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EXECUTIVE SUMMARY AND FOREWORD

Foreword
At THE ICONIC, we are aware that many opportunities
exist for us to create positive change. For us, the way
to transform the landscape of Australian and New
Zealand retail is by championing inclusion, diversity
and body-positivity, as well as recognising our social
and environmental responsibility for the better of all
communities involved.
We can talk the talk, but we need to walk the
walk. We need to hold ourselves accountable, and
importantly, highlight areas of opportunity within our
industry for both ourselves and our counterparts.
This is why, in 2019, we decided to produce
THE ICONIC’s inaugural Annual Fashion Report,
which will highlight our journey to date, including
our achievements and shortfalls, examine the existing
state of our industry and opportunities for collective
progress, as well as document our commitments for
the coming years.
WHY DO WE BELIEVE OUR
COMMITMENT IS IMPORTANT?

Since 2017, we have embarked on an allencompassing responsibility journey to make a genuine
and lasting difference to our business and in our
industry. We recognised the importance of celebrating
what makes both our people and our customers unique,
and in early 2017 defined our brand purpose as part
of a company wide ‘bottom-up’ strategic approach.
This newly defined purpose coupled with our cultural
responsibility as a modern business catapulted our
ongoing commitment for better representation and
celebration of what makes us different.

Within this report we will detail THE ICONIC’s
commitment to driving change within our own
operations under these four pillars:
1. Ethical Sourcing (social and environmental
impacts of our supply chain)
2. Environment (environmental impacts of our
own operations)
3. Community (our contribution to the social fabric of
the world in which we operate)
4. Diversity, Inclusion and Body-Positivity (our
celebration of our people and our customers across
every touch point)
Along with our progress this report also sets out
our activities for the next stage and specific targets
to which we will hold ourselves accountable. We
believe that sharing our ‘behind-the-scenes’ activities
in this report is an important step. We also hope
that through this initiative we highlight areas of
opportunity for our industry counterparts to identify
new ways to make change. It is a pivotal time for the
Australian and New Zealand fashion industry and
we at THE ICONIC know that it’s time to start – and
lead – an authentic conversation about the industry in
which we operate.

Erica Berchtold, CEO
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CONSCIOUS CONSUMERS

Our customers are at the heart of everything we do at
THE ICONIC. While much of our strategy for driving
change stems from the beliefs and values of our
own people, we know that the consumer landscape
is changing. The attitudes and sustainability
expectations that Australian consumers have of
retailers and fashion brands has never been higher,
and in an age of “commoditised convenience”,
there’s no room for companies who don’t take a more
progressive approach.
For us our moral compass as humans is what drives
our approach to commerciality and encourages us to
think about our social and environmental responsibility.
And as our friends at McKinsey & Company have
seen in their latest September 2019 report “The New
Australians”, which examines the buying behaviour of
Australian consumers aged 16 - 55, there is a new state
of consciousness – specifically around sustainability –
driving consumer activism primarily led by Gen Z
and Millennials1.
We know that lasting change needs to happen, but
we cannot do it alone. Retailers are only one section of
the ecosystem that is fashion retail. Every stakeholder
in our industry needs play their part; and it is our aim
through our transparent approach to invite and urge
all involved to make progress in their own operations.
Collectively, we can move our industry forward.

FINDINGS FROM “ THE NEW AUSTRALIANS”
REPORT BY MCKINSEY & COMPANY (SEP 2019)

75%

of Gen Z consumers
believe environmental
responsibility is
an expectation.

‘Ethical consumers’ aged 16-23

67%

33%

female

male

Ethical consumers on average, care the least about
the popularity of brands and the most about the use
of environmental and natural products.

of ‘ethical consumers’
are willing to pay more
for environmentally
responsible brands.

54%

‘Ethical consumers’ who showed brand loyalty

Conscious
consumers

55%

Millennials

51%

Gen X

37%

Australians are conscious shoppers, while the
younger bracket are typically much more focused
on environmentally friendly brands.
Gen Z & Millennials

McKinsey & Company telling it
straight from “The New Australians”
1
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Gen Z

Gen Z (16-23), Millennial (24-38), Gen X (39-54)

30% prefer natural and
organic brands

30% would never buy
from an unethical brand
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WHO WE ARE

Who we are
Our purpose is liberation. Why? Because we want
everyone to express the best version of themselves.

For us at THE ICONIC, it’s all about the people. Our
liberation purpose mirrors the empowerment we provide
to ‘our people’, ‘our customers’, and ‘our partners’
equally, all of whom all make what we do possible.
What do we do to make this happen? We create
seamless and inspiring experiences, whilst staying true
to our principles.
Our Principles are the DNA code that unites us
and sets a standard of what we can expect of each
other. They are the fundamental ‘truth’ that serves as

We know our people are
our greatest asset and,
since launching in 2011,
together we have been on
a journey to define the
future of retail in Australia
and New Zealand.

a foundation for our core beliefs and what we will be
held accountable for at THE ICONIC.
We are proud of the diversity of our ICONIC teams
who live our purpose and bring this to life every day. Our
Principle of ‘Stronger Together’ is about valuing diverse
thinking and collaboration and we relentlessly focus on
creating a safe workplace where everyone feels they
belong. In 2020 we will bring to life our Inclusion &
Belonging strategy and action plan, built with and for
our people taking our foundations to new heights.

OUR JOURNEY SO FAR

1,000 43+
people

15M+
visits/month

nationalities

3

office locations

1.4M+ 1,000
social following

local & int’l brands

2M+

app downloads

60K+
products online

BUSINESS STRUCTURE

THE ICONIC is part of Global Fashion Group (GFG)
and is the leading fashion and lifestyle retail destination
in Asia Pacific, Latin America and CIS. GFG connects
over 10,000 global, local and own brands to a
market of more than one billion consumers through
four established e-commerce platforms: THE ICONIC,
ZALORA, dafiti and lamoda. Through an inspiring and
seamless customer experience, enabled by our own
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technology ecosystem and operational infrastructure,
GFG is dedicated to being the number one fashion
and lifestyle destination in our markets. With 17 offices
and 10 fulfilment centres across four continents, GFG
proudly employs a dynamic and diverse team with
deep local knowledge and expertise. In the first half
of 2019, GFG delivered over 15.8 million orders to
12 million active customers.
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DEFINING THE FUTURE

OUR APPROACH TO SUSTAINABILITY
AND ETHICAL SOURCING

Defining
the future
THE ICONIC ’s 2020-2022 Sustainability Strategy
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At THE ICONIC, we believe the key to progress is
empowering and inspiring our people, our customers
and our partners through education and collaboration.
We are fortunate enough to exist in an environment of
limitless opportunities and what matters to our people
matters to us as a business. This is why in 2018, we held
structured workshops with over 100 of THE ICONIC’s
team members from various departments, tenure and
roles – including our CEO and Executive team – to
collaboratively design our 2020 Sustainability and
Ethical Sourcing strategy.
The result was a plan, collaboratively created and
owned by our people, that would become a strategic
business focus. Since then our approach to sustainability
has crystallised, centred on the concept of 'progress over
perfection'. Our 2022 strategy, outlined in this document
has been developed in the same way.
Achieving sustainability outcomes can be a complex
process and making lasting change will often be
iterative and incremental. However, we must move
forward and make an impact as quickly as is practical.
Sustainability is a mindset, a way of working, and
not an absolute. It’s for this reason that transparency
around such activities can often be vulnerable territory
for a business. It's only by allowing this vulnerability
that we will actually make the progress that’s needed.
We know we have done some good work to date
and there will always be more we can do to improve
our understanding and reduce our impact. Ensuring
we stay on track to deliver our ambitious targets is
an essential part of our governance and is led by a
number of senior stakeholders.
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DEFINING THE FUTURE

OUR COMMITTEES

THE ICONIC Executive Team
Acting as the ‘custodians of balance’
for our company they hold day-today responsibility for ensuring our
sustainability strategy is embedded
not only within our company objectives
and key results, but within the hearts
and minds of our people.

