, dress up and

And our competitors are al sittng at much higher prices than we are Sa | dont think the consumer looks at what

went through the same exact exercise. And as you know, in the real power of luvury brands, prices are rising
consistently. But once agan, Versaoe, | would agam. call i almost opening price poant to the luury workd. We have
moved somewhat and really our firsd big price increases are coming this fall season, But we think there is absolulely
more room o go n Versace

excited by the white space.”

success |s thal our teams in the markel are doing an excellent job bullding our brands and connecting with
consumers. We confinee fo see consumer desire for our brands s strong and we saw that through the second
quarter. And importantly, in the surveys we field in the market. purchase infent in cur category, handbags and
legther goods |3 st high with consumers in the market. So again, expectabions are high Maybe Nl pass & 1o Todd
I there's any olher coler on your seerel sauce in the market, Todd?

TODD KAHN: Well, | won'l give away the full sscrel sauce, but | will say building on your comment, we feel really
good about China, parbcularty the leng-lemm opportunties in China. And one of the things that | point to and one of
the questions all of you ask me every quaner i3 how do you conlinue 1o see AUR growth and expansion YWhen you
lock at whese the Coach brand sils today and the while space between us and Iraditional Ewropean oy, thal's af
an all-Bmn hegh. And in a market like China, whes maybe prople arm being more frugal and Fhoughtiul aboul Their
purchase, that bodes very well for Coach.

5o I'm excited by the white space. I'm sxcited by our brand positioning. expressive luury is working, as Joanne
saxl in the prepared remarks. Our st quarter, we s3w growth n all markets, inciuding China. So excited by what
wo have comeng up and we're already seeing Quiled Tabby take hold in thal markst in a really meamnghul way.

Agam, as the brand continues to gt the tracton that i's getling, as we have the relevanoe with the consumer, wo
definitely think in parficular, in accessones, | would say. $hal there's a amount, more opportunity. We
will do that usry sirategically, and wa will do st a8 we sas product perform and make sure that we really have a
foothold with the customer in that calegory You saw that we grew accessones by over 75% during the quarter. We
grew it lootwear by 70%. These are encrmous increases. and | think # just resonates to our stralegic iniSatives and
it's working at Versace.

And then lastly, on Michaal Kors. Again, the hoory market has confinued to move up very consistsntly. Price
mcreases probably happoned in the 5% to 7% range and on very expensive products. So thi dolta between when
Michae! Kors (s and the huxry world continues 1o widen. So we believe that that will continue 1o have a pathwsy for
us {0 raise prices as we elevate the brand.

To answer your fnal queston, we don't really give out Lnits versus increases. But as we've okl you, the AUR has
really grown double digit durng the year. And part of thal's been price increases and qude trankly, part of that's just
been much higher full price sell-thioughs because we've laken a less promotional attilude posture during 1he

OPERATOR: Our naxt question is from Brocke Roach of Goldman Sachs,

BROCKE SILER ROACH, RESEARCH AMNALYST, GOLDMAN SACHS GROUP, INC., RESEARCH DIVISION
Joanne, | was hoging you could provide some addibional thoughts on how you're thinlong about the cutiock for
Morth America handbag and accesscries. but specifically both for your Coach brand and for Kate Spade? What's
driving the undestying confidence in stronger growth in the back half of the year, specifically in fiscal fourth quanies?

“So the delta between where Michael Kors is and the
luxury world continues to widen.”

m
e
e

And hew are you hinking sbout that relative fo fthe compelifve pressures ihat you might be seeing in the market?

rket is abways 50 we love @ compe market.
b5 was flat with last year, in line with last year, but above our
|mergins. So we continese ie pricritze & healthy business and

will focus on healthy growth in the market What we see
f being cholcetud and theyne responding fo newness and
P chelrunsing in the markel. And well confinue o do that

pilh wheste it was in the first hall. Sa no dramstio inflection in
hr. W think trends will be in line. But agan, we're managing
Ui, expanced gross mangin and operating mangin, Our
Nerth America. but globally. So we expect io continue fo
ve lorward

PET135011

PX7135-011 (Public)

