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Chairman’s letter to the stakeholders
In 2014, YOOX achieved not only good results in terms of creating value, thus
confirming the Group’s ability to continue growing even in a complex economic
climate, but also important milestones in the area of social and environmental
sustainability. We are proud of these achievements and are pleased to present them
to you in this fourth edition of our Sustainability Report.
The level of maturity we have reached in our management of sustainability has
encouraged us to adhere to the ten principles of the Global Compact promoted by
the United Nations and to embark on a journey that will lead us to gain certification
of our corporate responsibility system under the SA8000 standard by 2015.
885 people, 44 nationalities, an average age of 33 years old, 54% women,
87% permanent contracts: not only number, but real asset to YOOX. This shows
that we believe in equal opportunities and the intrinsic value of diversity (of origin,
gender, sexual orientation and religion). This is why we wholeheartedly invest in the
well-being of our people and seek out innovative ways of working in order to give
form to the mobile philosophy we offer to our customers through technologies that
bring together the work life and personal needs of all.
Believing in the new generation is intrinsic to our quest for sustainable development
at YOOX: 263 new employees from around the globe joined YOOX in 2014, and 40%
of the people at YOOX are young men and women under the age of 30. For over
15 years, YOOX has paved the way with its internal training for fashion e-commerce
professionals, and this commitment gets stronger each year as demonstrated by
initiatives for young employees and recent graduates such as the MBA Summer
Internship in collaboration with the most prestigious international universities
(including Harvard and Columbia) and the YOOX Graduate Programme.

manifested in its move to relying upon renewable energy for over 80% of its total
supplies and its participation in the international RE100 programme among the top
100 companies worldwide committed to reaching 100% energy use from renewable
sources by 2020. Further examples are the company’s fleet of cars composed of
100% of hybrid vehicles and the launch of a complex project aimed at obtaining
certification of the Energy Management system under the ISO 50001 standard.
We have also continued to promote YOOXYGEN, yoox.com’s environmental
sustainability programme, which includes over 100 sustainable brands from around
the world. The Group’s environmental sustainability message reaches countless
individuals each day thanks to the millions of orders delivered to homes around the
globe in the special ECOBOX™ recycled and recyclable packaging.
YOOX Group also continued its commitment to social solidarity in 2014 through its
support for humanitarian and charitable organisations as part of initiatives aimed at
preserving and promoting environmental, artistic and cultural heritages - such as our
partnership with the Pinacoteca Ambrosiana devoted to preserving and disseminating
the works of Leonardo da Vinci - and for the development of disadvantaged areas of
the world.
We intend to continue on this path to building a more sustainable future, which
includes seeking to pass on our enthusiasm to all Stakeholders willing to embrace our
Sustainability Project.

Chairman of the Board of Directors
Federico Marchetti
With regards of environmental sustainability, YOOX is a leader in the
e-commerce industry. In 2014, it was named among the leading companies working
against climate change, according to the CDP Italy 100 Climate Change Report.
YOOX’s daily commitment to responsible management of the Planet’s resources is
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Guide to the report
With the publication of the 2014 Sustainability Report (hereinafter also the
“Report”), YOOX Group (hereinafter also the “Company”, the “Group”,
“YOOX Group” or “YOOX”) is carrying on its own commitment to report on its
performance in the area of social, environmental and economic sustainability.
This document describes the values and principles of conduct that guide the
company’s strategy aimed at establishing and promoting open, transparent
dialogue with all of its Stakeholders.
YOOX Group Sustainability Report meets the “A+” level of application
of the “Sustainability Reporting Guidelines” issued by the Global Reporting
Initiative (GRI) in 2006 (G3), which currently represents the leading international
standard for sustainability reporting.
The topics included in the Report were chosen based on analyses of materiality
and following validation involving all Company departments, taking account
of the economic, social and environmental impacts and effects of the Group’s
activities, the regulatory framework and the specific features of the fashion
e-commerce sector, and the expectations of its Stakeholders. The Group is
committed to expanding dialogue and Stakeholder involvement activities on
topics relating to sustainability. The data and information in the Report refer to
the year ending 31 December 2014 and to some large projects which started
during the first few months of 2015. Unless indicated otherwise, the reporting
scope of the Sustainability Report is the same as for the 2014 Management
Report and Consolidated Financial Statements, from which the economic and
financial data included in this Sustainability Report are taken.

In order to ensure that the information given is reliable, priority has been given
to directly measurable quantities, avoiding estimates where possible. Where
necessary, the figures were calculated using the best methods available and their
use has been mentioned among the individual GRI indicators. When they were
available, the trends of the two previous years have also been included to make it
easier to compare data over time.
There have been no significant events or changes in the measurement methods
which could significantly affect comparison of the information with that reported
in the 2013 edition.
This 2014 Sustainability Report has been presented to the Board of Directors
following an assurance audit by the Independent Auditors, KPMG S.p.A. (whose
report is attached hereto) and to the Shareholders’ Meeting.
In addition to the introductory section which presents the business approach and
main features of the governance and control system adopted by the Group, the
core of the document is composed of the 4 main areas of sustainability: Market,
People, Community and Planet which were defined in the “YOOX Group
Sustainability Policy”.
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REPORT APPLICATION
LEVEL

C

C+

B

B+

A

A+

OUTPUT

G3 PERFORMANCE
INDICATORS & SECTOR
SUPPLEMENT PERFORMANCE
INDICATORS

** Sector
Sectorsupplement
supplement
in final
version
in final
version

REPORT FULLY ON A
MINIMUM OF ANY 10
PERFORMANCE INDICATORS,
INCLUDING AT LEAST ONE
FROM EACH OF: SOCIAL,
ECONOMIC, AND
ENVIRONMENT

MANAGEMENT APPROACH
DISCLOSURES FOR EACH
INDICATOR CATEGORY

REPORT FULLY ON A MINIMUM
OF ANY 20 PERFORMANCE
INDICATORS, AT LEAST
ONE FROM EACH OF:
ECONOMIC, ENVIRONMENT,
HUMAN RIGHTS, LABOUR
SOCIETY, PRODUCT
RESPONSABILITY

MANAGEMENT APPROACH
DISCLOSED FOR EACH
INDICATOR CATEGORY

RESPOND ON EACH CORE
AND SECTOR SUPPLEMENT*
INDICATOR WITH DUE REGARD
TO THE MATERIALITY PRINCIPLE
BY EITHER: A) REPORTING
ON THE INDICATOR OR
B) EXPLAINING THE
REASON FOR ITS OMISSION.

Report Externally Assured

NOT REQUIRED

SAME AS REQUIREMENT
FOR LEVEL B

Report Externally Assured

G3 DISCLOSURES
ON MANAGEMENT
APPROACH

Report Externally Assured

STANDARD DISCLOSURES

G3 PROFILE
DISCLOSURES

REPORT ON ALL CRITERIA LISTED
FOR LEVEL C PLUS:
1.2
3.9 - 3.13,
4.5 - 4.13, 4.16 - 4.17

REPORT ON:
1.1
2.1 - 2.10
3.1 - 3.8, 3.10 - 3.12
4.1 - 4.4, 4.14 - 4.15
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ORGANISATION AND CONTENT OF THE SUSTAINABILITY REPORT

MARKET

This section lists the main performance data and the most significant information concerning:
• Customers and services provided
• Management of relations with brand partners
• Procurement policies and relations with suppliers
• Shareholder protection and transparency with regard to the financial community

This section presents the policies adopted by YOOX in managing its personnel, with a special focus on hiring processes, internal career progression and well-being initiatives. It also provides the main quantitative data concerning the composition of the workforce.

PEOPLE

YOOX invests in local communities by supporting social initiatives involving education and the promotion of sustainable fashion.
This section of the report describes the projects YOOX has launched and the results they have yielded.

COMMUNITY

This section of the report describes YOOX’s approach to managing the direct and indirect environmental impacts of its operations.
It provides data on the Group’s energy consumption and emissions.

PLANET

INTRODUCTION
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YOOX GROUP SUSTAINABILITY POLICY
Sustainability has always been a key component of the values and principles on
which YOOX Group was built.

The Company establishes stable relations with its Brand-Partners and Suppliers
and promotes transparent, bilateral dialogue with Shareholders and Investors.

The constant commitment to economic, social and environmental sustainability, and
listening closely to and ensuring transparent relations with all of YOOX’s stakeholders
– Efforts to promote and increase the awareness of Customers and important
industry players in Sustainable Fashion are another important aspect of YOOX’s
relationship with the Community.
– are part of the Group’s DNA, keeping in mind that the creation of Value depends
on the Group’s ability to meet its economic goals while achieving sustainable
development.