GFG Sustainability Committee
One of the key Committees of the
GFG Supervisory Board is the
Sustainability Committee. All GFG ventures
(THE ICONIC, ZALORA, lamoda and
Dafiti) report up to the Committee quarterly
on their implementation of the group’s
expectations in relation to sustainability.

THE ICONIC
Sustainability Committee
Chaired by our CEO, the
Committee meets quarterly
and is responsible for governing
progressive implementation of
THE ICONIC’s strategic sustainability
direction and key targets.

OUR CURRENT CROSS-FUNCTIONAL TEAMS (CFT)

Modern Slavery
Made up of Ethical Sourcing, Risk and
Legal, THE ICONIC Modern Slavery
CFT is responsible for ensuring the
effective management of modern slavery
risks in our operations and supply chain
and readiness to meet our modern
slavery reporting requirements under the
Australian Modern Slavery Act 2018.

Packaging
This team is made up of Operations,
Sustainability and Marketing, and
led by our CMO and COO. It holds
responsibility for investigating and
devising a deployment strategy for
customer facing packaging that meets
our sustainability productivity, branding
and commercial requirements.

Strategy Design
For a limited period in Q4 2019, a CFT
has come together to design our new
2020-2022 sustainability strategy as
outlined later in this report. Twenty-five
senior leaders from all departments across
the business have collaboratively designed
the strategy and determined the level of
ambition inherent within the targets.

2022 SUSTAINABILIT Y STRATEGY
We at THE ICONIC have made huge advances on
our sustainability journey, driven by our team being
encouraged to bring their values to work. Although
we have made great progress to date, we recognise
that we’ve only scratched the surface on our path to
becoming an environmentally and socially responsible
business. We know we have much more to do, which
is why our 2022 sustainability strategy will not only
complete outstanding activity from our 2020 strategy,
but mandate new actions and priorities for the next
phase of our journey.

NOTE: You will notice that we have included our
2025 targets for Ethical Sourcing and included the key
activities we need to achieve by 2022 in the Appendix
to ensure we stay on track to reach our 2025 targets.
This differs to the 2022 targets outlined for Environment
and Community.
The reason for this is to ensure that we are committing
to positive, meaningful and long-term social and
environmental change in our supply chain, while
also considering the complexity of the issues we’re
addressing that may require more time to implement.

LEFT Sustainability and
Ethical Sourcing team
reviews packaging.
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E THICAL SOURCING

OVERVIEW

Ethical
Sourcing
The social and environmental
impacts of our supply chain

THE ICONIC recognises the importance of, and its
responsibility to, the people and environment of our
supply chain. In 2018 we committed that by 2020 we
would positively and transparently contribute to the
improvement of social and environmental conditions
in our own-brand supply chain, as well as implement
minimum criteria for our third-party brands, encouraging
them to review and realise their own standards.
The basis of this commitment takes form in our
Supplier Code of Conduct, which sets minimum
standards for environmental, human rights, labour,
health and safety performance in our supply chain
and applies to our manufacturers, their subcontractors
and suppliers of inputs and raw materials. It sets
the baseline for our trading relationship and is
incorporated in all contracts.
Today, for our own-brands (which include:
Atmos&Here, Spurr, Staple Superior, AERE, Endless,
Double Oak Mills, Dazie, Mika Muse, St. Swim
and Locale), we are working with 63 independent
supplying factories in China (49), India (10),
Bangladesh (3) and Australia (1) which collectively
employ 12,000 people, 56 per cent of which are
women. All factories must undergo a full audit every

63

24 months, with follow-up third-party audits in between
to verify that any issues uncovered during the full audit
have been rectified, ensuring all factories we work with
show continuous commitment to meeting our standards.
To date, 48 per cent of all issues raised have been
remediated and although this is a good result, it
shows there is still more work to do. The most common
issues we encounter are related to safety provisions
on sewing machinery, wearing of personal protective
equipment, non payment of social insurance and
overtime levels. Our preference is to always resolve
the issues that have been raised to ensure the interests
of the workers involved. Unfortunately we needed to
exit four factories in 2018 because they were unable
or unwilling to meet our standards. We have also
declined to begin working with many other factories
for the same reason. It’s important to acknowledge the
limitations to the current standard auditing approach
and risks associated with factories not accurately
reflecting the actual working conditions of workers or
workers viewpoints. We are continuously strengthening
our mandatory requirements of suppliers and are
seeking to adopt new strategies to help us have
confidence in the integrity of the information we collect
from our factories.

Our own-brands

independent
supplying factories in
4 countries producing
our own-brands.

1 in Australia
3 in Bangladesh
10 in India

12,000 Employees

49 in China

56%

44%

female

male

Every 24 months
all factories must undergo a full audit with
follow-up third-party audits in between.
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E THICAL SOURCING

PROGRESS HIGHLIGHTS

Minimum requirements and due diligence are a critical
workstream for THE ICONIC, however, our work in
this area goes far beyond standard requirements.
Our commitment to transparency and to inspiring
industry change can be demonstrated by our other key
achievements in the past 18 months including:

3

5

1
Delivering on-the-ground training
programs at our factories in China on a
range of key topics including sustainable
packaging, working hours, wages,
sustainable materials and responsible
chemicals. To date, we have hosted two
two-day training sessions with ongoing
training scheduled for 2020 and beyond.

4
Releasing our final stage manufacturing
list online in a clear demonstration of our
willingness to be held accountable for
conditions in these locations.

2
Completing a comprehensive modern
slavery cross-functional risk assessment
process and implementation of our first
modern slavery action plan, which will
support the release of our first Modern
Slavery Statement well in advance
of what is required of us under the
Australian Modern Slavery Act.
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Delivering ethical sourcing awareness
training for all Category Management
buyers, which helps our team understand
their role in impacting factory conditions
through ‘down-the-chain’ decision
making. This training was delivered
to coincide with our Responsible
Purchasing Policy, which outlines our
commitment to behaving with integrity
in our dealings with suppliers and to
support our internal teams by ensuring
that our purchasing behaviours align
with our business values.

8

Developing minimum due diligence
criteria for brands and applying it to
THE ICONIC’s top 20 brands. We are
currently working through the revision
of our onboarding process, which
allows us to apply this to new brands,
and expect this to be in place for the
beginning of 2020.

Delivering THE ICONIC Considered, our key
destination page and filter system that highlights
products with sustainability credentials and enables
customers to shop by their values. Not only has
Considered created a new way for customers to
shop, but it has helped the industry to source and
supply more sustainable product given we have
created an outlet for direct customer demand.
We’re excited to report that the Considered filters
have been used by one in five filter users since
launch in April 2019, and the number of brands with
either some or all of their product range included
increased from 315 brands to 453 brands between
April and November 2019, with the number of items
included doubling to 12 per cent in the same period.

6
Conducting a comprehensive analysis
of the materials we use for our ownbrand products to understand the item’s
environmental impacts, and thus inform
which materials we should prioritise
the reduction of. The Sustainability and
Category Management teams then
collaboratively designed our Preferred
Materials Benchmark, which guides
our decision making and provides the
basis for our 2025 preferred materials
targets. In an initial step to responding
to these environmental impacts we have
joined the Leather Working Group – a
multi-stakeholder group assessing and
working to improve environmental
standards in the leather supply chain.

7
Delivering our #whomademyclothes
short film for Fashion Revolution 2019
which shines light on the stories of 12
workers from three of the factories
we work with in China. Through
this film we hoped to reconnect
ourselves and our customers with the
craftspersonship, skill and incredible
hard work that goes into each product.
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E THICAL SOURCING

BELOW Our private label
AERE offers more sustainable
wardrobe options.

