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Executive Summary

Europe remains one of the world’'s most commercially important markets for handbags, leather goods and
premium accessories. However, the opportunity is evolving.

The European handbag market generated an estimated USD 18.6 billion in 2025 and is forecast to grow at
approximately 6.1% annually between 2026 and 2033. Leather represented the largest material segment
and is also forecast to remain the strongest-growing material category.

The broader European leather-goods market—which also includes footwear, apparel and other leather
products—is estimated at approximately USD 114.2 billion in 2026, with projected annual growth of around
5.5% through 2031. This broader figure should not be confused with the handbag market alone.

The demand outlook is therefore positive, but growth will not be evenly distributed. Retailers face weaker
consumer confidence, margin pressure, increased price transparency, greater marketplace competition and
a growing secondhand sector.

The strongest opportunities will belong to companies that:

+ Build differentiated private-label collections.

* Curate fewer, more commercially relevant products.

* Reduce time-to-market.

« Improve inventory discipline.

* Protect quality and consistency.

+ Use supplier relationships as a strategic capability.

« Combine digital distribution with strong brand and product storytelling.

The central conclusion of this report is clear:

The next competitive advantage in accessories will not come from offering more products. It
will come from making better assortment, sourcing and inventory decisions.



1. Market Snapshot

European Handbag Market

2025 estimated market value: USD 18.6 billion
Forecast CAGR, 2026-2033: 6.1%

Largest material segment: Leather
Fastest-growing material segment: Leather
Highest projected country growth: Italy

Broader European Leather-Goods Market

2026 estimated market value: USD 114.18 billion
2031 forecast value: USD 149.48 billion
Forecast CAGR, 2026-2031: 5.49%

Within this broader market:

* The mass segment represented almost 60% of 2025 revenue.

* Premium products are forecast to grow by approximately 6% annually.

+ Offline retail accounted for almost 70% of revenue in 2025.

* Online channels are forecast to grow faster than the overall market.

* Handbags are expected to outgrow other major leather-goods product categories.

Digital Commerce

E-commerce remains structurally important. In 2025, 78% of EU internet users aged 16-74 purchased
goods or services online, confirming that digital buying behaviour is now mainstream rather than a
specialist channel. Consumers aged 25-44 remain the largest contributors to European e-commerce.

For accessories retailers, this increases opportunity but also creates:

* Greater price comparison.

* More cross-border competition.

* Higher customer expectations.

* Pressure on delivery speed.

* Greater promotional visibility.

* Increased dependence on platform economics.



2. The European Market Is Growing—but the
Industry Remains Under Pressure

The market outlook is not uniformly positive.

The fashion industry entered 2025 facing economic uncertainty, geopolitical pressure and changing
customer values. The State of Fashion analysis described a difficult environment in which industry leaders
expected cautious consumer sentiment and challenging trading conditions.

Italy illustrates this tension particularly clearly.
During the first quarter of 2025, the Italian leather-goods sector experienced:

* An 8.5% decline in exports.

* A7.7% decline in turnover.

* A 4.4% reduction in domestic retail demand.

* A 16.4% decline in industrial production across the leather supply chain.

The broader Italian fashion sector remains strategically important, generating approximately 5% of Italian
GDP and employing around 1.2 million people. Nevertheless, global sector sales contracted in 2024,
highlighting the difference between long-term industry attractiveness and short-term trading pressure.

Implication for Retailers

Market growth alone will not guarantee profitability.
Retailers and brands must improve:

+ Assortment discipline.

* Supplier selection.

* Product differentiation.

+ Cash conversion.

« Gross-margin management.
« Stock turnover.

* Replenishment capability.

+ Delivery execution.

3. Six Forces Reshaping the Accessories Market

3.1 Consumers Are Becoming More Selective

Consumers are still buying accessories, but the reasons behind purchase decisions are changing.



Products increasingly need to deliver a convincing combination of:

* Quality.

« Functionality.

* Versatility.

* Design relevance.

* Perceived durability.
* Value for money.

* Brand identity.

This creates a difficult middle ground for undifferentiated products. Accessories that lack a clear
commercial role are increasingly exposed to discounting.

