SUSTAINABILITY STRATEGY UPDATE
SEPTEMBER 2018

INTRODUCTION

‘In our 30th year, we wanted to be sure
the business was looking to the future.
With our reputation for pioneering and
nurturing fashion talent we are proud to
continue to innovate by focusing our
energies on addressing social and
environmental issues within our own
business and our broader supply chains.
We aim to bring awareness to our
brands, employees and customers and
therefore spearhead change, over the
coming years.’
- ULRIC JEROME, CEO

INTRODUCTION

DRIVING CHANGE

Today’s luxury consumers have higher expectations of fashion brands than ever before, with
growing consumer demand for more sustainably produced items. MATCHESFASHION.COM is
committed to creating a better way of working, building on the passion of employees who are eager
to drive positive social and environmental impact within the business and across our relationships.
12 months ago the business partnered with Eco-Age to develop a comprehensive sustainability
programme with the aim of placing sustainable and ethical practices as part of our ongoing strategy.
Since then we have undertaken a thorough review of our operations and established a structured
programme focused on continual improvement across the areas of our business that have the
largest environmental and social impact. Our new overarching Sustainability Strategy helps us to
manage our responsibilities throughout our supply chain and be accountable to our stakeholders –
including customers, business partners and local communities – over the long term.
We have developed a programme that ushers in a new way of thinking, doing and being. It is a
programme that allows us to continually improve – on crucial issues such as packaging – so that
we can discover solutions and components for sustainable change.

INTRODUCTION

OUR PLEDGE

Aligned with our Sustainability Strategy we will:
• Commit to focused and continual improvement across the areas of
our business that have the largest environmental and social impact
• Transparently communicate our sustainability performance through
an annual report
• Promote suppliers leading in sustainability and support those who
are starting the journey
• Provide our suppliers with practical guidance on sustainability
• Work in partnership with our key suppliers to improve the
sustainability performance of the products and services we procure
MATCHESFASHION.COM is committed to change,
in a purposeful and dynamic way.

WHAT WE HAVE ACHIEVED IN 12 MONTHS

A YEAR IN THE LIFE

• We undertook a comprehensive review of our business to
establish a structured programme of change. In order to initiate
the process we gathered the views of our employees through a
new company-wide internal engagement programme.
• We established a Sustainability Committee, made up of
members of our leadership group, to ensure that we allocated the
right resources to start the programme and had widespread
support from all teams.
• We deepened our partnerships with brands to promote the
uptake of responsible business principles across our supply chain.

WHAT WE HAVE ACHIEVED IN 12 MONTHS

A YEAR IN THE LIFE CONT.

• We continue to focus on supporting emerging designers
through mentorship initiatives and supporting international
fashion and design awards. Our focus in this area is informed
by the fact that in order to be sustainable, our industry needs
to nurture the next generation of talent and to continue to
support and educate a global workforce.
• We have taken steps to empower our people to create
meaningful change within the company and, in conjunction
with Eco-Age, are working to enhance the supply chain of
our in-house brand, Raey.
• We have developed a strategy and a timeline for reducing
the impact of our packaging on the environment and we are
developing and instituting a strategy based on evidence and
innovation with a long-term focus.

A SAMPLE OF OUR PROJECTS

BRAND ENGAGEMENT
‘We believe the actions of the brands we sell
and other suppliers are linked to our
sustainability performance and that they
should be treated as partners on our
sustainability journey.’
- Lea Cranfield, commercial director
MATCHESFASHION.COM seeks to work with suppliers who
share our commitment to internationally recognised standards,
appropriate codes of practice and our values.
We are working with our brand partners to develop a holistic
understanding of our impacts, and to encourage the widespread
adoption of sustainability priorities across our supply chain and to
make a positive impact on the wider industry.
As a business we are committed to promoting brands leading in
sustainability and supporting those who are starting the journey.
With that in mind, we don’t expect our suppliers to be perfect, but
we do expect that they operate with integrity and transparency,
and with an openness to work together towards a more
responsible industry.

A SAMPLE OF OUR PROJECTS

BRAND ENGAGEMENT
Our target is to ensure that 70% of our
brands have completed the questionnaire
by the end of 2018, with a view to all
brands eventually engaging with the survey
on an annual basis.
A detailed Code of Conduct was distributed to all of our brand
partners in 2018 in order to deepen our relationship with designers,
and to help promote the uptake of responsible business practices.
The Code of Conduct sets out our stance on important workplace
issues, and the use of materials that can have significant
environmental and social impacts. These are the standards that we
expect our suppliers to adhere to.
To support our code of conduct, we have developed position
statements to encourage our suppliers to be more transparent with
the sourcing and production of their raw material supply chains. We
will promote the stories of our most sustainable brand partners. In this
way we can educate our customers, thus promoting responsible
consumption. Our Code of Conduct can be found on our website,
here: https://www.matchesfashion.com/bio/eco-age/our-partners

A SAMPLE OF OUR PROJECTS

EMPLOYEE ENGAGEMENT
We have established an employee-driven strategy for social change
within the company.
We have three groups made up of volunteer employee teams who all
want to make a difference to our working lives. ‘The Philosophers’
reflect upon working life at our company. ‘The Superheroes’ are looking
to positively address environmental issues and ‘The Incredibles’ look
after our charity partnerships, to help maximise the positive impact we
can have within our local communities.
To energise and focus our groups we recruited three ambassadors
from the world of environmentalism and activism; Scarlett Curtis
(columnist, Sunday Times Style), Wilson Oryema (fashion model and
activist) and Lucy Siegle (journalist, BBC and The Guardian). Each
spoke passionately about their subject at the programme launch and
have offered ongoing support and expert guidance to each group.
Over the last six months, the momentum of each of the groups has
grown as initiatives have been introduced across the company. Over
80 employees are active members of at least one of the groups.