CASE STUDY

Gaining transparency and building factory relationships
In 2017, our private label clothes were among the
bestsellers site-wide. But we didn’t know enough about
the factories that were manufacturing our own-brand
products. Or the people making our clothes. As a business
that is all about people, this was not where we wanted to
be – not the kind of people we are – and we recognised
that we needed resources and systems to fix this.
THE ICONIC mostly sources its own-brands through
agents, so our first step was to build a comprehensive
profile of the factory base — where are they located,
how many people work there, how long has the
relationship been in place and how much have we
sourced from them?
Once this process was complete, the list of factories
we had active relationships with was twice as long as
we expected it to be.
The second step was to collect a copy of a valid
social audit for each factory, summarising the
conditions for the people working there.
On-site audits are thorough and involve management
interviews, reviews of documentation including
records of wages and working hours, and crucially,
independent interviews of workers. They must have
been conducted in the past 12 months for new factories
by a reputable audit company.
In some cases our factories were able to provide
copies of existing audits which they had completed

AREAS FOR CONTINUED ACTIVITY

Although we made great progress in most of our
scheduled plans, there are some areas that require
continued work in 2020. These include:
■ In 2019, we completed a study into how we
can scale the collection of information about
where our own-brand materials are sourced
(i.e. tracing product to its original source along
the multi-layered supply chain) with the aim to
understand where they come from. This is a
highly complex process that brings various
challenges, so while we have achieved a
number of milestones for this project, it will be
a continued focus for us in 2020.
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■

■

for another company and in others, the factory had to
undertake a new audit to meet our needs, with some
being audited for the very first time.
Once the audits were received, any areas of
non-compliance were assessed in line with the
agreed guidelines across our Global Fashion
Group family and categorised as critical, major
and minor. We found 10 critical issues present in
five factories, reflecting concerns such as locked
fire exits, extreme overtime, accommodation in
the same building as production and false records
being shown in the audit process. These issues
were deeply concerning to us as a business and
the desire to drop and run was certainly there.
However, coming back to the people this business
is about, our responsibility was to try and get these
issues resolved and do what we could to ensure
safe and decent working conditions for the teams
making our products.
We worked with each factory to develop a
remediation plan and set clear deadlines by which
the critical concerns had to be resolved in order
for us to keep trading with them. In the interim, our
teams visited the factories, all located in China,
on more than one occasion to help managers
understand our requirements and support them to
implement the changes that had to be made.

We have commenced the transition of our own brands
to be made from more sustainable materials including
linen and organic cotton. However, we are very
much at the beginning of this process and today these
materials account for only five per cent of the range.
This will be an accelerated focus for us in 2020.
We have scoped plans to create a worker helpline
that would enable factory workers to raise grievances
about their working conditions directly with us at
THE ICONIC in Australia. We had in place an
ambitious strategy for implementation to be achieved
in 2019, however, we were unable to reach this goal.
Implementing our worker helpline will be a key focus
for us in 2020.
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E THICAL SOURCING

LEFT Visiting our factory
in Guangzhou, China.

OUR ETHICAL SOURCING TARGET
COMMITMENTS FOR 2025

In the past two years we have positively
and transparently contributed to the
improvement of social and environmental
conditions in our own-brand supply chain,
as well as commenced implementation of
minimum criteria for our third-party brands,
encouraging them to review and realise their
own standards.
Through research and engagement conducted
with both internal teams and external consultants,
we believe there is a need for us to build on the
work already completed by:
■ More comprehensively going beyond basic
auditing to ensure we are contributing to the
improvement in working conditions in private
label factories through training and partnerships
on the ground in sourcing countries.
■ Continuing the work commenced in 2019 to
improve visibility of our materials supply chain
to manage impacts, and in line with many of
our peers, drive uptake of more sustainable
materials in private label.
■ Continuing to integrate THE ICONIC
Considered into the sourcing and marketing
processes to increase the breadth of the
range and drive customer awareness of, and
engagement with, the considered functionality.
■ Engaging key brands to encourage
improvements in their sustainability performance.

In the interim our teams
visited the factories, all
located in China, on more
than one occasion to help
managers understand
our requirements.
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Specifically, we commit to achieving
the following by 2025:

90%

of private label units made from
more sustainable materials

75%

of private label factory management
engaged in training programs

50%

of workers in private label factories
engaged in training/community programs

50%

of THE ICONIC’s entire product
assortment meet at least one
Considered credential

For more information on the
activities we have set to complete
by 2022, please see Appendix.

Unfortunately, even with all our engagement
efforts, we were only able to get some of these
issues resolved in that time period. We did give
some short extensions but ultimately we were not
willing to compromise our standards and we had to
cease trading with four factories.
Since then, we have implemented a comprehensive
system where factories must be assessed and approved
before production commences and we simply don’t
work with factories that can’t meet the standard.
The audit process is complex and change won’t
happen overnight, but we are committed to tackling
these various challenges head-on for the better of all
people and communities involved.
Find out more about the factories we work with and
the incredible people who make our clothes in our film
for Fashion Revolution 2019.
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OPINION PIECE | MELINDA TUALLY

The Fashion
Revolution
OPINION PIECE BY MELINDA TUALLY

Fashion is a human rights issue from field to factory.
Employing over 60 million people, the majority of whom
are women, means that on average one hundred pairs
of hands touch our clothes before they reach us. That’s
one hundred people belonging to one hundred families
all with the same aspirations, needs, wants and challenges
as those they clothe. Ensuring their dignity must be our
shared priority.
There is so much energy in this field now with a
growing focus from regulators and consumers alike. My
greatest hope is that we harness this interest by examining
long-held practices and behaviour, taking the opportunity
to be more considered and retrospective in how we create
change. We’ve seen great progress in some areas, such
as factory safety in Bangladesh, yet not really moved the
needle much in others. We need to question why, avoid the
mistakes of the past no matter how well intentioned, and
use the incredible advances in technology to deliver positive

20

It’s essential that
brands collaborate on
industry-wide issues to
drive systemic change.
impact for worker livelihoods, particularly dignified wages.
The fact that we can now use technology to help traceability
is a huge development from the paper trail we’re so used to,
so let’s use it to our shared advantage.
It’s essential that brands collaborate on industry-wide
issues to drive systemic change. We’re working together as
an industry, putting aside competitive advantage
and acknowledging our joint responsibility to those
that make the clothes we love to wear.
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OPINION PIECE | MELINDA TUALLY

Whilst the industry must collaborate with each other,
so too must brands with their own suppliers. Relationshipbuilding is vital. The prevailing transactional approach
to our supply chain has led not only to poor visibility and
risks of human rights abuses but a great trust deficit
which needs to be overcome if we are to create a truly
transparent sector. Like any relationship, brands need to
work hard at building rapport, demonstrate early on the
values they align with and stick to them.
We’ve seen a rapid increase in brand transparency in
the last few years, largely through the publication of factory
lists. These lists play an important role for NGOs as well
as customers, by demonstrating a brand’s willingness
to accept accountability for the workers in their supply
chain. This is in contrast to the historic opacity, which the
industry is unfortunately known for. Fashion Revolution
believes transparency can lead to change and whilst not an
end in itself, it opens the door to a conversation which was
previously not possible. We can’t manage what we can’t
measure, so gaining visibility is the first step.
Of course, with increased transparency come more
audits, but it’s widely acknowledged that reliance on audits
alone hasn’t delivered the change we need to see. Quality
audits by quality auditors definitely have their place, but
shouldn’t be the ‘be all and end all’ of an ethical sourcing
strategy. A tick box approach to worker rights is largely
what has led to the many problems we are still addressing
whether it be lack of worker voice, excessive overtime or
underpayment of wages. We need to go deeper, do rootcause analysis, question results that look too good to be
true, understand the prevailing issues in each country
and know what best practice looks like. True due diligence
questions and provokes.
I see one of our biggest challenges being the
duplication of effort. The enthusiasm that comes with
wanting to right the wrongs of the past needs to be
tempered with an acknowledgement that we are part of a
broader ecosystem. Efforts that have proven successful,
need to be supported by the full weight of the industry.
Developing too many additional commitments and
initiatives can risk diluting progress. Time and money
are valuable commodities and we should be wary of
misplacing these in the hype. Where we can leverage
each other’s efforts, we need to.
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The efforts need to be
supported by the full
weight of the industry
rather than developing
too many additional
commitments and
initiatives, which can risk
diluting progress. Where
we can leverage each
other’s efforts, we need to.
What role do citizens play? Our voice is loudest
when it’s consistent. Fashion Revolution has galvanised
millions around the world with one very simple question
“Who Made My Clothes?” It’s universal and keeps the
worker central to our cause. Every brand should be
able to answer this and if they can’t, we hope that by
hearing from their own customers in chorus they will
be compelled to find out.
Consumers have never been in a more powerful
position to call for change and hold conversations around
the provenance of our purchases. By demonstrating that
we care about the conditions in which our clothes are
made or the rights that workers have access to, we paint
a picture that transparency is here to stay each time we
ask #whomademyclothes. Those questions add up and
encourage a new way of doing business, one where the
opportunity for connection can become a powerful
instigator of change.
Just as there is no ‘away’ there is no us and ‘them’.
The people who make our clothes are our equals. We don’t
need regulations or factory accidents to remind us of that.