Todd Kahn, CEO and Brand
President, Coach

MATTHEW ROBERT BOSS, MD AND SENIOR ANALYST, JPMORGAN CHASE &
Congrals on o noe quarter. So John, having now lapped stmulus and = light of o
different consumer categones, how are you thinking abeaut growih prospects, maybe
aconssofies space structurally relative lo pre-pandemic? What are you ambedding for|
And then [ust on the kuury side, can you jus! speak or slaborate on the gide path |
maybe as |t relates fo the 52 billon target and just growih apportunities that you see u

JOHMN O, ID0L: Thank you for fhat quassion, Matt. Laok, | think in terms of tha stimuly
company saw 3 ltfle b of sofiness dunng March, very liftle bit in the begnning of
come back. 5o we're seeing business in Narth America trending very nicely rfight now.,
that = cbviously. everyone continues to speak about the health of the American consuy
more in savings Fan @ was at this ime, prepandemic

PX7138-011 (Public)

John Idol
CEO, Capri

¢
Qo



Brown Shoe: Distinct Prices

Coach Women's Handbag Median Price Points
Room to stretch, but still much lower than fraditional luxury entry point of $10

RETAIL OUTLET

P 5270
North America sazs  $24°  goo

$2256
- $119 | 3R]
| . = - -
Frg FYat FYa1 YD FYEE Fyg Fyed FY&l YID Fy2e

“Room to stretch, but still much lower than traditional
luxury entry point of $1000+”

=

PX1431-019 (Tapestry)



Brown Shoe: Peculiar Characteristics and Unique

Production Facilities

Fram:  “Joanne Crevoiseral” <jerevoiserattapesiry.com=>

Sent:  Sun, 26 Jun 2023 16:28:40 0500 (E5T)

Ta: “Peror Charles” <poharlesg@itapesty come; “Scott Roo® <sroci@mpestry.com:; “Noam Parmsky® <nparansky @ tpestry.com>

Cie: "Debea Meyer” <dmeyer@tapestry.com=; *Laura Booth” <[ Booth{@tnpestry.com>; “Kermi Reynolds" <kreynolds@@tapestry.com>; "Melise
Lawrence™ <misarenca@onach.comz; " Kamishn ShimHne'" <kshimbvef@mpestry.come; *Theeesa Menno™ <tmenno@tapestry. oom=

Suhjeer: Re: Fob Board Innovation Topic - Wotking Session 3

Debbie, Noam and Deter, Joann_e
Crevoiserat,

[ edited the word docurnent to ilustrate the content and flow of the document. It should not he written 35 a ketter, mather 25 a namative that wall be positioned i front
CEO, Tapestry

of the slides. The narrative will tol] the stoey (and back story) and the slides will be used to facilitate the discussion in the meeting on specific topics. Please review the
comments and edits and mike fimther sdjostments that you think move us fiurther in this direction.

Delihierpeter. specifically, I think we com add a bit to the beginning of onr SC section neinfoecing thar our supply chain innovation over the years effectively creatsd

the accessible houry market - halincing Jower cost with quality well made product. We cantinue to innovate to suppod the creativily that the brands need while
rnmn‘m COATS ArC m!::ng'fi lndf'hv*r the value the consimer reognizes. Yem can call ot recent suceesses like Takby as ilkistration as well as oe pgation i 2z,

B e Joanne Crevoiserat put in an email in preparation for a
- Board of Directors meeting “...our supply chain
Jowme innovation over the years effectively created the
PX1704-001 (Tapestry) accessible luxury market — balancing lower cost with
quality well made product.”

Hope these notes are helpful in moving us closer 10 a final product. Fleass reach out with any fluther questions. Happy 1o review a ''next tnm™

[ Supply Chain
“Our approach to delivering innovative, high-quality product

while optimizing costs created the accessible |UXUl'y market.” | creates innovative, consumer-centric product while balancing speed
and costs. To achieve this, we leverage our global network of Tapestry

talent, raw material suppliers (RMS) and external service providers (SPs) to develop product
using new materials, techniques, and processes.