Efforts to promote and increase the awareness of Customers and important industry
players in Sustainable Fashion are another important aspect of YOOX’s relationship
with the Community.
Lastly, the drive towards Innovation as a catalyst for excellence in the services YOOX
offer and, thus, the creation of value over the long term for our Stakeholders, are
among our priorities.
At YOOX, taking a sustainable approach to business means knowing how to combine:

The Group is active in the fashion e-commerce sector which, already by nature, is
open to the concept of sustainability through saving resources and reduced CO2
emissions connected with the transport of goods and people. YOOX strives every
day to play an active, constructive role in facing challenges and taking advantage of
future business opportunities through a socially responsible approach, thus acting as
an ambassador for the dissemination of a culture of respect for and preservation of
the Environment.
This attitude is demonstrated by the study and development of initiatives aimed at
guaranteeing a strong Customer focus in support of impeccable service and an
innovative shopping experience.
YOOX values its People and seeks to create a meritocratic, transparent and
collaborative environment. These form the basis for its success today. On the
environmental front, YOOX continuously monitors the direct and indirect impacts of
its business activities and helps to foster concern for climate changes.

•

economic sustainability, making decisions intended to ensure business
continuity in the long term, thanks to the application of an effective
corporate governance model;

•

social sustainability, through an exemplary code of conduct in
the management of its business and meeting the legitimate expectations
of its important Stakeholders, respecting certain shared ethical values;

•

environmental sustainability, by minimising the direct and indirect
impacts of its activities, with a view to preserving the Environment for
the benefit of future generations and complying with the applicable
regulations in force.
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OBJECTIVES IN THE FOUR AREAS OF YOOX’S SUSTAINABILITY

MARKET

PEOPLE

COMMUNITY

PLANET

Guaranteeing an innovative shopping experience for Customers and excellent service for Brand-Partners whilst aiming to build good relations
with all Stakeholders, through:
• Listening to Customer and investing in innovation aimed at improving the entire shopping process
and experience, thereby achieving high levels of Customer satisfaction;
• the authenticity, top quality and safety of the products sold, thanks to product and supply chain monitoring;
• the development of good, transparent relationships with Suppliers and Brand-Partners;
• the adoption of a transparent governance system and constant dialogue with the Financial Community
that creates value for Shareholders;
• managing the relations with Brands Partner.
Promoting the professional development of its People by offering a stimulating, success-oriented working environment, through:
• investment in training and the programs designed to develop skills;
• a collaborative working environment with a focus on listening to staff and their work-life balance needs;
• a transparent selection process designed to attract the best talent and expertise;
• a meritocratic environment in which every Employee is treated fairly and transparently.

Enabling the establishment of good relations with local areas and promoting sustainable fashion, through:
• constructive dialogue with young people, cultivating relations with universities and other educational and training institutions;
• supporting projects and initiatives that are important to the Community;
• creating partnerships and projects aimed at promoting sustainable fashion;
• seeking out and supporting emerging brands and designers.

Reducing the direct and indirect environmental impacts of its activities and promoting environmental preservation, through:
• making economical use of resources and increasing the efficiency of its energy consumption with regard to the management of its offices,
IT systems and staff mobility;
• using electricity produced 100% from renewable sources;
• taking decisions aimed at sustainability in the management of business operations, especially with regard to the choice of packaging
materials used and sharing the best operational solutions with logistics partners for managing shipping;
• raising awareness about environmentally friendly conduct among Employees and Customers by spreading the principles of YOOXYGEN:
the company’s environmental sustainability programme.

INTRODUCTION
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YOOX: CREATION OF VALUE IN TODAY’S SOCIO-ECONOMIC CLIMATE
Reducing Unemployment
of young people in Italy in 2014

Reducing Temporary
Employment

42.7% was the average unemployment rate
reported for young people between
the ages of 15 and 24 in Italy in 2014
(Source: ISTAT)

52.5% of the Italian youth between
the ages of 14 and 25 work are
on temporary employment contracts
(Source: OECD 2014 annual report)

• In 2014, 263 new employees were hired,
including 139 under the age of 30.
343 young people under the age of 30 were
employed across all of the Group’s sites

• At YOOX, on 31/12/2014,
87% of the workforce was employed
on permanent contracts

Equal Opportunities
In 2014, the number of employed women
in Italy represented 46.6% of the total
population (Source: ISTAT, 2014).
25% of Italian directors were women
(Source: Eurostat, 2014)
• On 31/12/2014, YOOX employed 484 women,
which represents 54% of the total company
workforce. The % of women in executive
and management positions represents 42%
of the total workforce

CLIMATE CHANGE

Deforestation

Global temperatures in 2100 could
increase by 2°C to 5°C.
(Source: Intergovernmental Panel on
Climate Change – IPCC, Fifth Assessment
Report - AR5)

In 2014, deforestation at a global level
was estimated to equal more than 119,000
square kilometers (WWF global, 2014)

• 81% of YOOX’s energy consumption
in 2014 came from certified renewable
sources with a guarantee of origin

• The Ecobox™ used from YOOX
for deliveries is entirely composed
of recycled and recyclable materials,
with FSC, PEFC, SFI and RESY certification
at an international level.
79% of the paper used in our offices
is FSC certified

Economic Performance

Investments in R&D

In 2014, Italy’s GDP shrank by 0.4%,
in anticipation of the third consecutive
year of recession recorded since 2012
(Source: OECD Organisation for Economic
Co-operation and Development)

According to data provided by the
European Commission, R&D investments
made in 2013 by the top 633 companies
with headquarters in the EU totalled
162.4 billion, up by 2.6% with respect
to 2012. Italy showed growth above the
European mean of 6.4% (Source: European
Commision IRI_ The 2014 EU Industrial R&D
Investments Scoreboards)

• In 2014, YOOX’s revenues grew by 15.1%
• 85% of products for yoox.com are sourced
from Italian Suppliers

• Euro 22.2 million invested by YOOX Group
in 2014 for research and development in
technology
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CHAPTER 1:

IDENTITY
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1.1 PROFILE OF YOOX GROUP
AND ITS ACTIVITIES
Founded in 2000, YOOX Group, is the global Internet retailing partner for leading
fashion & design brands. It has established itself amongst the market leaders
with three multi-brand online stores yoox.com, thecorner.com,
shoescribe.com and 37 mono-brand online stores all “Powered by
YOOX Group”, 7 of which are managed through the joint venture created with
the Kering Group. The Group has five logistics centres and seven local offices in
Europe, the United States, Japan, China and Hong Kong and is able to deliver
products to more than 100 countries worldwide.
Even the name “YOOX”, which was included for the first time in the “Lexicon
of the 21st century” section of Italy’s Treccani encyclopaedia, reveals the essence
of the Group. A human touch that fuses with technology: X and Y, the male and
female chromosomes, embrace the zero of the binary code, the fundamental
language of the information age.
The first to be created in 2000 was yoox.com, the world’s leading online
lifestyle store: fashion, design and art. Thanks to long-standing direct
relationships with designers, manufacturers and official retailers worldwide,
yoox.com offers a never-ending selection including: an edited range of
hard-to-find clothing and accessories from the world’s most prestigious designers,
exclusive capsule collections, eco-friendly fashion, a unique assortment of home
design objects, rare vintage finds, books and a curated collection of compelling
and collectable artworks.
Launched in 2008, thecorner.com is the luxury online boutique devoted to
creating distinctive style and showcasing an eclectic and selective assortment
of high fashion and directional designers for men and women, from around the
globe through new dedicated “mini-stores”.
Lastly, shoescribe.com, launched in 2012, is the online destination for women
dedicated entirely to high-end shoes and everything that surrounds them:
a wide-ranging and carefully edited assortment including everything from top
designer names to researched brands complemented by unique and interesting
editorial content, and many exclusive shoe-related services.

Since 2006, YOOX Group designs and manages mono-brand online stores
for fashion brands looking to offer their latest collection on the Internet. From
2012, YOOX Group is partnering with the Kering Group to set up a joint venture
dedicated to managing the mono-brand online stores of the several luxury brands
of the Group: Bottega Veneta, Saint Laurent, Alexander McQueen, Balenciaga,
Sergio Rossi, Stella McCartney and Brioni.

Global player with local expertise
The Group is active on a global scale, but is able to offer a worldwide
approach to business conducted at a local level. YOOX designs its offering
based on the requirements of its individual markets, guaranteeing for
Customers a shopping experience and level of service which is always in line
with local needs.
A global logistics organisation customised ad hoc
for fashion e-commerce
The Group’s technology and logistics platform was designed ad hoc to fit
the specifics of the fashion e-commerce sector and has been fully automated
since 2010, with constantly increasing investments in innovation and R&D,
including over €100 million for the three-year 2013-2015 period alone.
Operating efficiency, respect of delivery deadlines and protection of the
Environment are the objectives of the continued efforts to optimise the
logistics model based on hubs spread out over three continents.
The automated platform, the extensive and exhaustive catalogue, the
simplicity and transparency of the online shopping and returns process, the
tracking of the products using RFid technology are distinctive characteristics
of YOOX’s business model in which the entire logistics process is aimed
at meeting the needs of Customers, one of the main strengths being its
capacity to localise services.

