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We commit to leading sustainability developments in our industry 
and collaborating with brands and suppliers to improve practices.

Making responsible decisions with a focus on customer priorities is our 
way of living our values and helps us to manage and reduce the social and 
environmental impacts of our business. 

Through the power of ‘Artificial Intelligence’ – technology that can ‘think’ like 
a human – we are making our processes more efficient and understanding 
customers like never before. 

We commit to providing more information about supply chains, enabling 
customers to make informed choices about luxury fashion purchases.

We also commit to measuring and reporting the impacts of our business and 
working towards minimising impacts across our activities. 

RESPONSIBILITY:
MINIMISING 
IMPACTS

We are focusing our work in four main areas:

CUSTOMER PRIORITIES
  Providing more information about supply 

chains and fighting digital counterfeiting 

  YOOX partnering with Parsons School  
of Design

  The Ecobox™ sets our standard in 
sustainable packaging

  We have joined the Fur Free Retailer 
Program

  We are members of the Responsible 
Jewellery Council

  We connect with customers both  
in digital, through the use of smart data, and 
also in person

  We’re taking luxury e-commerce to the 
next level with cognitive computing

THE SUPPLY CHAIN
  We uphold strict standards in both 

supplier management and in purchasing 
goods for re-sale

OUR ENVIRONMENTAL IMPACT
  Our new In-Season hub in Milan is 

targeting the “excellent” level of the 
BREEAM certification system

  We have renewed our commitment  
to 100% renewable power by 2020

  Our focus on technology allows us  
to invest in green IT

MAKING A DIFFERENCE  
IN OUR COMMUNITIES

  We work to make a difference in wider 
communities, and in 2016 supported over 20 
charities and social initiatives



YOOX partners with  
Parsons School of Design
We are working together with The New 
School’s Parsons School of Design in New 
York to promote responsible fashion.

YOOX launched YOOXYGEN in 2009 as a 
pioneering initiative for our sector, combining 
a corporate sustainability programme with a 
platform for environmentally friendly brands.

YOOXYGEN has become YOOX’s destination for 
responsible fashion enthusiasts, offering socially 
and environmentally conscious clothes, footwear, 
accessories and jewellery. YOOX customers can 
select from a wide variety of responsible brands 
and designers including Prabal Gurung, Vivienne 
Westwood Anglomania, Edun, Maiyet and Rorario 
Dawson and Abrima Erwiah’s label, Studio 189. All 
items are delivered in our sustainable packaging, 
which has been trademarked as Ecobox™. 
Throughout the years, YOOXYGEN has also 
supported the Green Cross International initiative 
to provide clean drinking water and promote 
hygiene and sanitary education for children and 
disadvantaged communities.

In April 2017, YOOX will extend its commitment to 
promoting responsible practices in fashion through 
a partnership with Parsons School of Design in 
New York. The long-term goal of this initiative is 
to develop YOOXYGEN through education and 
collaborations.

YOOX and Parsons will work together in two areas. 
First, they will introduce the YOOXYGEN Award, 
which will give senior students at Parsons School 
of Design the opportunity to win a six-month 
internship at the company’s headquarters in Milan, 
with a view to designing and producing a Spring/
Summer womenswear sustainable collection. 
Second, YOOX and Parsons will collaborate in 
defining self-guiding principles for the selection of 
future YOOXYGEN brands.

The ultimate goal of this initiative is to provide 
YOOX’s customers with more information about 
products and brands. We aim to raise awareness and 
empower customers to make informed choices.
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CUSTOMER PRIORITIES
Customer expectations about sustainable luxury fashion are integral 
to the ways in which we manage our business, from the products we 
sell to the packaging in which purchases are delivered.

We are working to empower customers to make informed choices based 
on their values, and also collaborating with brands and partners to promote 
greater awareness about sustainability in luxury. 

We are committed to providing more information about supply chains – 
including those of brands and partners who are willing to do so – and leading 
by example in all the areas we can directly influence.

It is important that our customers have confidence in the authenticity of the 
products they purchase from us. As leaders in luxury fashion e-commerce, 
this is a critical issue for our company and for our brand partners, and we 
are continually working to protect the integrity of brands in the digital 
environment. This constitutes the foundation of our trust relation with 
customers and luxury brand partners.