Our approach to delivering innovative, high-quality product while optimizing costs created the
accessible luxury market, The evolution of our supply chain - from being a US based
manufacturer at Coach’s inception, to pioneering a shift to China in the 1990's, leading to a
significant diversification within SE Asia in 2010 — exemplifies our commitment to innovation,
We have multiple development centers around the world, comprised of our own talent in NY

PX1731-048 (Tapestry)




Brown Shoe: Distinct Customers

GLOBAL OMNI (LSS + eComm) CUSTOMER VALUE SEGMENTS:
FY22Q3

Customer Value Profile Value of the % % Customer
Customer Net Sales Customers Discount %

Price insensitive, loyal repeat

Gotta Have It i

One & Done Gifter Annual full-price gift purchaser

1ed  Converts during FP events

MK Loyalist, only buys
markdown

Buys lots, on eComm
“clearance”

Buys one item, when
discounted enough

_ | Waits to buy handbag at deep
markdown

SOURCE: Unified Customer Platform. Real Customerns, excludes Resellers, Employees, 4 Affilate’'s

PX2753-043 (Capri)



True Luxury Handbags Are Not Reasonable Substitutes

Pricing Analysis: US Bags MSRP Peer Review

All brands have shown MSRP increases in the last year.

5000
4500

4000

3500

LUXURY BAGS

S

Db GUCE] s—ll  —Frado Told Lux
Mor/LV data was 53,784
ot collected /%
83,544
$2.959
$2.348
$2.135
NJon 00 Apr O Jul (€ P Ol Jon O Apr O Jul 01 Oct C Jan
2019 2019 2019 )9 2020 2020 2020 2020 202 2022
T ot ) 3 ey '22YTD vs 2118
19 vs "18 20vs"19 21 vs 20 21 CAGR
: =
s LV +8% -3 19% +1% +Th
2 Dior® +13% +10% +13%
O . . :
o Gueci 1% 1% +1% 6% 0%
o=
g Prada + 3% v 2 8% 14% 4%
Total ~ p ; = i
+ O +119 + 7% +T%
Bench 4% b 1% * %

3500

450

MSRP GROWTH

Coach ks

Coach

KS

B

MK
Marc

Total
Bench

* No Dicr cata provided for 2019 a3 EDITED began collecting Dior dota in March 2020. Dior *21-'20 growth and '17-"22 CAGR based on March 2020

Source: EDITED as of 2/8. Note: dato excludes outlet & exotics (alligator, crocodie, ostrich, python ono snokeskin,

07T Jul 01 Oct O Jan

2019 20

l 2000

‘19vs"18
+9%
+10%
+1%

+B%

ACCESSIBLE LUXURY BAGS

ME,  —] s— O

Ol Jud 01 Oct Gidan OlApr 01
2020 2020 2021 202 202
‘Sove'te ‘Divepn [ 22YTDVEQY 218
21 CAGR
5% »b% 8% %
4% +17% | %
“1% +4% +3%
2% “10% 7%
4% 2
3% +1% +11% 2%

tapestry
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COACH GLOBAL PRICING

PX1296-008 (Tapestry)



True Luxury Handbags Are Not Reasonable Substitutes

LUXURY BAGS
;‘\ 500C Dic GUCE] |l —Frodc Tatal Lux
45
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True Luxury Handbags Are Not Reasonable Substitutes

Thread Participants: I € 'zoocth Fraser (Ovnes); N ~odd Kahn: [ E'zobeth Fraser (Owner)
First Message: B/3/2021 B:51:55 AN 400
Last Message: 8/3/20218:57:14 AM -04:00

8/3/2021 8:51:55 AM

We may think we're competing with LV ard Guocl but [ can assure you that they ane not compeling with
us

“Gucci bags at $2000 [emmsssem
Is just not our
customer in NA”

/3/2021 B:55:24 AM
we are trying to do it in a bealthy way

0/3/2021 0:5%5:59 AM

This worrles me that we'll nake bad decisions n order to try to grb the wosg markst share

8/3/2021 R:56:08 AM

Gucd bags & $2000 15 just not Sur customer In NA

8/3/2021 8:56:14 AM
You and T wont

8/3/2021 8:56:21 AM
Wie should be focused on the correct markat share

8/3/2021 5:56:53 AM
Take it from MK, TB, etc

Todd Kahn 8/3/2021 8:56:58 AM
CEO and Brand President, Coach Eractly
Even Burberry has pushed up into true luary

PX1067-001 (Tapestry)




True Luxury Handbags Are Not Reasonable Substitutes

Liz Fraser

CEO and Brand President, Kate Spade

Thread Participants: |l £'izabeth Fraser (Owner); -{ I Tim Rvan

First Message: 8/11/2022 10:15:08 AM -04:00
Last Message: 8/11/2022 5:57:03 PM 04:00

“Bottom line, saying we’re in
the same market with true
luxury is a joke”

LB
8/11/2022 10:33:34 AM
[ don't belleve the strategy teams #s

8/11/2022 10:34:01 AM

PX1427-001 (Tapestry)

“‘Nobody says ‘should | buy
a LV bag or a Coach bag?”