16
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MULTI-BRAND ONLINE STORES

37

MONO-BRAND
ONLINE STORES

1. identity

2014 AWARDS
Award of Commendation, Online Retail Award:
YOOX Group was awarded the “2014 Award of Commendation” at the Online Retail Awards 2014,
celebrating web, mobile and tablet retailers that offer Customers the best online shopping experience.

Internet retailer, HOT 100:
yoox.com was named among the top 100 retail sites worldwide based on its creative and often innovative
approach to technology, design and services. In particular, it was applauded for the faster browsing on the
new site and the possibility to shop from mobile devices through the WeChat platform in China.

Luxury Daily “Top 10 luxury brand mobile campaigns”:
YOOX’s collaboration with WeChat was seen as among the top 10 mobile campaigns of 2014
for luxury brands.
“A dinner party in Venezia”, the Christmas initiative of yoox.com, was rated among the top five
Christmas campaigns in 2014.

Fashion, InStyle’s top 50 website:
shoescribe.com was included among the TOP 50 websites, winning 10th place in the Fashion category.

WebAward, Outstanding Website:
shoescribe.com received the prestigious international WebAward handed out by the Web Marketing
Association to the “Best Fashion Website” in the Outstanding Website category.
WebAward, Best Fashion Website:
The prestigious international WebAward competition of the Web Marketing Association also recognised
thecorner.com in 2014 as the Best Fashion Website.

17
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THE HISTORY OF yoox: 15 YEARS OF INNOVATION

1. identity
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1.2 MISSION, VALUES AND PRINCIPLES
YOOX sees the continuous improvement of the quality of its services and of Customer
satisfaction as amongst its core objectives, thus leveraging the passion and creativity
that have always constituted the added value YOOX offers to its Customers and
Brand-Partners.

The Code of Conduct constitutes the standard for the behaviour of all Group
employees. The values in the Code of Conduct translate into principles and good
practice to be applied by all YOOX employees in their internal and external
relations.

Its business model is based on the creation and consolidation of long term
relationships, based on trust and transparency with all of the company’s various
Stakeholders. YOOX has always been committed to promoting the Group’s core values
to all of its employees across all Company departments. These values are stated in the
Code of Conduct.

The daily activities of all of the people who represent and act on behalf of
the Group must always be conducted in accordance with a strict code of
conduct based on impartiality and equal opportunities; legality and honesty;
professionalism and trust; preventing potential conflicts of interest; accuracy and
transparency.
From the Directors to the external staff working with YOOX, all levels of the
organisation are keenly aware that the ethical conduct of business is a
key prerequisite for the Group’s success, both financially and in terms of
credibility.

1. identity

YOOX Values:
Spirit
The spirit of YOOX Group is the people who work
here. Their passion, their talents and their minds are
the engine behind YOOX Group, which transforms
individual efforts into team value.

Listening to the Customer
YOOX Group’s strength is its ability to listen and
put itself in the Customers’ shoes.

Ethics
YOOX Group’s success is based on honesty,
transparency, integrity and privacy in dealing with
clients and in interpersonal relations and on the
ability to translate shared ethics into credibility
and results.

Internationality
YOOX Group’s international expansion requires
understanding and respecting the differences
between countries by building connections and
integrating with local culture.

Innovation
YOOX Group is different with its distinct identity
based on quality, creativity and innovation.

Excellent Performance
YOOX Group strives for excellence in delivering
fast, quality results. In order to do so we believe
in a work environment that recognises and
strengthens the performance and potential of our
employees.

Italian DNA
YOOX Group was born in Italy, from which it gets
its aesthetic calling, world-renowned fashion
and design products, and the ability to combine
flexibility with complexity.

Fertile Growth
YOOX Group’s growth is fuelled by constantly
improving how resources are used and optimizing
energy in a way that respects the environment,
because YOOX Group firmly believes that the
energy for ideas of the future is green.

23
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IN 2014, THE FASHION SECTOR ONLINE RETAIL MARKET RECORDED GROWTH
RATES EQUAL TO 15% IN WESTERN EUROPE AND 13% IN THE USA COMPARED
TO 2013

1.3 REFERENCE MARKET
In 2014, the online retail market continued to record sustained growth in almost
all geographic markets and the main categories of merchandise. This growth was
considerably greater than that of the traditional retail market, thereby allowing online
channels to further increase penetration rate in the overall retail market, testimony
to an increasing trend amongst shoppers of using the internet as a complementary
channel to physical shops.

According to the forecasts published by Forrester Research in October 2014, the
online fashion market in China (defined as the collection of clothing, accessories
and footwear markets), recorded sales of around CNY 560 billion in 2014 (equal to
around Euro 68 billion), a growth of 38% compared with 2013 and with a decidedly
higher estimated CAGR for 2014-2018 compared to the other markets mentioned
above, and equal to around 23%.

Forrester Research estimates that the online retail market, excluding the travel, motor
vehicle and prescription medicine sectors, recorded sales in 2014 of around Euro
161 billion in western Europe, an increase of 14% compared to 20131, and around
USD 297 billion in the United States and Yen 6.462 billion in Japan, both up by
13% compared with 20132 3. Forrester estimates growth of 13% for the online retail
market in Western Europe in 2015, and 12% in United States and Japan.

The reasons for the strong growth forecasts in online retail market worldwide are
manifold; they include the wider selection of products offered on the web, the
growing perception of the web as a safe place to make purchases and the search
for convenience. In addition, the number of Internet users and people making online
purchases continues to grow, together with the higher average annual expenditure
per user, this confirms the emergence of a new, increasingly digitally native
generation. As further proof of the growing importance of the digital sector, today’s
consumers are looking for a shopping experience that integrates the physical and
virtual channels. It is estimated that, in 2014, online channels will play a part in over
60% of all retail sales in the luxury sector4.

Within the online retail market, YOOX Group operates in the fashion sector (defined
as a combination of the clothing, footwear, jewellery and watches markets), which
according to data from Forrester Research represented approximately 22% of the
online retail market in Western Europe and the United States in 2014, growing by
15% and 13% respectively compared with 2013. Forrester forecasts a 2014-2018
CAGR (Compound Annual Growth Rate) in this category of around 12% in Western
Europe and 11% in the United States. The online fashion market in Japan (defined as
the collection of clothing, accessories and footwear markets) represents 21% of the
online retail market, a growth of over 11% compared with the previous year and an
estimated CAGR for 2014-2018 of over 9%.

A growing number of fashion, design and luxury-goods companies have embraced
the Internet, aware that it can play a strategic role in helping them expand their
global product range and visibility and establish a direct relationship with their
Customers. This has led to more companies investing in improvements to the
shopping experience, online content and alternative channels to sustain long term
online sales, such as social and mobile commerce – channels that are becoming
increasingly important.

Calculations based on Forrester Research data – “Online retail forecast, 2013 to 2018 (Western Europe),
Forrester Research Inc., 24 December 2014”.
Calculations based on Forrester Research data – ìOnline retail forecast, 2013 to 2018 (US),
Forrester Research Inc., 26 January 2015”.
3
Calculations based on Forrester Research data – ìOnline retail forecast, 2014 to 2019 (Asia Pacific),
Forrester Research Inc., 14 October 2014”.
4
“True-Luxury Global Consumer Insight”, BCG - Altagamma Foundation, 22 January 2015.
1
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1.4 KEY SUSTAINABILITY ISSUES AND
RELATIONS WITH STAKEHOLDERS
In the Sustainability Report, YOOX describes the most significant initiatives and
projects carried out in the key areas of sustainability which have been classified based
on a structured analysis of their materiality.
The analysis directly involved the Company departments responsible for guiding
and implementing operations in areas of social and environmental sustainability,
and taking into account the Group’s strategy, mission and corporate values, and
therefore YOOX’s perception of the importance of individual issues, as well as external
Stakeholder perceptions of their significance.
The process used to identify and develop the significant CSR issues aims to meet the
following conditions:
• Creation and distribution of sustainable values in the long term;
• A transparent and effective governance model to support the business;
• A constant focus on regulatory compliance.

Based on the GRI (Global Reporting Initiative) reporting guidelines, the sustainability
initiatives and areas of focus identified were validated and prioritised based on
their relevance for YOOX and the Stakeholders, and are shown in YOOX Group’s
matrix of materiality (presented below) representing the impact of each the topic
on Stakeholders on the vertical axis, the importance assigned by YOOX to the items
analysed for sustainable growth of its business on the horizontal axis.

