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"Consumers remain cautious when it comes to spending
their discretionary income, and for most, handbags and

accessories aren’t at the top of the priority list. In fact,
consumers are buying fewer accessory items and/or

shifting toward more affordable options instead of
designer labels."

- Diana Smith, Associate Director - Retail &
Apparel

This report looks at the following areas:

• People are not buying as many accessories
• Affordable luxury is the name of today’s game
• Accessories are afterthoughts
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