Retail Recommendation

Every SKU should fulfil one of three roles:

1. Core commercial product
A repeatable, versatile item with broad customer relevance.

2. Seasonal demand driver
A trend-led product that creates freshness and urgency.

3. Brand-building product
A distinctive item that reinforces positioning and visual identity.

Products that do not fulfil one of these roles should be questioned.

3.2 Functionality Is Returning to Fashion

Spring 2026 accessory direction combines practical products with more expressive design.

Large, functional bags capable of carrying everyday essentials have returned strongly, while compact
evening pouches and hands-free formats remain relevant for specific occasions.

Commercial Opportunity

Retailers should consider an assortment architecture that balances:

+ Large work and everyday bags.

* Medium structured handbags.

* Crossbody and hands-free formats.
+ Small evening or occasion pieces.

* Travel and business products.

* Selected statement items.



The strategic lesson is not to follow one trend exclusively. It is to construct a portfolio that addresses
different customer missions.

3.3 Private Label Is Becoming More Strategically Important

Private label gives retailers and fashion brands greater control over:

* Product differentiation.

* Pricing architecture.

* Gross margin.

* Branding.

* Exclusivity.

 Packaging.

+ Customer loyalty.

» Competitive comparison.

However, private label succeeds only when it is commercially disciplined.

The objective should not be to create the largest collection. It should be to build the smallest assortment
capable of delivering the required revenue, margin and brand impact.

Recommended Private-Label Model

« Start with proven product structures.

+ Adapt colour, material, hardware and branding.
+ Use limited initial quantities.

* Review sell-through quickly.

* Reorder proven winners.

+ Expand only after evidence of demand.

This approach reduces development risk and shortens the path to market.

3.4 Speed Is Becoming a Commercial Advantage

Traditional seasonal development cycles are becoming less compatible with fast-moving digital demand.
Retailers increasingly need the ability to:

* Respond to emerging demand.

* Introduce newness during the season.

* Replenish bestsellers.

* Test new categories.

« Launch capsules quickly.

* Reduce large speculative commitments.



A sourcing partner that can produce selected models in fewer than three weeks can give retailers a
meaningful advantage—but only when product availability, materials, quality control and delivery planning
are managed with discipline.

Key Principle

Speed without accuracy creates stock risk. Speed combined with commercial curation creates
competitive advantage.

3.5 Secondhand Is Changing Value Perception

The global secondhand luxury market reached an estimated €50 billion in 2025, almost double its 2019
level. Industry estimates suggest that this market has been growing at approximately 10% annually—
materially faster than new luxury-goods sales.

This does not eliminate demand for new accessories. It changes the customer’s understanding of value.
Consumers increasingly evaluate:

* Longevity.

* Material quality.

+ Timelessness.

* Resale potential.
* Authenticity.

* Price justification.

Retail Recommendation

New accessories should communicate why they deserve to exist.
That argument may be:

* Better quality.

* Better functionality.

* Better design.

* Better price-to-value.

* Better exclusivity.

* Better brand meaning.

Undifferentiated “more of the same” products will be increasingly vulnerable.



3.6 Digital Growth Is Increasing Price Transparency

High European e-commerce adoption gives retailers access to larger audiences, but it also exposes
products to immediate price comparison.

Marketplace environments intensify:

* Promotional competition.

» Commission pressure.

+ Advertising costs.

* Fulfilment costs.

* Return-related costs.

* Brand dilution.

+ Direct comparison with lower-priced alternatives.

Commercial Implication

Retailers cannot rely exclusively on marketplace volume.
A resilient accessories strategy should combine:

* Selected marketplaces.

* Direct e-commerce.

* Wholesale or department-store distribution.
+ Controlled off-price activity.

* Exclusive or private-label products.

* Strong customer retention.

4. Channel Outlook

Department Stores

Department stores remain valuable for:

* Brand credibility.

* Premium presentation.

* Physical discovery.
 Customer trust.

+ Cross-category purchasing.

However, suppliers must meet high standards for:

« Delivery reliability.
* Packaging.
* Product information.