26
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MATRIX MATERIALITY

1. identity

The financial, social and environmental success of YOOX is inextricably tied to its
capacity to listen to and work with its Stakeholders. Dialogue with those Stakeholders
helps create mutually beneficial relationships based on transparency, trust and a
consensus during the definition of decision-making processes.
YOOX is committed to pursuing sustainable growth based on a balance
between the legitimate expectations of all Stakeholders that interact with the
Group, including in particular:

YOOX GROUP’S SIGNIFICANT STAKEHOLDERS

27

To this end, this fourth edition of the Sustainability Report is an important tool
for communicating guidelines defined by Management, the social and environmental
performance delivered by the Group and planned commitments already made or set
for the near future.
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Human Rights
Principle 1: Businesses should support and respect the internationally
proclaimed human rights in their respective areas of influence;
• Principle 2: Make sure that they are not complicit, including indirectly,
in human rights abuses.
•

Labour
Principle 3: Businesses should uphold the freedom of association and
the effective recognition of the right to collective bargaining;
• Principle 4: The elimination of all forms of forced and compulsory labour;
• Principle 5: The effective abolition of child labour;
• Principle 6: The elimination of all forms of discrimination in respect
of employment and occupation.
•

In 2014, YOOX adhered to the ten principles of the Global Compact,
the United Nations Programme aimed at promoting sustainable corporate
growth.
YOOX thus confirms its commitment to guide its strategic vision,
corporate culture and in daily operations on respect for human and labour
rights, protection of the environment and the fight against corruption.
The ten principles of the Global Compact are universally shared and derive
from the Universal Declaration of Human Rights, the ILO Declaration, the Rio
Declaration and the United Nations Convention against Corruption.

Environment
Principle 7: Businesses should support a precautionary approach
to environmental challenges;
• Principle 8: Undertake initiatives to promote greater environmental
responsibility;
• Principle 9: Encourage the development and diffusion of environmentally
friendly technologies.
•

Anti-corruption
•

Principle 10: Businesses should work against corruption in all its forms,
including extortion and bribery.

1. identity
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YOOX GROUP INTERNAL CONTROL SYSTEM: CODE OF CONDUCT, THE
ORGANISATIONAL MODEL PURSUANT TO LEGISLATIVE DECREE 231/01 AND
THE ANTI-CORRUPTION COMPLIANCE PROGRAM AND LEGALITY RATING

1.5 CORPORATE GOVERNANCE
Corporate governance is the combination of tools, rules and mechanisms designed
to ensure the best possible corporate decision-making process in the interests of the
various Stakeholders.
When it defined its governance structure, YOOX S.p.A. adopted the principles and
criteria recommended by the updated December 2011 version of the Italian stock
exchange’s Corporate Governance Code.
The Company has adopted a traditional management and control model (pursuant
to Articles 2380-bis et seq. of the Italian Civil Code) based on the Shareholders’
Meeting, the Board of Directors, the Board of Statutory Auditors and the External
Auditors.
The Board of Directors
The members of YOOX S.p.A.’s Board of Directors are appointed at the
Shareholders’ Meeting, taking into account the eligibility, professionalism and
good-standing requirements provided by law and by other applicable provisions.
Before making the appointments, the Shareholders’ Meeting must determine
the number of directors and the term of office of the Board. The number of

directors can range from 5 to 15, and their term of office can be no longer than
three financial years. There must also be an appropriate number of independent
directors as specified by law and, given that the Company is listed on the STAR
segment of the MTA electronic exchange, in compliance with the Instructions for
Stock Exchange Regulation.
Unless already decided in the Shareholders’ Meeting, the Board of Directors
elects the Chairman from amongst its members; it may also elect one or more
Vice Chairmen who will remain in their respective posts for the duration of their
directorship and who expire on the date of the Shareholders’ Meeting called to
approve the financial statements of the last year of their term.
The Company also has a Director Appointments Committee, Compensation
Committee, Control and Risk Committee and Committee for Related-Party
Transactions, all consisting of members of the Board of Directors.
The curriculum vitae of every director is filed at the registered office and is
available in the “Corporate Governance” section of the Company’s website,
www.yooxgroup.com.
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LEAD INDIPENDENT DIRECTOR

Board committees

The Lead Independent Director, who is appointed by the Board of Directors pursuant
to the Corporate Governance Code, is responsible for dealing with and coordinating
requests from the non-executive Directors and, in particular, the independent
Directors.

The following committees have been set up within the Board of Directors:

The Lead Independent Director, an independent director with appropriate accounting
and financial expertise, is also Chairman of the Director Appointments Committee,
a member of the Compensation Committee, Chairman of the Control and Risk
Committee and Chairman of the Committee for Related-Party Transactions.

31

•

Director Appointments Committee:
comprised of three non-executive Directors, the majority of whom must
be independent, the functions of this committee include recommending that
the appointment of Directors is governed by methods that ensure transparency
and a balanced composition of the Board, making sure in particular that there is
a sufficient number of independent Directors.

•

Compensation Committee:
comprised of three non-executive directors, two of whom must be independent,
this committee has an advisory and recommendatory role, and its main duty is
to submit proposals to the Board of Directors regarding the compensation of
the Chief Executive Officer and of Directors holding specific positions, as well as,
at the suggestion of the Chief Executive Officer, the determination of criteria for
the compensation of management personnel with strategic responsibilities.

•

Control and Risk Committee:
comprised of three non-executive Directors, all of whom must be independent,
this committee advises and makes recommendations to the Board of Directors
and to the executive Director with responsibility for the internal control and risk
management system; in particular, it helps to define the guidelines for the
internal control and risk management system and to periodically assess the
suitability, efficiency and functionality of said system.

•

Committee for Related-Party Transactions:
comprised of independent Directors, as specified by the “Related-Party
Transactions” Procedure, this committee helps the Board to evaluate
and approve such transactions.
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The internal control and risk management system
A structured control environment, a clear structure and clear rules, documented
decisions, properly recorded company activities: these are all guarantees for the
Stakeholders of YOOX Group.

33

The internal control and risk management system is the combination of rules,
procedures and organisational structures that allow the Company, through an
appropriate process of identification, measuring, management and monitoring of
the main risks, to be run in a sound and correct manner, in line with established
objectives.
The structured and formalised models that the Company has put in place to manage
internal controls and corporate risks are as follows:

34

SUSTAINABILITY REPORT 2014

1. identity

The various elements that comprise the Company’s control environment are
described below. The Company departments play a key role in the Internal
Control System by performing second or third-level controls on corporate
processes or by supporting and advising other departments (Planning and
Control, Legal, Tax & Corporate Affairs, Internal Audit, etc.).

35
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Code of Conduct and Organisational Model pursuant to
Legislative Decree 231/2001
YOOX S.p.A. adopted an Organisational, Management and Control Model to prevent
the offences mentioned in Legislative Decree 231/2001 (hereinafter also referred to
as “Model 231”), as subsequently amended, on 3 September 2009.
On 16 December 2010, and again on 31 July 2013, the Board of Directors resolved
to update this model in light of amendments to applicable regulations, case law and
internal organisational changes.
The Code of Conduct is an integral part of this model. It outlines the ethical principles
and conduct that should be followed by Company Employees and anyone else who
carries out work for the Company. The Code of Conduct forms the basis for the
Company’s control environment, ensuring that its activities are always grounded in
the principles of probity and transparency. The Board of Directors resolved to adopt
the current version of the Code of Conduct on 16 December 2010.
Compliance with the Code of Conduct and with Model 231 is monitored by the
Group’s Internal Audit department, which has been given a mandate by the Board of
Directors and, based on an annual activities plan specified by the Supervisory Board,
performs checks on the areas and corporate processes to which it applies.

The Organisational Model structure
The model adopted by the Company consists of:
•

a general sector that sets out the main reasons for adopting the
model and the key elements it is comprised of, as well as identifying
the offences that are significant to the Company;

•

a special sector that contains sections dedicated to each category
of offence identified in the general part, giving a more analytical
description of how offences can be committed and the relevant
preventive measures.

• YOOX

S.p.A.’s Model 231 currently includes all offences included in
Legislative Decree 231/01 as at 31 December 2014. Furthermore,
a revision of the Model was planned to be completed in the first
months of 2015 in order to include so-called “money laundering”
offences.

1. identity

Supervisory Board pursuant to Legislative Decree 231/2001
The YOOX S.p.A. Supervisory Board, which is appointed by resolution of the Board
of Directors and it is comprised of three members (two of whom are external),
has independent powers of initiative and control. It is charged with checking the
effectiveness of Model 231 and compliance with its methods and procedures,
and with making recommendations to the Board of Directors on any updates and
additions to the model and following up on those recommendations.
It reports to the Board of Directors every six months on the checks it has performed
in the period in question.
As a member of the Supervisory Board, the head of the Internal Audit department
helps the Board to understand corporate changes and phenomena, and to rapidly
implement the recommendations of the Supervisory Body within the Company.
In 2014, the Supervisory Board was always present at the meetings of the Control
and Risk Committee, for their full duration, and thus participated in and became
aware of all topics for discussion in these meetings potentially pertaining to
Legislative Decree 231/2001.
The Supervisory Board holds regular meetings with the senior management and
the managers responsible for high-risk processes identified within the Company,
in order to ensure agreement on risk profiles and on the evolution of the business
and organisational structures.
No critical aspects arose during 2014, and there were no indications of any potential
violations of the Model.