Environment
The environmental impacts of
our own operations
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ENVIRONMENT

OVERVIEW

PROGRESS HIGHLIGHTS

THE ICONIC acknowledges that
our day-to-day operations can have
a negative impact on our physical
environment. In 2017, we recognised
that we needed to do a lot more to
fully understand this impact, as well as
seek out alternative ways of working
that would enable us to be both a
commercially and more environmentally
sustainable business.
The environmental impacts associated
with our own operations relate
predominantly to waste management,
carbon emissions (including energy
consumption) and packaging. In early
2018 we committed to having adopted
more sustainable packaging by 2020,
as well as understanding and having
programs in place to respond to our
most significant environmental impacts.

In the past 18 months, our key
achievements related to better
managing these impacts included:

1

Conducting a full assessment of the
profile of waste at our warehouse and
implementing facilities to divert the
majority of this from landfill. Although
we were working from a low recycling
base, we now have a much better
separation of materials and estimate
that we have improved our recycling
recovery rates in the warehouse by
37 per cent. We have also introduced
recycling for soft plastics, e-waste,
batteries, beauty product containers and
footwear samples at our offices. Team
member training programs to support
better recycling have been well attended
and will continue to be held at both our
warehouse and office sites. Better waste
management is an ongoing journey
and we continue to research recycling
solutions for the remaining materials that
cannot currently be recycled.
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3

2
In early 2019, we completed our first
carbon footprint assessment having
collected comprehensive data to map
the causes of emissions throughout our
business and supply chain. As a result,
we have developed our first carbon
management plan to guide our efforts to
minimise our biggest sources of carbon
impacts – including driving uptake of
lower carbon materials for our products
and transitioning to less impactful delivery
options. We also improved the quality
of the data we gather to monitor our
performance, which will help inform
our ongoing assessments. One of our
successes was significantly increasing
the monthly proportion of customer
orders sent via standard shipping versus
express shipping by 3.67 times, which
is on average 55 per cent more carbon
efficient per order. Additionally, we
have introduced LED lighting across our
warehouse in Western Sydney (one of
many electricity efficiency initiatives) and,
despite almost doubling our warehouse
storage capacity to four million units, we
have seen a reduction of 2.5 per cent in
energy consumption since installation.

As a pure-play e-commerce fashion retailer, THE ICONIC’s
packaging is sent to thousands of customers across Australia and
New Zealand every day. We have invested significant time in
understanding the opportunities for improvement by laying the
foundations for better sustainability performance across all elements
of our packaging. Since the Australian Packaging Covenant
Organisation (APCO) in 2018, we have implemented a wide range
of initiatives including:
■ Reviewing >90 per cent of our own-brand products in relation
to the APCO guidelines to understand the materials used and
available alternatives/how materials used could be reduced.
■ Developing our own set of Sustainable Packaging Guidelines
for suppliers and running training sessions in both China and
Australia for own-brand factories and suppliers.
■ Transitioning shoe boxes to be made of recycled content,
meaning that 82 per cent of the paper and cardboard now used
for own-brand product packaging has had a former life.
■ Joining REDcycle, the soft plastic recycling initiative, and
increasing our communications to customers about how they can
recycle their order packaging.
■ Achieving “Advanced” status in our first APCO range review –
a strong result to kickstart our activities, which we’ll continue to
build on next year and beyond.

AREAS FOR CONTINUED ACTIVITY

Although we made great progress in
most of our scheduled plans, there are
some areas that require continued work
in 2020. These include:
■ Implementation of alternative
materials for THE ICONIC postage
satchels that will enable us to reduce
our environmental impact while
supporting our continued scale. We’re
excited to announce that customers
can expect to see positive changes to
THE ICONIC’s packaging in the first
half of 2020.
■ Progressing installation of solar
panels on the roof of our warehouse,
having completed the feasibility study
during 2019.
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ENVIRONMENT

CASE STUDY

Our Preferred Materials Benchmark
We are all aware of the environmental impacts of
the fashion industry — they’ve been comprehensively
reported. As a part of this system we know that a
significant proportion of our impact is in the production
of the clothing we sell and that we must take decisive
action to reduce this.
In early 2019, we analysed the materials used for
our own-brands against the Sustainable Apparel
Coalition’s (SAC) Material Sustainability Index which
provides a researched, numerical and comparable
assessment of a material’s impacts. This helped us to
prioritise three materials for reduction; conventional
cotton, leather and polyurethane.
To bring this to reality on a day-to-day basis
however, our own-brand teams and our suppliers
need to be given knowledge on which materials

should take preference instead, as well as the
necessary resources and tools to make change.
Internally we’ve delivered training focussed on
the impacts of materials and then collaboratively
designed the model behind a Preferred Materials
Benchmark (PMB). A PMB is a common tool used
to compare environmentally preferred materials
and to simplify the adoption of alternatives, the
level of ambition of which has been determined by
the teams from the bottom up. On the supplier front
we have delivered sessions in Shenzhen and Sydney
in Q3 2019 to build understanding of why we are on
this journey and what people’s role in it is.
We have a lot of work to come in 2020 to build on
this and improve our adoption of the more sustainable
material alternatives.

OUR ENVIRONMENT TARGETS &
COMMITMENTS FOR 2020 - 2022

Specifically, we commit to achieving the following by 2022:

We have only scratched the surface when it
comes to reducing our environmental impact and,
through research and engagement conducted, we
believe there is a need for us to build on the work
already completed by:
■ Significantly reducing our packaging
footprint through reuse and increased use of
recycled materials.
■ Recycling all streams and keeping as much as
possible out of landfill, along with a zero waste
to landfill commitment at the Fulfilment Centre.
■ Implementing solar and transitioning use of only
green energy for our other energy needs.
■ Being a company striving for a 1.5 degree
future, reducing carbon emissions in a way
that is informed by Science Based Targets and
offsetting the remainder created by our own
operations and deliveries.

Packaging

100%

80%

70%

100%

of THE ICONIC’s shipping packaging
made of recycled content

or more of THE ICONIC’s private label
poly bags made of recycled plastic

100%

of THE ICONIC’s private label
primary packaging materials across
all categories will be fully recyclable
in Australia

80%

of THE ICONIC’s private label paper
and cardboard packaging will be
made from verified recycled pulp

80%
More sustainable materials
A

B

C

D

Unrated

Recycled wool

Linen (Organic &
conventional)

Recycled polyester
(Chemically or
mechanically recycled)

Polyester

Bamboo

Cotton

Wool

Viscose

Silk

TENCEL modal
Apparel

Conventional materials

Lyocell

Recycled cotton
Organic cotton
FSC Certified Viscose

Alpaca wool

Shoes & accessories
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Recycled cotton
Plant-based leathers
Kangaroo leather

Recycled polyester
(Chemically or
mechanically recycled)
Solvent-free PU
(Water-based PU)

Leather Working
Group Certified
Leather
PU with recycled
polyester backing
Vegetable-tanned
leather

carbon offsetting of our own
operations and deliveries

Waste & Recycling

80%

of waste diverted from landfill
across all sites, with 100% of
waste diverted at the FC

50,000kg
of textiles diverted from
landfill via take back scheme
For more information on the
activities we have set to complete
by 2022, please see Appendix.