« Compliance.
* Assortment clarity.
« Commercial support.

Marketplaces

Marketplaces offer reach and speed, but profitability must be evaluated after:

« Commission.

* Shipping.

* Returns.

* Advertising.

* Promotional pressure.

* Account-management cost.
* Stock risk.

GMYV should never be treated as equivalent to profitable revenue.

Off-Price and Flash Sales

Off-price remains commercially relevant when used selectively.
It can support:

+ Stock rotation.

* Market testing.

» Customer acquisition.
* Geographic expansion.
+ Seasonal liquidation.

It becomes dangerous when it defines the entire brand or when payment and credit risk are not controlled.

Fashion and Lifestyle Brands

Brands expanding into accessories represent one of the most attractive opportunities in the market.
They already possess:

+ Customer relationships.

* Brand identity.

* Marketing infrastructure.
+ Digital audiences.

« Existing distribution.

What they often lack is specialist accessories sourcing and production expertise.



Premium Boutiques and Concept Stores

These channels require greater differentiation and lower-volume flexibility.
The opportunity lies in:

* Curated capsules.

+ Distinctive materials.

+ Limited-edition colourways.

+ Strong storytelling.

* Products not easily available on mass marketplaces.

5. Country Priorities

Germany

Germany remains a priority because of its scale, high purchasing power and mature e-commerce
environment. It is particularly attractive for:

* Functional leather bags.

* Business products.

* Neutral colours.

* Strong price-to-quality propositions.

* Reliable replenishment.

+ Department-store and marketplace partnerships.

France

France rewards:

* Brand narrative.

* Refined styling.

* Premium positioning.

* Curated collections.

* Private-label differentiation.
* Visual consistency.

The market is attractive, but presentations and product selection must feel specifically adapted to French
retail culture.

Italy

Italy combines strong consumer recognition of leather quality with an internationally important
manufacturing ecosystem.



The domestic market has faced pressure, but Italy remains central to:

* Craftsmanship.

* Product development.

* Leather expertise.

» Manufacturing credibility.

* Premium brand storytelling.

Spain
Spain offers opportunities through:

* Department stores.

* Fashion groups.

* Marketplaces.

* Tourism-related demand.

* Accessible premium positioning.

Benelux

The region is attractive for:

« Digital-native brands.

« Fashion and lifestyle concepts.

+ Cross-border e-commerce.

+ Sustainable and functional product propositions.

Nordics

Nordic markets tend to reward:
* Minimal design.
* Functional construction.
« Durability.

* Responsible materials.
* Clear product storytelling.

Central and Eastern Europe

The region should not be treated only as a lower-price market.

Rising purchasing power and expanding digital commerce create opportunities for accessible premium
accessories, especially where the price-quality relationship is strong.
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6. What Retailers Should Do in 2026

1. Reduce Unproductive Assortment Complexity

Measure:

* Sales per SKU.

* Gross margin per SKU.
* Stock turn.

* Reorder rate.

* Return rate.

* Markdown rate.

Remove products that add operational complexity without creating meaningful revenue or strategic value.

2. Create a Clear Price Architecture

Each collection should include:

* Entry products.

+ Core commercial products.

* Premium products.

* Selected statement products.

Avoid clustering too many products at similar price points.

3. Separate Core and Fashion Buying

Core products should be planned around repeatability and replenishment.

Fashion products should be bought more selectively and reviewed quickly.

4. Use Existing Proven Models Intelligently

Not every private-label project requires completely original product development.
Existing commercially proven structures can be adapted through:

* Branding.

* Colour.

* Leather.

* Hardware.

* Packaging.

e Trim.

* Assortment curation.
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This can reduce development cost and time-to-market.

5. Treat Supplier Reliability as a Financial Metric

Late delivery, inconsistent quality and weak communication affect:

+ Customer satisfaction.
* Cancellation rates.

« Markdown exposure.
* Cash flow.

* Internal workload.

* Brand trust.

Supplier evaluation should therefore include financial and customer-impact measures—not only unit cost.

6. Protect Working Capital

Revenue growth that increases exposure to slow-paying or financially unstable customers can destroy
value.