Compliance audit pursuant to Legislative Decree 231/01
During the course of 2014, three compliance audits were performed on the
following areas of risk described in Legislative Decree 231/01: “Acquisition
and management of professional positions”, “Qualification and management
of product dealer suppliers” and “Management of the register of persons
holding privileged information”. Further checks were carried out together
with operational and accounting audits performed pursuant to Law 262/05.
These checks did not reveal any situations that would compromise the
adequacy or functioning of Model 231 and the Code of Conduct.
The 2015 Audit Schedule, which was approved by the Board of Directors on
25 February 2015, includes the performance of audits and follow-up checks
on certain areas at risk of crime pursuant to Legislative Decree 231/01.
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Communication and training in relation to Model 231 and the
Code of Conduct

YOOXCOMPLY – the Anti-Corruption Compliance Program
of YOOX Group

Employees are made aware of the content of Model 231 and the Code of Conduct
through communications and training programmes. New hires are notified directly in
their employment contract or during introductory training programmes. All Employees
can consult Model 231, the Code of Conduct and company procedures on the
Group’s Intranet. Employees are notified of any updates and additions to the model
by e-mail from the Corporate & Internal Communications department.

YOOX Group is the global Internet retailing partner for leading fashion and
design brands and is deeply committed to confirming its image as an ethically
responsible and transparent company in all countries in which it is present.
To reach this goal, YOOX created YOOXCOMPLY, the Group Anti Corruption
Compliance Program, that is part of the corporate values and provides clear,
precise instructions to employees on how to perform their work and improve
the management of risks.

A basic company training module devoted to the content of the Model was designed
to be given to all Employees of YOOX S.p.A, completed with online sessions involving
nominative verification tests.
An additional training module, planned to be completed in the first half of 2015, will
consist of specific sessions on areas within the Company at risk of crime.
Periodic awareness-raising and coordination meetings between management and the
Supervisory Board will also continue, as will the training of Directors and Statutory
Auditors.
With a view to ensuring that third parties (e.g. suppliers, partners, business customers
and consultants) have sufficient awareness of the model and the Code of Conduct,
such parties are required to sign specific contractual clauses declaring that they will
read and comply with the provisions of the two documents. The clauses provide for
the termination of the relationship with the Company in the event of non-compliance.
The Model and Code of Ethics are available in the “Corporate Governance” section of
the Company website at www.yooxgroup.com.

YOOXCOMPLY was created based on the evaluation of the company departments
exposed to the risk of corruption and the definition of a series of principles,
verifications and rules which YOOX decided to adopt in its daily activities:
• YOOXCOMPLY – In the management of business relations with third parties
• YOOXCOMPLY – In the ban on facilitation payments
• YOOXCOMPLY – In the management of relations with Public Officials and
the Public Administration
• YOOXCOMPLY – In gifts, hospitality and entertainment expenses
• YOOXCOMPLY – In sponsorships and donations
• YOOXCOMPLY – In the management and administration of human resources
• YOOXCOMPLY – In the respect of intellectual property rights.

1. identity
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LEGALITY RATING

IMPORTANT CONTROL GOVERNANCE INITIATIVES

In the month of February 2015, the Italian Anti-Trust Authority (AGCM) awarded
YOOX S.p.A. with the legality rating corresponding to,
based on its certified
compliance with a series of requirements related to the application of legal provisions
(absence of convictions or preventive injunction measures against Shareholders,
Directors, managers, absence of proceedings against the Company for tax offences
pursuant to Legislative Decree 231/01, free competition offences, workplace health
and safety offences, violations of remuneration, social security and tax obligations).
Moreover, YOOX surpassed the rating base by demonstrating that it also complies
with voluntary governance and internal control requirements including: payment
traceability, adoption of Organizational Model 231, existence of structured Corporate
Social Responsibility processes, preparation and dissemination of anti-corruption
models, etc.

In the last months of 2014, YOOX embarked on important activities aimed at:
• Defining a structured continuous process to assess the risks in the main
company processes (structured analysis of related risks and responses to
the risk, alignment with the company’s objectives and business continuity
standards), based on the international ISO 31000 risk management standard.
The work group is multidisciplinary and composed of members of the Internal
Audit, HR & Organization and Information Security departments;
• Adopting a “Social Accountability” SA8000 certified model for YOOX S.p.A.
(promotion of activities to respect worker rights and encourage their involvement
in corporate life, control of the supply chain and workplace safety).
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CHAPTER 2:

MARKET

2. market

2.1 ECONOMIC PERFORMANCE
2.1.1 Economic and financial highlights:
Key Aspects
The year 2014 showed a continued increase in sales for YOOX Group, both in the
Multi-brand and Mono-brand business lines, recording improved performances in all
the main reference markets. Furthermore the number of active Customers, unique
visitors and the number of orders all increased. These results confirm the effectiveness
of the Group’s business model, which is a perfect balance between different
geographical areas and types of product, in terms of both price and Customer profile.
In 2014, YOOX Group posted consolidated net revenues, net of returns and
Customer discounts, equal to Euro 524,340 thousand, up 15.1% from Euro
455,590 thousand as of 31 December 2013.
The Group’s net invested capital went from Euro 99,165 thousand on 31 December
2013 to Euro 127,294 thousand on 31 December 2014, an increase of 28.4%.

This increase was due to the Group’s continuing policy of investment in its technologistics platform and new technology. Despite these investing activities, the net
financial position improved, going from Euro 20,498 thousand as of 31 December
2013 to Euro 31,000 thousand as of 31 December 2014.
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15%

GROWTH OF GROUP NET REVENUEs IN 2014
EXCELLENT PERFORMANCE IN ITALY, +21.5%
COMPARED TO 2013

The Multi-brand business line, which includes the activities of yoox.com, thecorner.
com and shoescribe.com online stores, reported consolidated net revenues of Euro
381,716 thousand, a 16.3% growth compared with the Euro 328,171 thousand in
2013. This performance was recorded despite a highly challenging comparison with
the same period in 2013 and a decreased mean value of purchase orders due to
further devaluation of the ruble and yen as well as promotional policies to support
the Fall/Winter collection that was penalised by record warm temperatures. Overall, in
2014, the Multi-brand business line accounted for 72.8% of the Group’s consolidated
net revenues.
The Mono-brand business line includes the design, set-up and management
of the online stores for some of the leading global luxury fashion brands.

% OF Consolidated net revenue

MONO-BRAND

MULTI-BRAND

1

ORDER EVERY 3.5 SECONDS
FOR BLACK FRIDAY

This business line recorded consolidated net revenues equal to Euro 142,624
thousand, with a 11.9% increase compared to the Euro 127,419 thousand as of
31 December 2013, while growth in net revenue at retail value stood at 19.2%.
Overall, as of 31 December 2014, the Mono-brand business line accounted for
27.2% of the Group’s consolidated net revenues with 37 online stores.
The mono-brand operating result was Euro 29,459 thousand, an increase of
8.8% compared with Euro 27,074 thousand in 2013, with a margin of 20.7%
compared with 21.2% as of 31 December 2013. This result reflects a diverse mix
of online stores and lower revenues from the online store set-up activity in the
fourth quarter of the year.

2. market

Euro 524,3

MILLION NET REVENUES IN 2014
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NORTH AMERICA CONFIRMED AS THE GROUP’S TOP MARKET

Overall performance in Italy was excellent, with reported net revenues of Euro
86,082 thousand, up by 21.5% compared with 2013. These results were achieved
thanks to the constant increase in brand awareness, mainly attributable to the
success of the yoox.com TV campaign that translated into sustained growth of new
customers and visits driven by mobile devices.

In 2014, the Group made investments totalling Euro 34,932 thousand, Euro
23,988 thousand in intangible assets and Euro 10,944 thousand in property, plants
and equipment. Increases in intangible assets were mainly for investments in multiyear development projects valued at Euro 22,225 thousand (around 63% of total
investments in 2014).

The results recorded in the rest of Europe were also solid, up by 13.7% in 2014 and
12.3% in the fourth quarter. The performance in the last three months of the year
reflects the slowed growth in the Russian market – due to further net devaluation
of the exchange rate – and acceleration the other main European markets such as
France, Germany and the United Kingdom.

In February 2014, a complementary logistics set-up was introduced at yoox.cn,
compared with the one available locally, which has allowed Chinese customers to
access not only the local inventory available at the Shanghai logistics centre, but
also the global one based in Italy. This allowed the range of products on offer to be
extended significantly in a market featuring strong growth in online demand, while
limiting local investments in working capital. In October, a new native application was
also launched for yoox.com for smartphones on iOS and Android operating systems.
The results recorded in terms of traffic and sales with respect to the previous version
were excellent and contributed to reaching the goal of 50% of visits to the Group’s
sites by smartphone and tablet.