Nylon
Acrylic

Ramie
Linen (Organic &
conventional)

of THE ICONIC’s private label product
SKUs will have on-pack communication
about their packaging sustainability
or recyclability

of energy from green sources and
warehouse solar operational

Elastane

Recycled nylon
Hemp

Organic cotton

Carbon & Energy

PU

Plastics

Leather

Metals

Cotton

Nitrile, natural or
typical footwear
rubber

Oilyester

TPU
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COMMUNIT Y ENGAGEMENT

Community
engagement
Our contribution to the social fabric
of the world in which we operate
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OVERVIEW

Being true to our customers, our purpose and our
vision means being true to greater society, and as
we continue to grow and evolve as a business, we
want to formalise how we give back and express
gratitude for the opportunities we receive. By 2020,
we are committed to positively contributing to the
empowerment of people in our community, having
clear pathways for our employees to be regularly
involved in community work, as well as measuring
our contribution.
In late 2018, THE ICONIC Community Framework
was developed collaboratively by a cross-functional
group of employees and executives. This framework
outlined governance required for identifying and
managing community engagement at THE ICONIC,
as well as ensuring its relevance to our employees,
our customers and our brand. Through this work we
also identified two community issues our people felt

our Community Framework should focus on – Social
Inclusion and Environmental Protection.
After rigorously assessing a number of potential charity
partners in line with this framework, we entered our first
charity partnership with Thread Together in mid 2019.
Thread Together is an organisation that drives social
and environmental change by redistributing surplus new
and unsold clothing from the fashion industry to people
experiencing homelessness, victims of domestic violence,
refugees and asylum seekers, Indigenous communities,
ex-inmates, and other vulnerable groups in the
community. Not only were we drawn to Thread Together
because of the important and highly impactful work
they do, but the alignment between our organisations
in what THE ICONIC does day-to-day (picking and
packing product to send to customers) and our belief that
everything we do ‘is all about the people’ meant that
Thread Together met many of the criteria we wanted to
achieve through the framework.
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PROGRESS HIGHLIGHTS

5

3

Since formalising our partnership with Thread Together,
we have worked collaboratively with them to design an
annual plan that seeks to meet the objectives of both
organisations. The plan also outlines a broad range
of activities related to fundraising, skilled and unskilled
volunteering and donations of clothing and other
assets. Although our formal relationship with Thread
Together is less than six months old, we are proud to
have made the following achievements to date:

Helping to raise the profile of
Thread Together by sharing their story
through THE ICONIC’s channels.

Donating 58,000 items of clothing
to Thread Together, which has
already helped 15,000 people
access new clothing.

1

Established an employee
volunteering program where our
teams sort, pick and pack donations
at the Thread Together warehouse,
providing essential labour resource to
enable them to speed up the delivery
process for sending product to people
in need. Since launching the program in
mid 2019, almost 150 employees have
participated in volunteering activities at
Thread Together.
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2
Facilitating skilled volunteering
opportunities beyond picking and
packing, such as our Operations team
supporting Thread Together’s warehouse
redesign, our E-Commerce team
providing marketing support and our
Production team working with women
in crisis on styling and makeup sessions.

4
Raising $22,000 through various
fundraising initiatives supported by
an ongoing commitment of proceeds
from internal sample sales at both
our warehouse and HQ.

AREAS FOR CONTINUED ACTIVITY

Although we are off to a good start, we had planned
to implement at least two opportunities for customers
to be involved in our community activities including a
donate at checkout function, which we weren’t able
to achieve in 2019.
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OUR COMMUNITY TARGETS
FOR 2020 - 2022

We have only just begun positively contributing
to the empowerment of people in our community
within the last two years, measuring our
contribution and creating clear pathways for our
employees to be involved.
We want to build on this foundation in the
next stage by:
■ Maintaining and continuing to build effective and
mutually beneficial charity partnerships.
■ Raising money for our community partners.
■ Enabling employees to give back through the
community program.
■ Contributing to Indigenous reconciliation through
development of a Reconciliation Action Plan.
■ Defining the path to becoming a B corp – a
certification achieved by companies reaching high
standards of social and environmental performance,
public transparency, and legal accountability.

Specifically, we commit to achieving
the following by 2022:

$150,000
raised for charity partners

70%

of employees engaged in volunteering

100,000

people supported via charity partners

For more information on the activities we have
set to complete by 2022, please see Appendix.

LEFT
Team members volunteer
at Thread Together.

CASE STUDY

THE ICONIC team volunteer at Thread Together clothing hub
In August, five members of THE ICONIC’s E-Commerce
Styling team and a makeup artist spent their monthly
Learning Day at Thread Together’s clothing hub in
Kensington, NSW. One of our Online Stylists, Jenna
Riddle, who participated in the volunteering session
shares her experience.
“We spent the afternoon styling five Thread Together
clients and gave them tips and tricks for their makeup
as well. The clothing hub in Kensington looks just like
any other retail shop, however everything there is an
excess product donation – brand new and never worn.
“We spent some time getting to know the women
and their backgrounds and they were interested to find
out how our day-to-day works.
“It was amazing to see how Thread Together had
contributed to their lives. The women were from all walks
of life and it was astonishing to learn how they had got
to the point of having to leave everything behind. Thread
Together not only gives people in need a new wardrobe
but also provides choice which restores dignity and
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brings confidence into their life – people often become
friends and offer support to each other.
“After an insight into their lives we got down
to finding key looks they wanted for their new
wardrobe based on their needs and requirements.
Most of the clients come from domestic abuse so
have fled with little to nothing. The clothing hub
caters to men, women and children. When looking
around it was encouraging to see things we’d
shot in studio at THE ICONIC HQ were going
to a great home.
“It was a brilliant afternoon and a fantastic and
worthwhile way to spend our Learning Day.
It was great to be able to use our styling and
makeup experience for women who wanted the
extra confidence after suffering so much trauma.
It was amazing to hear from Thread Together
that the women that we styled later turned up at
Thread Together’s Fulfilment Centre to volunteer
their time to show their gratitude.”
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Where health
and fashion collide
Sustainable mental and physical health
in fashion and media
OPINION PIECE BY CHELSEA BONNER
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I was born into one of the most famous families of the time.
We grew up in the spotlight – my first baby photo was
published in Woman’s Day. My mum was a top model on the
covers of magazines, my dad is an actor. So, I’m an industry
lifer, you might say.
Now, I own BELLA management agency and we
specialise in diversity. Diversity of sizes, races, genders
and ages, talent who represents the diversity of Australia.
I started out representing size diversity but over the years
we have become much broader as I recognised the changes
in society and the need for inclusion.
Here, however, I’m mostly going to focus on women and
size. Women drive 70-80 per cent of all sales across all
sectors so we are powerful creatures.
My journey started young – 25 years ago I had my
first experience with a loved one who was suicidal. My
godmother was one of the kindest, warmest, most beautiful
people in the world to me, full of cuddles and laughter. My
mum’s best friend since before I was born, she was such a
huge part of my daily life and the shock of losing her will
never be something we can truly absorb.
There were many warning signs in the years leading up
to this, many desperate calls for help, many doctors, many
rehabs, so much love. Trauma triggered an eating disorder
and combining that with drugs and alcohol had completely
swallowed her mind. Devastatingly, she had fallen so far