We recognise that counterfeiting is a serious problem but also an issue where 
we have the technological capabilities to take preventative action. We are 
also proactive in maintaining the allure of luxury products even in a non-
physical, digital retail context. This benefits our brand partners and the wider 
luxury goods sector. To support brand partners, “fake prevention” measures 
include managing domain names and online research of intellectual property 
infringements (e.g. domain cybersquatting, improper use of trademarks, 
improper use of legal texts and images). We are also developing new 
software for online research of violations which will contribute to timely 
legal action being taken.

Customers also expect their data to be secure with us. Our responsibility in 
this regard extends to our brand partners and our corporate data. We also 
need to provide a safe working environment for our employees in terms of 
cyber security.

We have a dedicated team who guarantee our security systems are constantly 
monitored and up to date, in line with current regulations and standards on 
data protection and the latest changes in technology. We share information 
security policies with employees to ensure proper conduct throughout the 
organisation. 

“SHAPING DESIGN EDUCATION TO 
INTEGRATE BROADER THINKING ON SUSTAINABILITY AND 
TRANSPARENCY IS VITAL FOR DESIGN STUDENTS, AND 
WILL SUPPORT ADDRESSING THE NECESSARY CHANGES 
IN THE INDUSTRY. THE PARTNERSHIP BETWEEN YOOX AND 
PARSONS AIMS TO HIGHLIGHT SMART APPROACHES TO 
DESIGNING GARMENTS, AND HELP ENGAGE CUSTOMERS 
IN THE PROCESS.” 

Burak Cakmak,  
Dean of Fashion at Parsons School of Design
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We are delivering sustainable 
packaging
Packaging delivers a powerful message about the kind of company we 
are, and many of our customers want packaging that is sustainable.

Packaging is a vital element of our customer experience. As a company we 
fulfilled 8.4 million customer orders in 2016, which gives a sense of the scale 
of impact that our packaging choices have.

We are working hard to ensure that our packaging reflects the luxury products 
we sell as well as meeting our commitment to environmental sustainability. 
We are working to identify quality improvement and exploring packaging 
innovation.

Our commitment to sustainable packaging dates back to the decision by 
YOOX to introduce the Ecobox™ in 2009. The Ecobox™, still used today by 
YOOX, alongside other packaging options, features a sustainable choice of 
materials, and comes in different sizes and formats that enable an optimisation 
of space.

The Ecobox™ is made from 100% recycled or recyclable materials, certified 
by RESY, FSC, PEFC and SFI. It is made using cellulose gathered under 
environmentally, socially and economically sustainable conditions. We 
encourage customers to re-use their Ecobox™ for returns too.

An important element in the sustainability of all our packaging is the 
purchasing of paper and cardboard. The paper we use does not contribute 
to the destruction of primary forests. It comes from forests that are managed 
responsibly, both in social and environmental terms. Our purchasing policy 
states that paper and cardboard will be chosen as products comprised of 
virgin fibres certified according to the standards of the Forest Stewardship 
Council (FSC), the leading independent forest certification system.

In 2016 we tested new boxes for orders from THE OUTNET. The new self-seal 
boxes have a reduced size and depth, meaning less tissue paper. The smaller 
size also saves on freight, leading to lower carbon emissions. The savings are 
encouraging: -41% tissue paper use, -19% cardboard use and -15% shipping 
volumes, compared to boxes previously used. 

63% of our top 
customers said it’s 
important to them  
that our packaging 
is environmentally 
friendly.

Customer reactions  
to our new self-seal boxes: 

63

“SMALLER 
BOX SIZE  
IS FANTASTIC – MUCH EASIER 
TO MANAGE, AND BETTER 
ENVIRONMENTALLY TOO.”

“I LOVE THAT YOUR 
NEW PACKAGING HAS A PULL TAB TO 
MAKE IT EVEN EASIER TO UNBOX MY 
NEW GOODIES.”

“PREFER YOUR NEW LIGHTER STYLE  
OF PACKAGING WITH  

LESS PAPER.”
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We have joined the Fur Free 
Retailer Program
We are proud to confirm that our multi-brand stores are fur free.

We have joined the international Fur Free Retailer Program supported by 
the Fur Free Alliance (FFA), an international coalition of leading animal and 
environmental protection organizations worldwide. The program recognizes 
and supports retailers who have committed, in writing, to a no-fur policy.

The standard ensures that our multi-brand online stores promote commercial 
policies in line with animal rights, by excluding items and accessories made 
from animal fur.