In 2014, North America, the Group’s top market, recorded growth of net revenues
of 12.1% at current and constant exchange rates. These results benefitted from the
net acceleration in the fourth quarter of +24.1%. Excluding the impact due to the
smaller business scope with respect to the same period in the previous year, growth
in North America in the fourth quarter stood at 26.0%.
In Japan, the Group reported net revenues up by 7.0% despite the highly
unfavourable currency context throughout the entire period. Growth in the fourth
quarter stood at 1.2%.
Lastly, the excellent performance continued in other countries, up by 32.1% in 2014
and in acceleration at +41.4% in the fourth quarter, driven by yoox.com in China,
which benefited from the wider offering following introduction of the complementary
logistics set-up in February 2014.

More information on the main features of YOOX Group activities in 2014 can be
found in the Directors’ Report on Operations, which is available on the Group’s
website as part of the consolidated financial statements: www.yooxgroup.com
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2.1.2 Creating and distributing economic
value
YOOX seeks to distribute the economic value that it generates among its
Stakeholders. This value gives an indication of YOOX Group’s ability to create wealth
and distribute it to its various Stakeholders. In accordance with GRI guidelines, the
statement below distinguishes between three types of economic value: generated,
distributed and retained.

YOOX Group Headquarter at Zola Predosa, Bologna, Italy

2. market
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2.2 CUSTOMER RELATIONS

2.2.1 Managing Customer relations
Customer care culture
YOOX has built its excellence on its attention to the Customer and its ability to
offer the best possible shopping experience. The Customer is at the core of YOOX’s
strategic focus, mission and corporate values: know how to listen to demands and

needs, know how to identify and feel expectations.
Listening to its Customers has always been the lever for continuous improvement and
innovation in the products and services offered.

2. market
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ALL YOOX GROUP EMPLOYEES ACT AS ‘AMBASSADORS’ FOR THE REQUESTS
AND NEEDS OF CUSTOMERS WITH THE “CUSTOMER AMBASSADOR”
PROGRAMME

“Surprise our Surprise”
The commitment taken on by YOOX every day with its Customers:
• foster stable relationships based on trust and mutual respect
• act with honesty, courtesy and transparency
• provide high-quality products and services
• ensure the highest degree of security in the use of payment
systems
• foster attention to Customer demands
• promote corporate social responsibility at all levels of the
Group
• offer innovative services in order to surprise the customers

YOOX Group is committed to fostering a “Customer care culture” within
the Group across all teams involved in managing Customer relations. Three
awareness programmes have been created: the Induction session: “Voice of the
Customer”, the “Customer Ambassador” programme and the “Weekly News”
newsletter.

The Induction day for new employees involves participation in the module:
Voice of the Customer organised with the support of the Customer Care team
to present YOOX’s Customers and the procedures and techniques used to listen
to and understand their desires and demands. The initiative aims to immediately
encourage new YOOX employees to create and realise projects and services that
identify with the Customer.

The policy aimed at promoting the Customer-based culture within the company
was supported in 2014 by the success of the Customer Ambassador
programme: Employees that “become ambassadors” for Customer demands
and needs receive different coloured badges depending on the goals they met.
In 2014, the schemes awarded were: “Share the Knowledge”, “Improve the
Experience”, “Spread YOOXLOVE”, “User Experience”, “Newbie”. With the
limited edition 2014 “Be memorable” badge, YOOX recognised the value of
Employees who proposed and realised “memorable actions” that helped to
improve the Customer shopping experience.

Lastly, the Weekly News newsletter: a weekly update on initiatives, new
services and projects (such as the launch of the new release of online stores,
the introduction of new delivery and/or payment methods) that have had a
significant impact on Customers.
The newsletter, intended for all Customer Care teams, and the Group’s numerous
contacts, aims not only to inform but also to highlight the commitment and
results achieved by all YOOX teams in these areas.
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2014 CUSTOMER AMBASSADOR
Newbie
For those who share ideas and demonstrate that
they always put the Customer first.
The first badge that each employee receives when
they do something for the Customer.

User Experience
For those who understand and anticipate the
desires and needs of Customers. Their objective
is to create the best possible shopping experience.

Keep us Posted
For those who are always willing to keep us
informed and involve us in new initiatives,
events and activities that could have an impact on
our Customers.

Spread YOOXLOVE
For those who consider Customer satisfaction to
be their ultimate mission and share this mission
with their colleagues throughout the day, whenever
possible.
This badge can be awarded to the Ambassadors
who have already won three badges.

Improve the Experience
For those who do their best to simplify innovative
tools and processes.

Be Memorable

Be Memorable
For those who want to push themselves ever
further to make Customers happy.
Limited availability: only 50 badges. The message is
to “Be memorable” handwritten.

2. market

YOOX Customers: who are they?
YOOX Group’s customer base is two-thirds female and has an average age of around
30. These people are active users of the Internet and lovers of fashion, design and art,
this are sophisticated with a sense of personal style and a unique view of the world.
They place orders from around the world, from Rome to Honululu, from Helsinki to
Vladivostok at the far confines of Russia, all the way to Kamchatka, in the Bering
Strait, between Alaska and Siberia, and the Pacific Ocean, the furthest place from
Italy.
The number of active customers totalled 1,252 thousand as at the end of the year,
rising by 16% compared with the 1,081 thousand recorded in 2013.
In 2014, the Group had an average of 15.2 million unique visitors per month,
compared with 13.2 million in 2013. The number of orders rose from 2.8 thousand in
2013 to 3.4 thousand in 2014, an increase of 22% and equal to one order processed
every 9 seconds, with an average order value (AOV) of Euro 202 (excluding VAT).

1.3
3.4
15.2
1

MILLION ACTIVE CUSTOMERS

MILLION ORDERS

MILLION MONTHLY UNIQUE VISITORS

ORDER EVERY 9 SECONDS
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YOOX CUSTOMERS LEND THEIR FACES TO THE SECOND TV CAMPAIGN:
“ED E’ SUBITO MIO”

Listening to Customers

TV STARS: THE CUSTOMERS OF YOOX.COM

The “Voice of the Customer” project continued in 2014, collecting and
systematically analysing the feedback, opinions and expectations of Customers.
Questionnaires and surveys on the Group’s online stores are used to proactively ask
Customers for suggestions and tips for improvement. Various topics are discussed and
put to Customers: from fit to size conversion in the various countries, from shopping
preferences to the degree of interest in new services or initiatives.
The feedback YOOX receives is aggregated, shared between the relevant corporate
departments, and periodically presented to management. The most important
feedback is used to create concrete plans of action aimed at improving the shopping
experience.

After the success of the first edition of the 2013 TV Ad campaign, Customers were
again the face of yoox.com on TV in 2014, in the “Ed è subito mio” (And now
it’s mine) campaign. Valeria Dilello (Actress), Visconti Di Modrone (Designer), Marco
Migliavacca (Yoga Teacher), Ilaria Della Casa (Photographer/DJ), Giocanni Fiorin
(Busibness Owner) are selected to speak about their passion for yoox.com. The
concept and realisation for this campaign has also been 100% Made in Yoox.
The ads were created and produced internally by YOOX Group Video Editing and Art
Direction team.
“Our Customers are our reason for existing: ever since the day I first had the idea
to create YOOX, my first thought was the relationship we would have with our
Customers, a relationship based not on the cold, flat screen, but on surprise and
emotions. The I LOVE YOOX campaign is the natural evolution of this path, on
which we have been companions now for 13 years, joined together in a warm
relationship in which we genuinely listen to each other”, Federico Marchetti,
Founder & CEO of YOOX Group.

2. market
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THE NEW YOOX.COM NATIVE APP IS AVAILABLE IN 11 LANGUAGES

2.2.2 Services and initiatives designed
to provide an innovative and exclusive
shopping experience
YOOX Group has always been committed to anticipating customers purchasing trends
and behaviour on a global scale. In 2014, the Group focused on meeting across-theboard and multichannel purchasing trends, increasingly demanded by the market, by
integrating the online shopping experience with purchasing in physical stores.
To meet the exponential growth of purchasing on mobile channel, yoox.com
launched a new release of its native app in 2014, which offers intuitive, safe and
enjoyable online shopping from mobile devices.
Lastly, the attention of YOOX to the Customer’s needs, together with the specific
brand identity that each Brand-Partner wishes to communicate, led to the creation of
a Tailor-Made Customer Service.
The aim of the project was to provide impeccable Customer support at every stage,
capable of fully communicating the values and specifics of each Brand-Partner.

