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By SARAH RAMIREZ

NEW YORK Embracing heritage, both from a brand and personal perspective, has helped executive creative director
Stuart Vevers steer the iconic U.S. label Coach towards the future.
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In a conversation between Dame Glenda Bailey, editor in chief at Harper's Bazaar, and Mr. Vevers at the Design Our
Future conference on April 4, the pair discussed how their British upbringings have helped them succeed in the

American fashion industry. Mr. Vevers has been at Coach since 2013, after stints at luxury labels including Calvin
Klein, Mulberry and Loewe.

"['ve always been very intrigued by brands that have an existing story," Mr. Vevers said. "l think so much of a story
comes from where you are and the environment you're in."

The Design Our Future conference was hosted by the United Kingdom's Department for International Trade and the
British Consulate General New York.

Environmental influences
Both Ms. Bailey and Mr. Vevers have humble British roots. Mr. Vevers was raised in Doncaster, a town in South
Yorkshire, England.

Each also dealt with close family members who tried to discourage them from pursuing fashion in a professional
capacity. Although Mr. Vevers' father disapproved of him pursuing a degree in women's wear at the University of
Westminster in London, his mother and aunt helped nurture his creativity starting in childhood.
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Coach executive creative director Stuart Vevers. Image credit: Coach

Mr. Vevers' professional career began in the 1990s at Calvin Klein in New York, before he climbed the luxury fashion
ladder in Europe.

After working in the U.S., Italy, France and Spain, he has firsthand knowledge of how different settings influence a
brand's ethos.

"Environment has a big impact," Mr. Vevers said.

For instance, he noted how Mulberry's roots in rural Somerset, where the brand has a factory, are still reflected in its
luxury goods.

Now in his mid-40s, Mr. Vevers straddles the edge between Generation X consumers and millennials. This gives
him better insight into today's younger affluents.

"[ think people to do want to know a lot more detail [about products] and what the values of a company are," Mr.
Vevers said. "[Sustainability] is really important to me. The next generation is really demanding transparency and |
think big businesses are going to have to sit up and listen."

For instance, Coach does notsource leather from Brazil because its large cattle population has greatly contributed to
the country's alarming deforestation rate.
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"['ve never used fur in any of my collections at Coach, but our customers were also asking [us notto]," Mr. Vevers
added.

Tapestry, parent company of Coach, also recently adopted the United Nations' Sustainable Development Goals,
joining about 10,000 other companies including Kering, Burberry, L'Oreal and LVMH (see story).

Creative craftsmanship
Although Coach, which was founded in New York in 1941, does not have the centuries of history of other luxury
houses where Mr. Vevers has spent has career, it still has a reputation for quality goods.

"Our clients often talk about handing down a piece to a daughter or son because our products are meant to last," Mr.
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Vevers said.

Previously known as Coach, Inc., Tapestry has turned itself into the first New York-based luxury group by buying
brands that are similarly positioned in the retail market but with differing aesthetics. Tapesty, which owns Coach,
Kate Spade and Stuart Weitzman, prefers being recognized as the first New York-based house of luxury brands.

The chosen labels share an outlook of inclusivity while also focusing on craftsmanship (see story).

Mr. Vevers' experiences in the U.S. have also helped him become more experimental. As Ms. Bailey joked, the British
tend to embrace their "what will go wrong?" mentalities while their American counterparts have more "can do"
attitudes.

Mr. Vevers thanked designer Marc Jacobs for exposing him to the value of creative collaborations during their time
together at Louis Vuitton.

"Collaborations take you out of your comfort zone immediately, pushing boundaries and surprising people," Mr.
Vevers said.
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