Our decision to go fur free follows a long-standing relationship with the 
Humane Society of the United States (HSUS) and the Italian Anti-vivisection 
League (LAV). We have been through a rigorous education process with the 
two organisations and we will continue to work with them to keep ourselves, 
and our partners, updated about fur and ethical sourcing.
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“YNAP, WITH THE RENUNCIATION TO THE TRADE IN 
FUR PRODUCTS, REACHED AN IMPORTANT STEP THAT REPRESENTS 
A MILESTONE WHICH THE FASHION WORLD SHOULD REFER TO. IT’S 
A TANGIBLE SIGNAL THAT THE CLOTHING INDUSTRY CAN BE MORE 
SUSTAINABLE AND ETHICAL, WITHOUT NECESSARILY RESORTING TO 
THE USE OF ANIMAL PRODUCTS.” 

Simone Pavesi, Manager of Animal Free Fashion Area  
for LAV (Lega Anti Vivisezione)

“THE HSUS APPLAUDS THE YOOX NET-A-PORTER 
GROUP FOR DEMONSTRATING ETHICAL LEADERSHIP IN 
THE LUXURY FASHION INDUSTRY. THIS MOVE SHOULD 
ENCOURAGE DESIGNERS AND OTHER RETAILERS TO OPT 
FOR STYLISH AND FUNCTIONAL ALTERNATIVES TO FUR 
AND SHED THE CRUELTY ASSOCIATED WITH COMMERCIAL 
TRAPPING AND FUR FARMING.” 

PJ Smith, Senior Manager of Fashion Policy for The HSUS

Collaboration  
for responsible jewellery
NET-A-PORTER is certified by the Responsible Jewellery Council (RJC), 
a not-for-profit, standards setting and certification organisation, and 
we are extending coverage to our whole Group by the end of the 
year.

The mining of precious metals such as gold and platinum can have severe 
social and environmental impacts. 

Through our involvement with the RJC we can assure customers that the 
products we sell are aligned with international best practice. Working with 
recognized organisations provides us with frameworks for improving the way 
we operate.

The RJC’s Code of Practice, updated in 2013 after an 18-month multi-
stakeholder review process, addresses human rights, labour rights, 
environmental impact, mining practices, product disclosure and many more 
important topics in the jewellery supply chain.

We adhere to the organisation’s Code of Practice and ensure our processes 
conform to its principles. Furthermore, we provide information to the RJC 
about our practices, based on the principles of the Code. This self-assessment 
is independently verified. NET-A-PORTER has been a certified member of the 
RJC since 2014. We will work to renew the certification in 2017 and extend 
coverage to the YNAP Group.

In addition, NET-A-PORTER’s Supplier Code of Conduct, which is modelled 
on the Universal Declaration of Human Rights and the International Labour 
Organization (ILO) conventions, requires that all suppliers of gold provide 
assurance that the metal has been mined in a manner that respects human 
and labour rights.



Listening and responding  
to customers
Our customers are driving innovation in our company.

We aim to transform customer input into innovations for our business, whether 
it’s re-designing one of our apps based on customer feedback or aligning our 
editorial content to better coincide with our reader interests and preferences.

Our Voice of the Customer (VOC) programme enables us to enhance our 
services through customer-focused innovation. The programme, led by our 
Customer Insight team, measures satisfaction across the main touchpoints of 
the customer experience (on-site, post-purchase and returns and exchanges). 
It runs across NET-A-PORTER, MR PORTER and THE OUTNET and will be 
extended across our platform in 2017.

Engaging with our customers
We connect with customers both in digital, through the use of smart 
data, and also in person, through a team of personal shoppers and 
networking and engagement events.

NET-A-PORTER and MR PORTER get closer to customers through teams of 
personal shoppers who often head out to meet customers in person. They 
offer a range of services to our top In-Season customers such as previews of 
the up-coming season, showing new items before they are available online, 
tailored style advice and help getting special or hard-to-find items, fitting, or 
post-purchase services.

Special customer events are also popular and can include networking initiatives 
to attract a broader group of shoppers. These include invitation-only “Style 
Suites” at so-called pop-up temporary stores and designer dinners. Other 
events include Shop Wear Care in London in November 2016 in aid of the 
Great Ormond Street Hospital children’s charity. We also hosted events with 
designers including Mary Katrantzou, Missoni and Nicholas Kirkwood in 2016.