New ways of receiving orders: pick up service
• December 2014 saw the launch in Italy of a pilot project for a new innovative
and exclusive service, which, for the first time, allows orders to be collected at bank
branches. Specifically, through a collaboration with BNL Gruppo BNP Paribas,
orders made on yoox.com could be collected from dedicated areas within bank
branches, freeing the customer from the need to define an address as a place
of delivery.
• To offer the customer an even more convenient shopping experience without time
constraints; since July 2014, yoox.com customers in France and Spain have been
able to have purchases delivered and drop off returns in thousands of businesses
throughout those territories, many open 7 days a week and until late in the evening.
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SECURE AND LOCALISED ONLINE PAYMENT SOLUTIONS

More than 50%

New payment methods

Mobile commerce

To offer a safe and local shopping experience, YOOX Group has introduced the
Sofort Banking online payment method. Sofort is a particularly popular payment
method in Germany, Belgium and the Netherlands which allows you to easily use
your usual home banking details to pay for online purchases easily, safely and
without any service charges.
Sofort is an online direct payment system which works based on typical home
banking authentication procedures. With Sofort the online store receives a
confirmation of the customer’s transfer in real time, making confirmation and
fulfilment of the order faster.
Sofort Banking is currently available on the multi-brand yoox.com website and on a
single pilot branded online store.

It’s all about you!
The new release of the yoox.com native app

Cross Channel
During 2014, a number of cross channel functionalities were released to allow single
Brand-Partners to offer their Customers a fully integrated and cohesive experience
between physical and Powered by YOOX online stores. More specifically, some Brands
can already offer customers (in selected boutiques in Europe and the United States)
the option to buy from the online catalogue via iPad in the store, collect and return
items purchased online in the store, check availability and reserve items only available
at the physical points of sale, as well as book a makeover in the store.

OF GLOBAL TRAFFIC
GENERATED THROUGH
THE MOBILE CHANNEL

A new native yoox.com application was launched in October 2014 for
smartphones on iOS and Android. The new app design was developed to speed
up navigation and purchasing from mobile devices and introduced functionality
and content in order to improve the user experience, increase the conversion rate
and the average spend.
The new “Around You” functionality gives the customer a localised shopping
experience that makes suggestions based on what is being purchased on yoox.
com in the closest town/city. The customer and the app user can also discover
what are the most popular products in the fashion, design and art sections of
yoox.com for people living in the world’s style capitals – Milan, Paris, London and
New York – in fashionable cities – Los Angeles, Shanghai, Tokyo, Berlin, Moscow
and Venezia, selected by yoox.com to celebrate the craft of Italian excellence.
Using the new yoox.com app, even the payment process has become simpler
and faster. The required information can be entered automatically in the required
fields for finalising the payment via a simple photograph of the customer’s credit
card.
The free app is already available in 11 languages for iOS and Android users.
Via continuous investment in research and development and the continuous
quest for innovative solutions for mobile commerce, the online shopping
experience has become even more interactive, enjoyable and simple for users in
more than 100 countries and for Chinese consumers for the first time.
The new native application has recorded excellent traffic and sales results
compared to the previous version and, during the Christmas period, exceeded the
target of 50% of visits to Group sites from smartphones and tablets.
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YOOX’s VISION FOR DEVELOPMENT OF CROSS-CHANNEL FUNCTIONALITIES
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Social Media

yoox.com & WeChat

YOOX Group’s social media strategy is aimed at generating qualified traffic. This
involves increasing brand awareness and ever more innovative and personalised
marketing experiences, knowing how to promote viral and continuous joint
involvement of the public in social media initiatives by activating Social Only
promotions and exclusive opportunities for new fans and followers.

As a mobile commerce market leader, in 2014 YOOX launched an innovative
global partnership with WeChat, one of the leading social applications for
smartphones. Via this partnership, YOOX has confirmed its capacity to anticipate
and satisfy the needs of fashion fans, ever more active on social networks and
mobile channels, offering a new mobile social shopping experience at their
fingertips.

Social media marketing involves the Customer Care team, so that customer support
can progressively become an omni-channel activity, linked to the traditional channels
(telephone and e-mail support) and Social media interactions (Facebook, Twitter,
WeChat, etc.).
The Group’s multi-brand online stores have dedicated accounts and profiles on
Facebook, Twitter, YouTube, Pinterest, Instagram, Tumblr, Google +, Vine, VKontakte
(Russia), Sina Weibo (China) and WeChat (United States, Italy and China).

The official yoox.com account on WeChat:
•

Exclusive mobile customer care services: yoox.com fans can chat in real
time with the customer care team or access the support area through
keywords which allow for simple answers and information on many aspects
of the online shopping experience. Followers can even consult a dedicated
personal stylist.

•

Exclusive ‘shoppable’ content and style tips are available to WeChat fans,
as well as the opportunity to access special events with celebrities and
influencers, explore and access a selection of products in advance, private
sales, collection previews and new arrivals.

The partnership, uniting social, mobile and e-commerce, started with the launch
of the official yoox.com account on WeChat in the United States and in Italy and
with an upgrade of the existing account in China.
Together with the launch of the official yoox.com account on WeChat, yoox.com
introduced the innovative “Shake Your Style” application developed by YOOX
Group, with which fans can suggest new looks and outfits to friends and contacts
simply by “shaking” their smartphone allowing them to share styles and new
trends on social media.
Lastly, the “Virtual Dinner Party“ was launched on WeChat, a digital initiative
aimed increasing the level of interaction with “A Dinner Party in Venezia”
Christmas campaign, created by yoox.com
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By touching the pinpoints located around the pictures of the campaign’s
partecipants and on all the decorative items on the table, users could access
exclusive content, limited edition gift ideas, guides and tips, images, videos, even
a recipe for the iconic Bellini cocktail from Venice’s famous Harry’s bar.

yoox.com Official Account on WeChat

2. market

Shoppable Instagram
YOOX launched #instashopyoox, a simple and fluid version of Shoppable Instagram
100% designed and developed by YOOX Group Technology team.
Users can click on a link in the ‘@yoox_com profile and add the product selected
from one of the posts directly to their trolley, and complete their purchases on the
mobile version of yoox.com
In terms of user experience, YOOX #instashopyoox has the following distinctive
features:
No downloads - there is no need to download additional applications or software;
Immediate shopping - no need for the user to enter his/her e-mail address and
wait to be contacted by the Brand or by the reseller;
Multiple products that appear in the same image are displayed in
sequence - the #instashopyoox experience opens a mini gallery if more than one
element appears in the photo;
This eliminates the ‘sold out’ frustration - if the item is sold out similar
products are automatically suggested;
No re-direct to the mobile site until the point of checkout.
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DELIVERY SERVICES FOR THE JAPANESE MARKET EVEN BY APPOINTMENT

“Directed by Bryanboy, F/W14 Edition”:
The best of New York, Milan and Paris Fashion Weeks in 36
seconds
For the second consecutive season, the online luxury boutique, thecorner.com
presented “Directed by Bryanboy, F/W14 Edition”, a video sequence of the most
important trends and moments of the 2014-15 Fall-Winter fashion shows captured
by the famous blogger, Bryanboy. This repeat collaboration has again given Twitter
followers of thecorner.com the experience of a virtual runway: Live from the front row,
told in the distinctive voice of Bryanboy. Each clothing item/outfit that appears in the
video can be purchased on thecorner.com thanks to the interactive video.

Exclusive services for shoescribe.com Customers
shoescribe.com is an online destination for women dedicated entirely to high-end
shoes and everything that surrounds them, with a mix of e-commerce, editorial
content and exclusive services, including a Loyalty Program for the top shoescribe.
com customers.
Ms. Suzie Scribe is the shoe guru available for style tips, while the Shoe Valet section
is dedicated entirely to shoe care, with tips on cleaning and closet organisation, as
well as a list of the best shoe makers selected from various cities throughout the
world.

YOOX Japan 10th Anniversary

When the Shopping Experience becomes social

In 2014, YOOX celebrated 10 years in Japan, where it is among the leading
international e-commerce fashion players, thanks to a team of more than 20
people and a logistics centre in Tokyo.
The celebrations opened with “Fashion Luna Park”, a special dedicated
online area and pop-up store open to the public at Vogue Fashion’s Night out
in Tokyo where installations and interactive displays gave Japanese customers
a taste of the world of yoox.com
Again in 2014, YOOX Japan opened its new prestigious Office in the
Omotesando district, one of the most exclusive in Tokyo and known as the
fashion and luxury district.

At the Grand Opening of the Fall/Winter collections, shoescribe.com
renewed the social shopping functionality, offering users an engaging
and customised experience allowing friends to connect, buy and
share shoes they love.
Users are invited to create and share their “Most Wanted” shoe
selections that can be purchased on shoescribe.com. By connecting to
shoescribe.com via their Facebook profile, user can create, change and
share their shoe selection. They can also view their friends’ and contacts’
choices or draw inspiration from exclusive Influencers’ selections.
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CUSTOMER CARE CENTRES THAT
COVER ALL TIME ZONES

2.2.3 Focus on the Customer in the shopping
process
YOOX is committed to continually improving the quality and safety of the
products and services offered throughout the shopping process: from the ease of
navigation on its online stores to the variety of the catalogue, from ecological
packaging, to the efficiency of its home delivery and customer services and care.
The Group opted to localise services according to the country the customer
orders: from the product search and selection (sizes and description of how items
fit are converted to the relevant country), to finalising the order via the different
payment platforms, including a variety of delivery methods (local couriers, BNL
Pick up, delivery appointment for the Japanese market, etc.) and a range of
editorial content based on customer expectations in each country.