Hisconnacted strategy team is with business

—_—
B8/11/2022 10:34:21 AM
And If we believe in uxury why are we in outiets

PX1427-002 (Tapestry)
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Mass Market Handbags Are Not Reasonable Substitutes

High-end mass-market goods are different from luxury goods

. L - . here may be criteria 10 separate high-end mass-market goods from other mass-market
Capri told China’s State Administration for Market RN p R P . _ s
remains clear that high-end mass-market goods differ from luxury goods. In addition

Regulation (“SAMR”) while obtaining regulatory revious analysis regarding the substitutability of luxury and mass-market goods, the
clearance for this deal in China: “high-end mass market he further elaborates the distinction between luxury goods and high-end mass-market

pl’Odl.lCtS also offer QOOd quality and performance and uggesting that luxury goods may constitute a distinct product market.
are made with decent materials and manufacturing
processes, [but] they are not on the same level as
quury products_" lusivity: Luxury products are often associaled with exclusivity and rarity. They are

rroduced in limited quantities and are not easily accessible 10 everyone. By contrast. high-

¢ perspective of customers:

end mass-market products are more widely available and accessible to a larger consumer
base compared to luxury products. The former are produced in larger quantities and

distributed through various retail channels.

*  Premium Quality: Luxury products are known for their superior crafismanship. finest
materials, and attention to detail. They are made with the highest quality standards,
resulting in exceptional performance and durabihity. 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)

Tapestry told SAMR: “The Parties submit that personal
luxury goods differ from mass-market goods and
Personal luxury goods constitute a separate relevant prodct market constitute a separate relevant product market...”

The Parties submit that personal luxury goods differ from mass-market goods and constitute a
scparate relevant product market duc to the following reasons.

4. Relevani product markets

PX1088-003 (Tapestry)

[9)]



HMT: Hypothetical Monopolist Test

HMT 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.”

IOVIA, 2024 WL 81232, at *25.

Dr. Smith performed the HMT and it confirms that “accessible luxury” handbags is
a relevant market within which to analyze the effects of the merger. See generally
IQVIA, 2024 WL 81232, at *25-31.

Dr. Smith also conducted alternative analysis showing that a market made up of
only Coach, Michael Kors, and Kate Spade would also satisfy an HMT.



“Accessible Luxury” Handbag Market Is Highly

Concentrated, Raising Fresuniptiion of lllegality

Undue Concentration

Combined market share >30%

U.S. v. Philadelphia Nat’| Bank, 374 U.S. 321, 364-65 (1963)

Herfindahl-Hirschman Index (“HHI”)
>1800, with delta more than 100

2023 DOJ and FTC Merger Guidelines § 2.1; IQVIA, 2024 WL 81232, at *34




“Accessible Luxury” Handbag Market Is Highly

Concentrated, Raising Fresuniptiion of lllegality

Undue Concentration

Combined market share >30%

Coach, Kate Spade, Michael Kors >50%

U.S. v. Philadelphia Nat’l| 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 DOJ and FTC Merger Guidelines § 2.1; IQVIA, 2024 WL 81232, at *34



Defendants’ Arguments Are Meritless

* No cognizable merger-specific efficiencies

* Entry is not timely, likely, and sufficient to
counteract the anticompetitive effects

* High barriers to entry
» Building a brand is challenging
- Marketing is costly
» Brick and mortar stores are important
- Defendants’ treasure trove of consumer data



The Equities Favor an Injunction

Public equities:
« Effective enforcement of the antitrust laws
« Avoiding “unscrambling the eggs” after consummation

“Private equities are not to be afforded great weight”

IQVIA, 2024 WL 81232, at *52 (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 Corp., 492 F. Supp. 3d 865, 918 (E.D. Mo. 2020)



The FTC’s Case

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