A SAMPLE OF OUR PROJECTS

PACKAGING

We aim to become an industry leader in better packaging for
fashion. We are concentrating our efforts on simplifying,
dematerialising and decreasing our consumption of plastic,
upping both recycled post-consumer content, and materials
that can be widely recycled in current and emerging systems.
We are developing a long-term strategy around luxury
packaging that puts our iconic marble box at the centre of a
campaign that will ask some critical questions about reuse and
longevity of packaging. Working with industry experts, we are
beginning to track how we can increase desirability of
packaging while reducing the environmental impact.
Our ultimate goal is to make our packaging as
sustainable as possible.

We have made three bold pledges:
• Ensuring our packaging is widely recyclable for the consumer
• Introducing a half-sized box to reduce the amount of material that
we consume
• Incorporating sustainably sourced materials into packaging
elements, including FSC-certified card and post-consumer waste

A SAMPLE OF OUR PROJECTS

RAEY

Raey, established in 2015, is our own exclusive fashion label. This year
we have undertaken a thorough review of Raey’s business practices
and supply chain to assess potential social and environmental risks and
specify areas where Raey can improve, and enhance existing positive
practices, based on a brand-wide commitment to increasing the
sustainability of our business and behaviours.
With the support of Eco-Age, Raey is currently investigating increasing
the use of innovative, low-impact materials, exploring recycled,
regenerated, organic, artisanal and technologically innovative materials
and processes. The brand is also actively engaging with preferred
suppliers and manufacturers, building relationships to ensure a supply
chain that is traceable, responsible, and as low impact as possible.
Looking forward, Raey will work proactively to align our operations with
best-practice expectations as set out in MATCHESFASHION.COM’s
Code of Conduct and position statements.

A SAMPLE OF OUR PROJECTS

SUPPORTING EMERGING TALENT
Supporting emerging designers is a core part of our ethos at
MATCHESFASHION.COM. Whether through mentorship initiatives or
supporting international fashion and design awards, our focus in this
area is informed by the fact that in order to be sustainable, our industry
needs to nurture the next generation of designers.
Now in its third season, The Innovators has become one of the defining
initiatives for MATCHESFASHION.COM as a supporter and incubator
of design talent. Designers, chosen as part of the seasonal collective,
highlight innovation in design and celebrate disruptive fashion.
As part of MATCHESFASHION.COM’s commitment to supporting
creative design talent and sustainability, all designers within the SS19
series have based their designs on sustainably sourced materials and
low-impact production techniques.
Brands include Germanier, NOKI, Ingy Stockholm and Petersonstoop.
The collections were highlighted as part of an installation over London
Fashion Week at MATCHESFASHION.COM’s new Mayfair
townhouse, 5 Carlos Place, and retailed exclusively in the lead-up to
London Fashion Week in September 2018.

A SAMPLE OF OUR PROJECTS

In 2017, we launched three new partnerships to nurture emerging design
and tech talent, as part of our investment in the future of the industrywe continue to support the following projects:

ANDAM FASHION AWARD MENTORSHIP
The annual ANDAM (Association Nationale pour le Développement des
Arts de la Mode) Fashion Awards support emerging fashion designers
and brands through the provision of financial and logistical support,
and mentoring opportunities.
We hosted the ANDAM finalists for a mentorship day, where the
designers worked with a variety of our teams to enhance commercial
awareness and offer insights into product launches. This included a
workshop focused on creating sustainable collections and investigating
the environmental and social impacts of fashion design and production.
Ludovic Saint Sernin, winner of the ANDAM Creative Label Prize 2018,
secured an extended 12-month mentorship scheme with
MATCHESFASHION.COM, where we offer comprehensive support to
assist the development of a commercially successful business.
In line with our commitment to support emerging talent,
MATCHESFASHION.COM already stocks pieces from other ANDAM
2018 finalists, including Cecilie Bahnsen, and Vivica Bree and Tatjana
Podesky from PB0110.

A SAMPLE OF OUR PROJECTS

The MATCHESFASHION.COM Central Saint Martins
BA Fashion Scholarship
This scholarship covers living costs and maintenance for the
duration of the course, playing a crucial role in ensuring the
best and brightest students can reach their potential
regardless of means or background. Our aim is to support the
best new designers, enabling them to benefit from a fashion
education, enter the industry and contribute to its future.

NY Fashion Tech Lab
NYFT Lab was founded in collaboration with leading fashion
and retail brands, to support women-led technology start-ups
at the intersection of fashion, retail and technology. We work
closely with many of these start-ups to support their business
development and provide mentorship to help launch their
businesses on a global scale.

A SAMPLE OF OUR PROJECTS

CNMI GREEN CARPET TALENT COMPETITION

The CNMI Green Carpet Talent Competition (GCTC) challenges
emerging designers worldwide to redefine sustainability in fashion,
drawing on the use of sustainable materials and Italian craftsmanship.
Our fashion and buying director, Natalie Kingham, joined a prestigious
panel of judges (including Edward Enninful, editor in chief of
British Vogue; Derek Blasberg, head of fashion and beauty
partnerships at YouTube, and Ellie Goulding, recording artist and
producer) in July 2018.
Participating designers used innovations such as sequins laser cut
from used plastic bottles, rhubarb tanned leather and graphite
upcycled from the tech industry used as a substitute for chemical dyes.

FUTURE PROJECTS

LOOKING FORWARD

For a comprehensive guide to MATCHESFASHION.COM’s sustainability activities
and progress, we look forward to welcoming you to our first annual corporate
social responsibility report, due for publication early 2019.

For further enquiries please contact:
press@eco-age.com
pressoffice@matchesfashion.com