As part of our FRONT ROW loyalty programme for THE OUTNET, which now 
has over 22,500 participants, we hosted 36 events in 2016 for participants. 
These were held in 10 locations from Dubai, the US, Singapore, Hong Kong, 
the UK and Australia. 

“TO HELP THE BUSINESS LEARN ABOUT OUR 
CUSTOMERS, THEIR EXPECTATIONS, EXPERIENCES, AND BRING THEM 
TO LIFE; ENSURING THAT THE CUSTOMER IS KEPT AT THE HEART OF THE 
BUSINESS IN THE IDEAS WE INSPIRE, THE DECISIONS WE MAKE, AND THE 
BEST-IN-CLASS EXPERIENCES WE CREATE.” 

Mission statement of our Customer Insight team

CONNECTING 
TO CUSTOMERS 
THROUGH SOCIAL 
MEDIA

• 9 social media 
channels

• About 1.5 million 
followers on our 
Twitter accounts

• About 3.5 million 
likes on our 
Facebook pages

• About 4.4 million 
followers on our 
Instagram accounts
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VOC initiatives allow us to interact with customers 
in a number of ways of which the following were 
typical in 2016:

• Customer profiling research (for 
NET-A-PORTER and MR PORTER): A large-
scale qualitative and quantitative research 
project to gather detailed insights about target 
customers, their fashion and shopping needs, 
preferences, pain points and relationship with 
the brand

• MR PORTER own label research: Concept 
testing-based research project to inform future 
marketing product strategies best aligned with 
customer needs and preferences for launch of 
own label

• US Acquisition Landscape Research for 
THE OUTNET: A large-scale qualitative and 
quantitative market research project focused on 
understanding how to optimise the journey and 
experience of first-time shoppers on the site

• Product selection research for YOOX: 
Survey of customer preferences, conducted in 
collaboration with the merchandise and buying 
team, with regards to brands and fashion styles, 
associated with separate data mining activities, 
to inform product selection

We create innovative solutions based on our 
customer feedback. Here are some examples of 
what we did in 2016:

• Editorial and content: Feedback influenced 
the strategy and re-design for digital editions 
with new content strategy, diversifying model 
casting and focusing on more localised content. 
Feedback and research has also influenced our 
approach to social media content as well as 
the marketing and brand strategy for PORTER 
Magazine

• Models on THE OUTNET: In response to 
hearing that customers wanted to see more 
representative models, creative shoots with 
more diverse models were introduced to speak 
to a wider audience

• Re-design of MR PORTER app: Customer 
feedback influenced the app’s re-design and the 
inclusion of new features

We want our customers to help guide our 
sustainability commitment too. Last year we 
engaged 24,000 of our top customers globally. 
Find out what they had to say on page 22.
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Today, there is broad awareness of the importance of a sustainable 
supply chain in the luxury industry. We recognise our responsibility as 
the luxury sector’s leading e-commerce platform.

We recognise that our customers, and society more broadly, expect retailers 
to take responsibility for impacts along the supply chain of the goods they 
sell. When we asked our customers about their shopping choices, 58% said 
having more information about products would influence their purchasing 
choices. 

First, we buy products and services for our own use such as transport, 
editorial, technology, and here our policy on “indirect” procurement ensures 
we evaluate and verify the ethical, legal and financial integrity of suppliers, 
even as regards labour practices, occupational health and safety and the 
environment. We launched a procurement portal in 2016 enabling us to 
improve our indirect purchasing strategy and processes.

Second, we purchase millions of goods each year for re-sale on our platform 
through our In-Season and Off-Season online stores, doing business with 
thousands of brands with different levels of involvement. We recognise that 
our role here is to work with the industry so that we are able to give customers 
assurances about the sourcing of these products. Within this category, our 
specialised buying teams manage purchasing.

Additionally, our numerous ONLINE FLAGSHIP STORES “Powered by YNAP” 
are based on long-term relationships with leading fashion and luxury brands, 
for which YNAP is the exclusive partner. Here, our aim is to continue to engage 
brand partners in sharing our values and working together to find ways to 
improve practices to ensure the sustainability of the luxury value chain.

Our goal is to improve standards with regards to our supply chain in all of these 
areas. We work to ensure workers are treated with respect and dignity, working 
conditions are safe, manufacturing processes are ethically responsible, and 
the conduct of our business reflects our principles of integrity, honesty and 
fairness.

The prevention of forced and child labour, harsh treatment and harassment 
as well as principles of Freedom of Association and Non-Discrimination are 
key elements of our Supplier Code of Conduct and the principles of the 
Social Accountability SA8000 standard established by Social Accountability 
International.