down the rabbit hole we couldn’t reach her; she couldn’t
hear us or see us.
Every three hours someone in Australia dies from suicide.
Self-image is a major contributor to mental health issues
for all of us, regardless of gender. People struggling with
body image and eating disorders are more likely to take
their own life than those suffering depression alone.
Again, in my mid-twenties, a close family member went
through a darkness that changed the course of my life
forever. Triggered by deep body-image issues, she developed
a hideous eating disorder, followed by major depression
leading to weight-regulating substance abuse that very
nearly ended her life many times.
Cruelly underweight, one day she looked me dead in the
eye and said she would kill herself if she was as big as me –
the national average, size 14.
I wish I could tell you she is fully recovered and my work
has changed her life, but it doesn’t work like that. As society
continues to pressure her to conform to defined ideas about
what women should look like based on the internalisation
of advertising and media influences, she is stuck. Between
knowing her health is better in all aspects of life when she
allows herself to eat and the fear she will be rejected by her
community of peers and loved ones if she does.
Over the years I have seen far too many friends lost to
the insidious programming we have created in our industry.
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I have witnessed disturbing habits that models formed
to avoid eating, from drugs and purging food to excessive
exercise, bingeing and perhaps worst of all, unwarranted
surgery to remove invisible faults and fat.
It was a critical sum of all my experiences that led me
to my epiphany.
I realised I could combine all my knowledge as an agent
and a former model and focus it on helping women, by
changing the perception of beauty, to help to redefine what
was considered attractive and fashionable. I could remain in
this industry I love so much but do it right. Surely I couldn’t
be the only one who wanted to see this change.
That belief sustained me for seven tough years and
ostracised me from most of my existing working community.
I didn’t care, it was bigger than me and my ego, it was
bigger than theirs. In my opinion, it was – and is – the most
important change we need to make for the health of our
entire society. We should be holding physical and emotional
health up as an ideal of beauty. Wellness not thinness.
I push every single minute of the day to try to balance
out the scales and get our models and talent into as many
magazines, media, TV, advertising placements as we
possibly can. We are helping to change the conversation
and messages we send.
My team and I have had some extraordinary wins over
the years, from magazine covers worldwide to placing TV
show hosts – achievements most of my peers told me would
never happen. But the most important win for me always, is
changing someone’s perception of themselves for the better,
and the thousands of letters and messages we have received
over the years telling us our models have saved lives.
If you are reading this then it’s likely you are a thought
leader. You are someone who can control the messages.
Healthy sizes are not fashionable. This is the story we
are trying so hard to change; this is the cycle of abuse
and gaslighting we have created through traditional
fashion imagery.
We are wired to be visual and take in images 60,000
times faster than words. Considering the lack of diversity
in the visual mediums we watch and read every day, that
is frightening.
The rates for suicides, depression and eating disorders
in people who feel completely ostracized by the world is
only growing. The studies clearly show a direct correlation
between the images we see and the wellness of our people.

Studies clearly show a
direct correlation between
the images we see and the
wellness of our people.
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It’s a huge responsibility for the thought-leaders and the
influencers of mainstream society – we have the ability to
control and change the collective thinking of generations.
It’s our industry’s incredible reach and clever manipulation
of a person’s core beliefs, secretly rewiring brains through
marketing and advertising images that are stronger than
any words of love and acceptance that your terrified family
say to you. Almost all images ever convey are different
versions of ‘you are not enough’. You don’t belong.
Don’t misunderstand me, I love this industry, it’s in my
blood. I’m not here to righteously condemn anyone. I’m
writing this hoping, that like me, once you are fully awake
to this issue and the unwitting negative influences that are
around us, we will find a better way.
And the thing is, you must. Whether it’s from a sense of
morality or for your bottom line, the result will be the same
because people are waking up. They are oversaturated with
unachievable standards and are revolting against the status
quo. More and more each day. It is the most vulnerable
humans in our society who are still falling for our fear-based
marketing tactics. We are preying on the young and the
defenceless. People who believe us and who have put their
trust in us. Let’s be better than that.
THE ICONIC and I started a journey together
before they had even opened their doors. Inclusion has
been a mutual goal from the beginning. They have worked
with our models and me for years, including size and
racial diversity from main campaign imagery to runway
shows. I’m so incredibly honoured to work with an amazing
like-minded fashion retailer who really cares and practices
what it preaches every single day. They know that our kids
are more awake than we have ever been, and these kids
are our future customer base. By the time women reach
25 years old, 35 per cent will become size 16+ women and
remain that size throughout their lives. The remaining
60 per cent will be somewhere between a size 10 and 14.
Only four per cent under a size 10 and only one per
cent of women will ever be naturally the size of a fashion
model. One percent – and that is the image we are using for
advertising and marketing 97 per cent of the time.
I can’t fathom how we can be confused as to why sales
are declining when we are using this ‘idealistic image’ as
our main marketing tool. Think about this data –
researchers NPD Group Inc. pegged plus/inclusive size
retail at a growth of six per cent globally last year. About
three times the average growth for all clothing in all sizes.
My goal is to provide models throughout all media who
represent the majority of Australian women (and men) not
the minority. The 99 per cent not the one per cent. We are
not a subcategory, we are the mainstream and if you don’t
catch up and spend your marketing budget wisely, your
business won’t keep up.

Diversity,
inclusion and
body-positivity
A celebration of our people and
our customers across every touchpoint

OVERVIEW

Just as we have a huge and multifaceted responsibility
to fully recognise and manage the social and
environmental impacts of our organisation, so too do
we have the responsibility to empower those who make
what we do possible – our people, our customers and
our partners.
We recognised early on that if we were to succeed
in redefining the future of retail in Australia and New
Zealand, our customers need to be at the heart of
every decision we make and represented across every
touch point.
We knew the best way to understand exactly how
we would achieve this goal was by looking at our
people, who are in fact also our customers, to define
who we wanted to be and what we would stand for
as a business. Our approach paid off and in 2017
we created our brand purpose of ‘Liberation’ as part
of a ‘bottom-up’ company-wide exercise, where
every employee across all levels helped create
THE ICONIC’s identity as we know it today.
What we learned during this process is that at
the end of the day, we are all human, with the same
desires, hopes and expectations for the future. And
unlike the strategic processes and committees required
for managing our Sustainability Strategy, there is no set
formula guiding the cultural responsibility needed for
being a modern business. It simply is a must.

LEFT THE ICONIC Swim Show 2018, Barangaroo.
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PROGRESS HIGHLIGHTS

3

1

THE ICONIC is proud to be made up of
over 1,000 passionate, exceptionally
talented and highly ambitious people –
both full-time and casual – from over 43
nationalities across three workplace sites
– our Headquarters in Sydney’s CBD,
Fulfilment Centre in South-West Sydney
and Manila-based Customer Service
Hub supporting our HQ-based
Customer Service team.

2
We’re also proud to boast one of the
most female C-Suites across Australia
and New Zealand, with seven out of our
eight Executive team members being
female including our CEO. Additionally,
equal representation within the Board
Members of our parent company,
Global Fashion Group, is further
testament to our Group commitment for
paving the way for equal opportunities
in the boardroom and across all levels
of our businesses.
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In 2018 we instilled 10-week paid
parental leave for both mothers and
fathers, and foster (and encourage)
flexible working arrangements for all
team members to ensure our people
build a successful work / life balance
and routine. Part of our flexible working
is the emphasis we place on continuous
learning, which is why twice per month
we embark on company-wide Learning
Days and Pet Project Days where our
people are encouraged to work on
projects outside of day-to-day activity or
learn new skills. Bringing out the best in
our people is how we bring out the best
in our customers and our partners, which
is inherent to our purpose DNA.
It’s this focus on internal empowerment
that mirrors our responsibility for
empowering our customers by
celebrating all that makes us unique and
different – our bodies, our backgrounds,
our beliefs, our age, our gender – so
that our customers feel inspired to
express the best version of themselves.

