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Coach, Inc. (COH)
� Coach, Inc. (Coach) is a marketer of fine accessories and 

gifts for women and men.  Product offerings :
� Women's and men's bag, accessories, 
� Business cases, footwear, wearables, 
� Jewelry, sunwear, travel bags, watches and fragrance. � Jewelry, sunwear, travel bags, watches and fragrance. 

� The Company operates in two segments: 
� Direct-to-Consumer  89%

� North America – 63%
� Japan – 18%
� China – 6%

� Indirect  11%
� Coach Wholesale – 6%
� International – 4%



Coach, Inc. (COH)
� Growth Strategies:

� Increase global distribution – primarily in North 
America and China

� Improve store sales productivity � Improve store sales productivity 

� Five Key Initiatives

� Building stores – target of 500

� Raise brand awareness – in emerging markets

� Refocus on Men’s opportunities

� Expand market share in Japan

� Raise brand awareness through digital strategy



Coach, Inc. (COH)
� All products are manufactured by independent 

manufactures.  However, Coach maintains control of 
the supply chain process from design through 
manufacture.manufacture.

� 850,000 sq ft distribution center in Florida.  
Automated facility – bar code scanning warehouse 
management system.

� Facilities in China and Japan are owned and operated 
by a third party.
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� Stock Repurchase

� $1.0 billion in 2011

� Committed to $1.5 billion through 2013 

� Debt� Debt

� Assumed $22 million in mortgage for the headquarters 
building in 2009

� Final payment due in 2013
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� Average Store Size

� Retail – 2,700 sq ft

� Factory Outlet – 4,500 sq ft
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Coach, Inc. (COH)
� What I Like

� Strong historical and projected sales and EPS growth

� 93.3 quality rating / 20.7 PAR

� High end, niche products / � High end, niche products / 

� Growth in Asia and in Men’s products

� What I Don’t like

� Economy – slowing growth in China

� Impact of foreign currency