Before accepting extended payment terms, assess:

* Maximum unsecured exposure.
+ Customer payment history.

* Margin after financing cost.

* Legal counterparty.

* Credit information.

« Strategic account potential.

+ Concentration risk.

7. A Practical Accessories Growth Model

Store Brands VIP recommends a six-stage model.

Discover

Understand the retailer’s:

* Customer.

* Positioning.

« Commercial objectives.
* Price architecture.

* Existing assortment.

* Distribution model.
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Diagnose
Identify:

* Assortment gaps.

* Margin opportunities.
* Stock risks.

+ Category duplication.
* Supplier weaknesses.

Curate

Select products based on:

*» Target customer.

* Historical performance.
* Seasonality.

* Price.

* channel.

« commercial role.

Produce

Confirm:

* Specifications.

* Branding.

* Packaging.

* Lead times.

* Quantities.

* Quality requirements.

Deliver

Manage:

+ Consolidation.

* Documentation.

* Shipping.

* Fulfilment requirements.
* Delivery deadlines.
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Grow

Review:

+ Sell-through.

* Reorders.

* Product performance.
* Customer feedback.

* Margin.

* Future opportunities.

8. Outlook for 2026-2028

The European accessories market should continue to grow, but profitability will be increasingly
concentrated among businesses that combine product quality with superior commercial execution.

We expect the following developments:

1. Continued private-label expansion
Retailers and established brands will seek greater margin and differentiation.

2. More selective product development
Large speculative collections will become less attractive.

3. Growth of functional premium products
Customers will continue to value versatility and everyday use.

4. Greater emphasis on supplier consolidation
Retailers will favour partners capable of coordinating multiple activities.

5. Faster test-and-reorder cycles
Buyers will seek lower-risk initial commitments and stronger replenishment.

6. More scrutiny of marketplace profitability
GMV growth will be evaluated against fulfilment, returns, discounts and commissions.

7. Stronger demand for transparency and traceability
Product origin, materials and manufacturing practices will become increasingly relevant.

8. Continued growth of secondhand
New products must offer clearer long-term value.
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9. Store Brands VIP Perspective

Store Brands VIP has spent 15 years producing leather handbags in Italy and supplying European and
international online retailers.

The company'’s capabilities include:

+ Approximately 800 new SKUs annually.

* Production capacity of up to 500,000 units.

« Italian leather-goods production.

* Private-label branding using existing models.

* Flexible shipping and delivery structures.

* Selected production lead times below three weeks.

* Experience with marketplaces, flash-sale platforms and off-price retailers.

Our position is not that every retailer needs more handbags.

Our position is that retailers need a better system for developing and managing profitable accessories
categories.

That system combines:

* Strategic sourcing.

* Collection curation.

* Private label.

« Manufacturing.

* Logistics.

+ Category development.

« Commercial partnership.

10. Conclusion

The European accessories market remains attractive, but its commercial model is changing.
Retailers can no longer rely on:

+ Expanding SKU counts.

+ Continuous discounting.

+ Marketplace traffic alone.

* Uncontrolled supplier fragmentation.
* Long speculative development cycles.
+ Undifferentiated products.
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The strongest accessories businesses will be built by companies that:

« Understand their customer precisely.

+ Curate with discipline.

* Move quickly.

* protect quality.

* manage stock actively.

* build differentiated products.

« develop reliable supplier partnerships.

Growth will not come from adding more suppliers. It will come from building a stronger
accessories operating model.

Book an Accessories Strategy Session

Whether you are expanding an existing category, launching private label or reviewing your sourcing
structure, Store Brands VIP can help you build a more commercially disciplined accessories program.

Store Brands VIP
Europe’s Accessories Growth Partner

Strategic sourcing.
Commercial expertise.
Reliable manufacturing.
Long-term growth.

Research Note

Market-size estimates vary considerably depending on whether a source measures handbags, all leather
accessories, footwear, apparel or the complete leather-goods market. This report therefore presents
handbag figures and broader leather-goods figures separately. Commercial forecasts should be treated as
market estimates rather than audited industry totals.
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