4
5
During this time we reviewed our
e-commerce production guidelines
and set in place new standards
ensuring that no model within our
catalogue would be airbrushed or
photoshopped. Instead, we would
celebrate the perceived ‘imperfections’
that make us who we are – the scars,
the natural skin texture, the shapes, the
sizes – rather than blur or remove.

Since 2017, our annual Summer (formally
Swim) Runway Show has been our most
outward expression of our values and
beliefs as both people and as a company
that all bodies should be celebrated.
With 2017 dubbed a “watershed moment
for fashion diversity in Australia”2 and
2018 “the world’s most body-positive
runway”3, our runway casting was (and
still is) as important to us as the fashion
trends that line our catwalk.

Mel Singer, The Sydney Morning Herald.
December 3, 2017
3
Ashleigh Austen, whimn.com.au.
November 30, 2018
2
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CASE STUDY

Body-Positivity Swim Show
Historically, fashion models only looked like a
small slice of humankind. And that wasn’t always
relatable for a large proportion of us. The people at
THE ICONIC started to question how we could better
represent the whole of society, all of our customers and
all of our team members...
Our purpose is to liberate people to be whoever
they want to be. What could we do to allow everyone
to begin seeing ourselves in the clothes we offer and
recognising ourselves in THE ICONIC’s imagery?
We decided we needed to diversify the models who
were showcasing our offering on our e-commerce product
pages. Beyond that we also made the decision to take
a ‘light touch’ approach where retouching imagery
was concerned – not to treat human differences as
imperfections.
When our annual summer runway show raced
around, it was obvious that we both wanted and
needed to diversify our line-up. Fashion is for everyone
and it was time to prove it.

THE ICONIC’s in-house creative team got
to work casting the most diverse collection of
models the Australian and New Zealand markets
had ever seen, including the broadest range of
ages and all body types and sizes. Big & Tall
model, Zach Miko and Australia’s own
Robyn Lawley led the charge.
The most inclusive runway show Australia
and New Zealand had seen challenged the old
limitations of the industry and opened the door for
a new era of inclusivity.
The journey continues at our 2019 Summer
Show, where we have evolved our runway from
swimwear-only to all that makes summer, summer.
In previous years our swimwear was available to
every body – with a line-up of models who look
a bit more like all of us – and now we’re catering
to everyone, complete with ready-to-wear and
accessories that can be loved by all of us. This is
what summer in Australia really looks like.

ABOVE THE ICONIC team
members shoot on location.

AREAS FOR CONTINUED ACTIVITY

LEFT Robyn Lawley and
Zach Miko lead ANZ’s most
inclusive runway show,
THE ICONIC Swim Show 2018.
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Although our purpose was built from the inside out and
everything we do is with equal opportunities, diversity
and inclusion at the forefront, we are a young business
that has experienced many years of hypergrowth
and as such, do not yet have a formal Diversity and
Inclusion Internal Action Plan. While it remains our
belief that these elements of any modern business
should be a ‘given’, formalising our Action Plan will be
a key KPI for our People & Culture team in 2020.
When it comes to our e-commerce catalogue,
we are committed to embracing natural beauty and
individuality. Ensuring our catalogue reflects our

customers in every sense is an ongoing part of what we
do daily, and it’s through relationships with the modelling
agencies who reflect our values that we can keep this
promise and cast a unique selection of talent.
We always ensure we have a range of models in
each of our categories and make conscious decisions
about representation on site.
One struggle for our business is to have access to a
diverse pool of talent within Australia. The variety of
models we can employ is dependent on the people
the agencies have on their books, so we hope that
our – and the industry’s – demand for diversity will
encourage more-inclusive roster development.
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LEFT Flex Mami launches
our size-inclusive private
label Mika Muse.

OUR AMBITION FOR DRIVING OUR INDUSTRY
FORWARD IN THIS SPACE INCLUDES:
■
■
■
■

Supporting new designers from minority or
disadvantaged communities.
Evolving our assortment by working with our vendor
base to foster a new approach to standard sizing.
Surface modest wear as part of our brand and
product assortment.
Engage consultants on how to successfully cater for
customers requiring adaptive wear.

Specifically, we commit to achieving the
below targets by 2022:
‘New Designer’ incubator program
Successfully create and execute an ongoing
‘New Designer’ incubator program committed
to training three new designers in 2020 with
specific focus on empowering Indigenous
designers, designers of ‘new wear’ (i.e. modest
wear) and young up and coming designers from
disadvantaged backgrounds.
Redefine ‘Curvy’ catalogue by:
■ Influencing and collaborating with at least 20 out
of our top 50 brands to implement size extensions
within their fashion assortment by 2022.
■ This includes reflecting such change in all of our
private label brands by 2020.
Modest Edit
Create a dedicated Modest Edit on site
committed to surfacing brands with modest
silhouettes in 2020, and provide better
representation within the e-commerce catalogue.

BELOW
Nawal Sari models
THE ICONIC new arrivals.

REFLECTING OUR PURPOSE WITH
PRODUCT: OUR 2020 - 2022 TARGETS

Working with a variety of models in an effort
to represent and empower our customers is an
incredibly important part of what we do, however,
what’s equally important is ensuring our product
assortment reflects these beliefs and values.
This is where talking the talk becomes
walking the walk.
As part of our ongoing diversity, inclusion
and body-positivity journey, we will commit to
ensuring that not only every body can shop on
THE ICONIC, but everyone.
For us, this can be achieved most immediately
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through our brand and product assortment. We
know we have the best curation of brands and
products across Australia and New Zealand, and
we also know that we can make it even better.
That’s why between 2020 and 2022, we will
commit to the following activities to help all of our
customers, partners and our people express the
best version of themselves through fashion and
sports. This is the beginning of a new journey for
us that will take great support from both our brand
partners and new workstreams for our people, but
it’s something we are incredibly excited to embark
on. We truly believe this will be game-changing
for Australian retail.

Differently-abled fashion assortment
Enable a fashion assortment for differently-abled
people by engaging external consultants and
deeply researching the true needs and wants
of this customer group by H1 2020, while
onboarding known adaptive fashion brands by
latest H1 2021 and provide better representation
within the e-commerce catalogue.
For more information on the activities we have set
to complete by 2022, please see Appendix.
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THANK YOU

It takes a lot of
people to challenge
the status quo
Thank you to the
people who contributed
to THE ICONIC inaugural
Progress Report, 2019:

First and foremost, THE ICONIC ’s people
and our deeply committed teams
We’re incredibly proud of our people at THE
ICONIC, whose values and beliefs enable
us to create a better fashion industry for all
communities involved. We are over 1,000
passionate, highly talented and hard working
people from over 42 different nationalities
and backgrounds displaying the best of what
Australia and New Zealand has to offer.
We know this is only the beginning of our
journey, and we want to say a huge thank
you to each and every person who helps
make what we do a reality.

44

PATRICK SCHMIDT
GLOBAL FASHION GROUP
CO-CEO

ERICA BERCHTOLD
THE ICONIC
CEO

JAANA QUAINTANCE-JAMES
GLOBAL FASHION GROUP
CHIEF SUSTAINABILITY OFFICER

ALEXANDER MEYER
THE ICONIC
CHIEF MARKETING OFFICER

ELIZABETH ANDERSON
THE ICONIC
HEAD OF PR

THE ICONIC’s sustainability journey
began under the leadership of former
CEO, Patrick Schmidt. In 2017, Patrick
created our dedicated Sustainability
and Ethical Sourcing team, which
reflected the importance our people
and our customers place on social
and environmental sustainability.
Since moving into the role of Co-CEO
at THE ICONIC’s parent company,
Global Fashion Group (GFG) in 2018,
Patrick alongside Co-CEO, Christoph
Barchewitz, has continued to strengthen
our efforts in fully realising and managing
our social and environmental impact.