In 2016, we used the SEDEX (Supplier Ethical Data Exchange) platform for 
key suppliers and private labels, as an additional instrument to perform risk 
assessments on our supply chain. We are a member of SEDEX.

THE SUPPLY CHAIN
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We are investing  
in cognitive commerce 
We’re taking luxury e-commerce to the next level with cognitive  
computing.

YNAP pioneered luxury e-commerce and to maintain our leadership position 
we must continue innovating. To thrive, we must continue reinventing our 
business and develop new approaches that have benefits for our industry and 
for society and the environment too.

We stimulate innovation from within our business, using intelligent technology 
to predict what our customers will buy, when and where. This has powerful 
implications: it makes our processes and the work of our employees more 
efficient and it optimises distribution, built around a smart, interconnected 
and global logistics network. In the end that translates into more personalised 
shopping experiences and stock allocation that is organised around customer 
preferences and trends.

Cognitive computing is at the centre of these new possibilities and, in 
partnership with IBM, we are pioneering how it can be applied to luxury 
e-commerce. Cognitive commerce, as we call it, interacts ‘naturally’ with 
customers to understand their actions and deliver experiences tailored to 
their needs. With Watson, IBM’s question answering computer system, we can 
reach new levels in efficiency, customer understanding and personalisation.

As digital transformation opens up new ways for us to interact, we will offer 
a seamless shopping experience across multiple channels; this is our ‘omni-
channel’ strategy. We are reaching out to customers to get their input and 
transforming their ideas into innovations for our company. 

We’re making our inventory management and distribution smarter 
than ever through our omni-stock programme.

Optimising our distribution capabilities with this technology gets products 
to our customers faster and improves our operational efficiency. At the 
same time, we are moving towards a single system built around two central 
distribution hubs in Italy that will send stock for all our brands to regional 
distribution centres in key cities around the globe.

An added advantage of omni-stock is that we will be able to integrate with 
third-party distribution centres and even with stores of our brand partners, 
increasing the global efficiency of our distribution.

The benefits will be improved lead time for the customer and more efficient 
stock management, with positive outcomes for the environment. Our future 
carbon footprint will testify to this trend.
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OUR ENVIRONMENTAL 
IMPACT
We recognise that it is our duty to reduce the environmental impacts 
of our business and our carbon footprint across our value chain. We 
are making improvements by adopting a Group-wide approach to 
environmental and energy management.

Following the creation of the YOOX NET-A-PORTER GROUP, we are working 
to standardise practices and energy management across the organisation. 
Our environmental management system has been certified according to ISO 
14001 standard in Italy and Japan and we are working towards the progressive 
extension of the certification to the whole Group. We are also looking to 
increase our recycling efforts, which in 2016 saw 86% of our waste recycled.

To increase transparency and accountability, we disclose our Group 
performance data through the Carbon Disclosure Project (CDP), a not-for-
profit organisation that collects and analyses data about environmental 
impacts. 

Read more about the environmental management of our operations on page 88.

YNAP’s new buildings  
are sustainable 
Our new In-Season hub in Milan will be a benchmark for the Group’s 
environmental commitment and showcases the ways in which we are 
seeking to reduce our impacts.

Our new warehouse in Milan, will serve as the global distribution centre for 
In-Season operations. The new facility, which will start operating in 2017, will 
be a key piece of the omni-stock logistics network.

The warehouse will use a data-driven inventory management system 
to replenish local distribution centres around the globe. Through a full 
deployment of radio-frequency identification (RFID) tagging we will be able 
to track every item in each stage of the distribution channel.

We are working towards achieving certification under the Building Research 
Establishment Environmental Assessment Method (BREEAM) with an 
“excellent” rating level (the second highest out of five). 

An integrated building management system (BMS) will monitor electricity 
use, lighting, temperature control and humidity. For the storage and retrieval 
of goods, automated shuttle systems have energy recovery features. To 
prevent fires here and at our logistics facility in Bologna, electrical equipment 
will be used to modify the nitrogen-to-oxygen ratio in the air, preventing the 
combustion process. 

Our commitment  
to 100% renewable power
To create a low-carbon society, we all need to reduce our reliance on 
fossil fuels. We’re working on this as part of our commitment to using 
100% renewable energy sources by 2020.

