
Scott Fyfe CEO 

Presenter
Presentation Notes
Introduction �Thank you for the opportunity to connect with you all today at Wool Week 2019.I have been in the retail industry for 20+ years in UK and Australia.I started my retail career as the buyer of men’s knitwear in the mid 90s.As a trainee buyer it was my Friday job going to visit spinners using Australian wool and measure the garments in factories in Leicestershire.Although my retail career has progressed it is great to talk about knitwear on the other side of the world.I have been lucky to run sourcing operations all over the globe and I have seen and understand the full benefits of knowing your supply chain.I joined the CRG Group in 2016 because it had a clear purpose, vision and values aligned for employees, customers and suppliers.  Most importantly it had a leadership view on sustainability.I believe in the story and wanted to be a leader in the journey.Country Road Group is one of Australia's largest specialty fashion retailers, comprised of five iconic Australian brands - Country Road, Mimco, Trenery, Witchery and Politix.We acknowledge that the future success of our business is largely dependent on our ability to source natural materials, which are key to designing and delivering quality fashion to our customers.Together, we face the global challenges of water scarcity, changing weather patterns and natural resource constraints. And as a retailer, we face increasing pressure from advocacy groups, customers and other stakeholders, who expect us to be sourcing these materials responsibly.It is critical (now more than ever) for us to collaborate with partners within our supply chain, to ensure the long term and responsible sourcing of materials.This is why we’re on a Good Business Journey with Woolworths South Africa, David Jones and CRG in Australia.  Our vision is ‘to be one of the world’s most responsible retailers’.  I would like to share this exciting journey with you today.
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Key message: CRG is a leader in Sustainability�Our vision is to be one of the most responsible retailers in the world.We have set ambitious targets across eight key focus areas, with the goal of integrating sustainability into the way we do business.We committed to every product having at least one sustainability attribute by 2020. This means customers can come into our stores and find product that reflects their values. We also committed to developing responsible sourcing strategies for all key raw materials by 2020. We are making great progress against our targets for sourcing cotton, leather and cellulose more sustainably, but we are now looking at ways to build on this goal beyond 2020 and I will share more on this later in the presentation. Since launching our Good Business Journey in 2015, we have been strengthening our sustainability efforts and working with our valued partners throughout our supply chain. We are now proudly at a point where we can deliver a range of unique and sustainable products to customers. Last week we opened Chadstone Country Road store – the first 5 Star/ Green Star rated store in Australia .We are the first fashion store rated and I am very proud of this initiative which has sent a clear message to the fashion industry.
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Key message: CR is committed to supporting Australian farmers�The CR brand and it’s customers love supporting Australian farmers. CR’s traceable wool program has been a huge success and we plan to grow both the collection and the storytelling in 2020. 2019 collection: 86,000 units (volume of yarn = approx. 36 tonnes)2020 collection TBC: 157,260 units (volume of yarn = approx. 60 tonnes)Australian wool has played an important role in CR’s history and will continue to do so. As you heard, we are committed to supporting local farmers. This is something our customers feel strongly about too. 



GROWING CUSTOMER ENGAGEMENT

I was very disappointed to see that you 
are selling cashmere products as they 
usually come from China and 
Mongolia, and the treatment to the 
animals is totally Barbaric! … I beg you 
to please look at the terrible way the 
wool is collected from these poor 
animals and the treatment they receive, 
as I am sure your customers will not 
want any garments, where there is 
terrible cruelty!

Good Morning, I was just reading up about 
your awesome plans and work with 
sustainable and ethical practices in 
merino/wool, cotton and cellulose fibres. Are 
you able to tell me about your leather? I am 
trying to also replace a few things ethically, so 
thought I would ask. 

Love this @countryroad - such an important 
message and positive way to show your 
support of Aussie farmers. Education, 
transparency and accessibility is key for all on 
this journey for social and environmental 
responsibility. Congrats!

Does this make it more 
humane? Have you looked into 
the cruelty? 
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Key message: Customers are increasingly engagedThis year’s traceable wool campaign received the highest engagement on social media in Country Road history. The film on Instagram has had more than 96,000 views (most watched CR film of all time) and the comments have been overwhelmingly positive. This has reinforced to us that customers want to know more about their clothes and so we intend to build on this storytelling.�All brands across the Group are seeing an increase in customer queries on environmental and social issues, notably issues relating to animal welfare. The expectation is that we will have credible answers to their queries, so it is critical that we continue working with our suppliers to improve traceability and industry standards. Our customers are more educated than ever and want to know the true stories behind the brands.



RESPONSIBLE WOOL STRATEGY

• By Winter 2021

All pure wool products (100% wool composition) will be verified non-mulesed or from 
farms that have ceased mulesing

• By Winter 2023

All wool rich products (>30% wool composition) will be verified non-mulesed or from 
farms that have ceased mulesing

• By Winter 2025

All pure wool and wool rich products will be fully traceable, non-mulesed / ceased-
mulesed and certified by a credible third-party to ensure high animal welfare 
standards and sustainable farming practices
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Key message: CR, along with fellow CRG brands, are launching a responsible wool strategy to strengthen existing efforts We currently have ambitious targets in place for the responsible sourcing of cotton, leather and cellulose. We are now expanding our focus to wool. Over the past twelve months, we have been actively working on developing this strategy and better understanding the challenges and opportunities. This has involved a working group with representatives from all brands, including David Jones, and we have also actively engaged and sought input from the industry, NGOs and animal welfare experts.Our Responsible Wool Strategy captures both animal welfare standards and sustainable farming practices, as these are key areas our customers are wanting to support. CRG is receiving ongoing pressure from animal welfare groups. We see our Responsible Wool Strategy as an important step in strengthening trust with NGOs and reinforcing our reputation as a leading responsible retailer.�We have developed a staged approach to account for the challenges in traceability of blended fabrics, as well as the fact that industry shifts take time. Our approach allows time for progress.We believe our strategy is ambitious yet viable and most importantly achievable.While we understand that farmers practice mulesing as a way of protecting sheep from flystrike, we would like to see strengthened efforts to adopt alternatives (notably the breeding out process).We recognise that we cannot achieve our goals in isolation and will require collaboration across the fashion and wool industry.



OUR FUTURE
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Key message: We believe our strategy reflects the changing customer / industry demands and requires collaboration. Last week, we launched our first CR teen range. Did you know - by 2020, Gen Z (born 1995-2015) will be 25% of the global population? These are our future customers and they are strongly engaged on environmental and social issues. It’s important for us to cater to their curiosity and values.The global market is changing, with responsible sourcing being the inevitable future. In order for us to drive this change as a responsible retailer, cross-sector collaboration is vital. We cannot reach our goals without an increase in supply of responsibly sourced wool. We look forward to working with the local wool industry to ensure a thriving future. We believe we have a clear vision, we all work to the same values and we believe that sustainable retailing can be profitable retailing.We want to add value to life so that we leave our brands in a better place for the future. I look forward to continuing my love of the knitwear industry with you.
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