Erica joined as CEO in 2019,
continuing to drive THE ICONIC’s
sustainability and ethical journey
into 2020 and beyond. This
report reflects how seriously the
executive team take our continued
commitment to progress under
Erica’s leadership. As a female CEO
and parent, Erica is a role model for
our business who leads by example
and strives for inclusion for all team
members. She believes that genuine
work-life balance allows everyone
to be the best version of themselves.

Since joining the business in
2017 as THE ICONIC’s Head of
Sustainability, Jaana has driven the
delivery of a comprehensive Ethical
Sourcing, Environment, Community
and Governance & Communications
strategy. From building a
comprehensive human rights program
for private label factories, establishing
an end to end environment program,
driving transparent communications
with customers via projects such
as THE ICONIC’s Who Made My
Clothes film for Fashion Revolution, to
the delivery of THE ICONIC’s marketleading Considered edit.

Alex has been instrumental in strategising
and communicating the steps we’re
taking on our ‘Considered’ journey
and supporting the sustainability team
in telling the stories that need to be
told. Having led Catalogue Production
for over three years, as well as being
responsible for all creative output at
THE ICONIC, he has been driving the
change for more diversity in model
choices and overall inclusivity within
all our marketing and creative. This led
THE ICONIC to its catapult moment
in 2017 when our annual Swim Show
was dubbed a “watershed moment”
for fashion diversity in Australia by the
media, and our 2018 show named “the
world’s most body-positive runway”.

Since 2017, Elizabeth has played an
essential role for driving transparency
and conveying our values and message
to our customers, the media and the rest
of the industry. She is a key champion
both internally and externally of
THE ICONIC’s sustainability and
diversity, inclusion and body-positivity
journey, helping spearhead our efforts
for making crucial and genuine lasting
change. Working closely with
THE ICONIC’s sustainability, marketing
and creative teams, Elizabeth has
steered THE ICONIC through key
milestone initiatives including its annual
body-positive runway shows, the launch
of THE ICONIC Considered and its
inaugural Annual Progress Report.
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APPENDIX

Appendix

EXTERNAL
CONTRIBUTORS

THE ICONIC 2020 - 2022 SUSTAINABILITY
STRATEGY KEY ACTIVITIES

Progressing towards our 2022 and 2025 targets
involves completion of the following activities:

2020 - 2022 Activities

■
■

Named in the top ten of Ragtrader’s
Power 30 list for 2018, Melinda is a
trusted responsible fashion and retail
specialist advising brands on ethical
sourcing, stakeholder engagement,
supply chain risk, sustainability and
communications. She is passionate
about human rights, the circular economy
and using evidence based innovation to
address global challenges in the fashion
industry. Melinda established the Fashion
Revolution movement in Australia and
New Zealand in 2013 and sits on its
Global Advisory Committee.

CHELSEA BONNER
BELLA MODEL AGENCY
FOUNDER

■
■

Chelsea Bonner is an entrepreneur who
started her own agency at 28. Chelsea
is a champion for body positivity, a
keynote speaker and published author.
She’s been labelled a disruptor for
daring to shake up the fashion industry
and challenge the conventions on
what we consider beautiful. Among
her achievements Chelsea has been
nominated for Australian of the year,
a finalist NSW woman of the year
and Pacific magazines Top 100 most
influential women for her work ensuring
size inclusion throughout the media
and advertising industries.

■
■
■

ETHICAL SOURCING

MELINDA TUALLY
FASHION REVOLUTION AUSTRALIA
COORDINATOR & DIRECTOR,
NDLESS: THE NEW NORMAL

■

Complete roll out of onboarding criteria related to sustainability for new third party brands.

30 June 2020

■

Re-audit with more intensive audit methodologies at least 25 per cent of private label factories
by volume each year.
Initiate at least one partnership on the ground in a key sourcing country to support improved
social and environmental performance in private label manufacturing regions.
Analyse private label water footprint and develop a plan to reduce impact in water stressed
regions and intensive processes.
Roll out factory grievance mechanism to 25 per cent of private label factories each year.
Collect tier 2 supplier traceability information for all private label products and assess the
feasibility of extending to subsequent tiers.
Engage top 50 existing brands who don’t meet the minimum criteria to support them to improve
their performance.

Dec 31 2021

Continue to meet the requirements of and improve performance assessments by the Australian
Packaging Covenant.
Drive month on month reduction in waste to landfill through introduction of improved recycling
and organics waste collections.
Contribute to emissions reduction by increasing proportion of brands using sea freight.
Launch customer clothing donations take back scheme, begin tracking volumes and drive month
on month increases in volumes managed through the channel.

Ongoing

■
■

■
■

SPECIAL THANKS
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ENVIRONMENT

■

We’d like to extend a special thanks to McKinsey & Company who
kindly provided us with access to insights from their latest report
“The New Australians – September 2019”. This report highlights
the shopping behaviours and expectations of Australian consumers
relating to retailers and fashion brands, and further corroborated
our sustainability strategy.

Ongoing

■

■

MCKINSEY & COMPANY

Continue to implement robust due diligence on working conditions in factories.
Complete modern slavery risk assessment annually and maintain compliance with Modern
Slavery legislation.
Deliver training to 15 per cent of private label suppliers and factories each year.
Deliver training to 10 per cent of private label workers each year.
Share stories of the people who make our clothes with customers at least annually.
Drive quarterly increases in use of more sustainable materials in private label brands.
Drive quarterly increases in % of range in THE ICONIC Considered, both through engaging existing
brands and acquisition of new brands who meet the criteria.
Drive always on marketing of THE ICONIC Considered, including one customer facing event focussed
on education each year.

Target Completion

■
■
■

■

Transition all customer satchels to more sustainable alternatives.

30 June 2020
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2020 - 2022 Activities

■

ENVIRONMENT

■
■
■

■
■
■
■

■
■

DIVERSITY, INCLUSION AND BODY-POSITIVITY

COMMUNITY

■
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Target Completion

Assess feasibility of and develop business case for a resale channel on THE ICONIC.
Install solar at the Fulfilment Centre.
Set Science Based Targets for carbon reduction (be a company striving for a 1.5 degree future).
Identify and make available to customers zero or low emission delivery options.

31 Dec 2020

Either eliminate unnecessary directly procured and private label packaging
that reaches customers or transition it to more sustainable alternatives.
Complete installation of LED lighting at the Fulfilment Centre.
Transition to green energy providers for all remaining energy needs.
Offset carbon emissions of our own operations and deliveries.

31 Dec 2021

Implement annual support plan for Thread Together and conduct annual assessment
of partnership effectiveness.
Establish regular fundraising opportunities for employees.
Enable permanent employees to volunteer for a charity partner.

Ongoing

30 June 2020

■

Implement on site functionality which enables monetary donations by customers
to our charity partners.
Introduce payroll giving for employees.
Develop Reconciliation Action Plan and review annually thereafter.

■

Complete initial assessment for and define path to becoming a B Corp.

30 June 2021

■

Establish second charity partnership.

31 Dec 2021

■
■

New Designer Incubator
Successfully incubate, support and launch three new designers as part of our
‘New Designer’ incubator program.

■

Curvy Assortment
■ Launch size inclusion for all ICONIC private label brands.
■ Ensure at least 10 of our 20 brand targets are ready to launch with size extension within
the fashion assortment.
■ Ensure remaining 10 of our 20 brand targets are ready to launch with size extension within
the fashion assortment.
Modest Wear
■ Launch Modest Shop on THE ICONIC and provide better representation within the
e-commerce catalogue.
Differently-Abled Assortment
■ Engage consultant to support on research for creating a new adaptive assortment.
■ Launch adaptive fashion assortment on site and provide better representation within the
e-commerce catalogue.

Dec 31 2020

Contact us
If you would like to give feedback on this report,
or any media-related enquiries related to THE ICONIC,
we invite you to contact us at press@theiconic.com.au.

Jun 30 2020
Jun 30 2021
Jan 31 2022

Dec 31 2020

Jun 30 2021
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