YNAP is part of RE100, an international initiative that connects many of the world’s 
most influential companies in a shared commitment to 100% renewable power.

YOOX GROUP was the first Italian company and fashion e-commerce business 
to join RE100. The initiative was created by The Climate Group and CDP in 2014.  
It involves companies around the globe from Europe, the US, India and China.

Our goal is to source all our power from renewable sources by 2020. In 2016, this 
stood at 35%. Our work to standardise our approach to energy management 
following the integration of the two companies involves reviewing contracts 
with energy suppliers with a view to meeting the RE100 objective. This has 
been confirmed as part of the Group’s sustainability approach.

Greening our IT
Our focus on technology allows us to invest in green IT to lower the 
environmental impacts of our operations.

We are working to make technology reduce our environmental impacts in two ways.

First, we are enabling smarter, more flexible ways to work, focusing on 
internal collaboration and mobility which boosts the need for employees to 
work together across locations. In light of this, we are upgrading our video 
conferencing systems worldwide, working in partnership with Cisco Systems 
to revamp 130 meeting rooms. 

Second, we are adopting best technologies for data centres and server farms, 
for use in-house and when working with suppliers. We have reduced the 
size and energy use of our servers by using blade technology from Hewlett 
Packard Enterprises, whose Design for Environment programme focuses on 
energy efficiency and offers advantages in terms of materials and service 
models that reduce impacts and increase longevity.

In Italy, we use a BT data centre in Milan that assures business continuity for 
our front-end systems – even in extreme cases such as earthquakes – and also 
boasts a cooling system that draws on the water table to reduce energy use 
by 50%.

We also use a green data centre owned by Acantho (part of Gruppo Hera) 
in Imola, Italy, which reduces energy consumption and emissions compared 
with traditional centres thanks to free cooling (drawing directly on outside air) 
and a natural-gas powered trigeneration system to supply both electricity and 
cooling.
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Health awareness
MR PORTER sold blue shirts as part of its Father and Son Day initiative, which 
encourages men to talk openly about themselves, their body and serious 
illnesses, and donated the proceeds to The Royal Marsden cancer research 
and treatment centre in the UK. We were also active in supporting the White 
Ribbon Alliance, Maggie’s Cancer Caring Centre and The Society of Memorial 
Sloan Kettering in New York.

Promoting craftsmanship and talent
During 2016 Milan Design Week, YNAP partnered with Fondazione Cologni 
dei Mestieri and Living Corriere della Sera in presenting “Doppia Firma”, an 
experimental project bringing together design innovation with the traditions 
of great Italian artists. Other collaborations saw Vogue Italia and YOOX 
confirm their support for the sixth edition of The Next Talents, during Milan’s 
Fall/Winter Fashion Week; the creation of an exclusive capsule collection for 
YOOX by Studio 189, the ethical fashion brand co-founded by actress and 
philanthropist Rosario Dawson and fashion expert Abrima Erwiah; and NET-A-
PORTER’s fundraising support for Design Trust, which helps creative projects 
that develop expertise, build research initiatives and content related to Hong 
Kong and the Greater Pearl River Delta Region.
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MAKING  
A DIFFERENCE IN 
OUR COMMUNITIES
We support wider communities and empower them to take positive 
action.

As a Group, we are working to create long-term partnerships with charities and 
NGOs as part of our sustainability priorities. Our brands also work with charitable 
organisations, embracing causes that are important to our customers.

We also listen to our own employees about the causes they believe in and 
enable them to take action by donating or getting involved directly.

Women are a big focus for our community action. You can read more about 
what we’ve done in the “Empowering Women” chapter. In 2016 overall we 
supported more than 20 charity and social initiatives around a range of themes.

Social inclusion
Young people from the San Patrignano rehabilitation community in Italy 
created a collection of bags in the minimalistic style of the luxury fashion 
label, Marni, which were available for sale on YOOX, with the proceeds going 
directly to the community. We were also involved in supporting the Wrap 
Up London Charity Coat Drive, the Salvation Army Present Appeal and the 
Circolo San Pietro.

Emergency relief  
and environmental causes
In collaboration with YOOX, 20 fashion designers including Simone Rocha 
and Marco De Vincenzo, teamed up with Mattel to create a new line of Barbie 
dolls with proceeds going to the rebuilding of a historical building destroyed 
by the earthquake in Arquata del Tronto, Italy, in August 2016. YOOXYGEN 
also continued its long-term support of Green Cross International.