In order to facilitate payment processes further in 2014, three new currencies
were introduced in some of the Group’s stores: the Hong Kong dollar, the
Korean won and the Australian dollar. As at 31 December 2014, nine currencies
are currently accepted in the Group’s online stores.
For better listening and to support the customer at each phase of the Powered by
YOOX Group online shopping experience, customer service is now offered
in 11 languages and handled by eight Customer Care Centres that
cover all time zones.

FROM JOINING THE COMPANY TO PROVIDING CUSTOMER SERVICE

INBOUND LOGISTICS

CATALOGUE PRODUCTION

WAREHOUSING

SHIPPING

CUSTOMER SERVICE

YOOX Group’s automated orders storage and retrieval system
at Interporto
logistic centre,
Bologna,
Italy
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YOOX MEASURES CUSTOMER “HAPPINESS” THROUGH KPI DEDICATED TO
CUSTOMER SATISFACTION 4.2 out of 5: THE 2014 RATE OF CUSTOMER
SATISFACTION

YOOX Customer services and customer satisfaction
YOOX is international and is continually developing its customer support services.
YOOX offers real-time order, shipment and returns tracking, as well as a team
of professional operators for handling any problems related to shipments and
deliveries. The customer care service is organised on two levels:
• the first level is outsourced (via external contact centres, coordinated and
trained by YOOX team);
• the second level is managed directly by YOOX operators and is dedicated
to managing and resolving more complex issues and supporting the first level.
Each customer can contact YOOX via:
•

•

e-mail: Completing the online form which sends a message directly
to the customer service of the relevant store;
telephone: Telephone contact with customer services.

Customer care: key figures

8

CUSTOMER CARE CENTRES THAT COVER ALL TIME ZONES

11

DIFFERENT LANGUAGES

More than 700.000

CONTACTS RECEIVED AND MANAGED VIA E-MAIL
AND TELEPHONE IN 2014

In the first nine months of 2014, approximately 700 thousand e-mails and
telephone contacts were received. YOOX is committed to responding to
customer e-mails within one working day and to telephone calls in just 20
seconds.

100%

In order to guarantee elevated quality standards YOOX Group pays particular
attention to the training of operators used in the eight Customer Care centres,
and provides specific training courses and annual sessions.

90%

YOOX continuously keeps its customers informed on the status of services,
promptly notifying them of any delays and acting to offer a prompt solution. For
shipments at Christmas, the period of the year with the greatest operating peaks
and volumes, the customer is notified before finalising an order whether the
delivery is guaranteed by Christmas. Moreover, the number of days for making a
return are extended to better adapt to the customer’s requirements.

OF E-MAIL ARE ANSWERED WITHIN 8 WORKING HOURS

OF CALLS ARE ANSWERED IN 20 SECONDS
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336

MILLION NEWSLETTERS SHIPPED IN 2014
FOR YOOX.COM IN 11 DIFFERENT LANGUAGES

YOOX Group complies fully with the personal data protection
regulations in force and uses cutting-edge technology and
coding systems for purchases made via its online stores

Marketing communication and activity

Transaction security and data protection

In 2014, the Group designed and promoted web campaigns that allowed the
three multi-brand business lines to reach about 40 thousand sites in more than 50
countries. For yoox.com in 2014 more than 336 million newsletters were sent,
translated into 11 languages (Italian, UK English, French, Spanish, German, Greek,
Russian, US English, Japanese, Chinese and Korean). For the other two multi-brand
online store: shoescribe.com and thecorner.com 15.7 million and 22.4 million
newsletters were sent respectively.
YOOX also offers support and advice to its Brand-Partners concerning search engine
marketing (SEM), affiliate marketing, display advertising and general communication
activities.

Guaranteeing online transaction security and customer data protection is of maximum
importance for YOOX and therefore highest standards of security systems are used.
To protect the availability, integrity and confidentiality of information about
Customers, Employees and Brand-Partners, the company started a project in 2011
to establish an ISMS (Information Security Management System) according to ISO/IEC
27001. The security framework aims to ensure an excellent level of security through
the introduction of a formal Information Risk Analysis and risk management process.
The risk analysis allows the Information Risk Committee, a dedicated internal body, to
carry out quarterly assessments of risks that could impact on information integrity or
confidentiality, and take any necessary preventive or corrective measures.
The active management system was designed to incorporate and satisfy all regulatory
requirements concerning information governance that are applicable to the
Company, at the same time making the most suitable technological solutions and
best techniques a common factor. The overall framework provides for a process of
continual improvement that guarantees efficacy standards in line with the challenges
and problems faced by modern information systems.
YOOX has developed an internal anti-fraud platform that is integrated within
the services offered by external providers. The system automatically monitors all
incoming orders, comparing them with the information available in order to verify the
authenticity of each transaction.
If the automated system detects incongruous data or suspects anomalies in an order,
an additional manual check is carried out by the dedicated Fraud & Loss Prevention
team. To ensure that all purchases made on the online stores it manages are secure,
YOOX uses cutting-edge anti-fraud applications such as AVS checks, CVV checks,
IP geolocation and device fingerprinting, as well as its internal database
of historical transactions. Again in 2014, no documented claims were received
regarding violations of privacy and/or loss of sensitive data.
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99.5%
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OF DELIVERIES
ON TIME

The logistics model, order and return management
Efficient management of orders, shipments and returns is fundamental for customer
satisfaction. Investment in innovating the logistics platform is aimed at guaranteeing
operating efficiency and delivery time compliance as well as attention to the
environment and sustainable development of the business.

February 2013 saw the completion of the project for the complete automation of the
technical/logistics platform which began at the end of 2010. The new platform allows
the Group to efficiently manage the peak demand experienced at certain times of
the year (e.g. Christmas) and to achieve excellent punctuality of deliveries to
customers, with 99.5% of orders currently being delivered on time.
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YOOX Group’s logistics are managed in the form of a Lego Strategy:
a modular approach based on scalability, high storage, order fulfilment capacity,
flexibility, know-how and specialisation with a long-term outlook. There is also
maximum customer protection in the returns management and policy.

YOOX Group has provided a specific area dedicated to returns on all its online
store, providing clear, detailed instructions on the applicable terms and conditions
and on how to return a purchase, as well as explaining how Customers can
track the progress of the delivery, the acceptance of the returned item at the
warehouse and the status of their refund.
A printed return label is included within the package sent to the customer:
should the customer wish to return the purchase, it is simply a case of organising
the pick up with the courier.
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2.3 PARTNERS

2.3.1 Managing relationships with Partners
YOOX can claim 15 years of experience in luxury e-commerce, offering the same
collections available by main fashion and accessory brands in physical stores online.
As of 31 December 2014, there were 30 active online mono-brand stores:
marni.com, emporioarmani.com, diesel.com, stoneisland.com, valentino.com,
emiliopucci.com, moschino.com, dsquared2.com, jilsander.com, robertocavalli.com,
giuseppezanottidesign.com, napapijri.com, albertaferretti.com,
maisonmartinmargiela. com, zegna.com, y-3store.com, brunellocucinelli.com,
bikkembergs.com, dolcegabbana. com, moncler.com, armani.com, trussardi.com,
barbarabui.com, pringlescotland.com, pomellato.com, alexanderwang.com, missoni.com,
dodo.it, redvalentino.com, kartell.com.

YOOX Group is a partner of Kering, with whom in 2012 it has set up a joint-venture
dedicated to managing online stores for many French Group’s luxury brands: Bottega
Veneta, Saint Laurent, Alexander McQueen, Balenciaga, Sergio Rossi, Stella McCartney
and Brioni.
YOOX pays special attention to managing relations with its Brand-Partners in order to
develop stable, long-term relationships based on trust and the sharing of experience
and expertise. During the year, meetings were arranged with the Brand-Partners to share
store results based on industry benchmarks and proposing strategies aimed at improving
performance.
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37

MONO-BRAND
ONLINE STORES

The constant attention to its partners’ needs is one of the distinctive aspects of YOOX’s
online mono-brand online store management.
The 37 brands that work with YOOX can count on a team of Internet Retailing
professionals, capable of merging a unique e-commerce dynamic with a profound
knowledge of fashion and its communication rules. The YOOX Brand- Partners
support team boasts a unique mix of creative, technological and graphic
skills to design and create online stores with intelligent global web &
social media marketing activities for search engine campaigns, affiliation and
retargeting activities on all top social networks.

7

MONO-BRAND ONLINE STORES OPERATED BY THE JOINT VENTURE
CREATED IN 2012 WITH KERING GROUP

The technological platform YOOX has developed over the years is capable of
processing and managing millions of orders without compromising rich editorial
content from the world of fashion.
The range of services was developed in “omni-channel” mode, from the in-store
pick up to the in-store return, from visibility regarding the preferred item in the
physical stores on the e-commerce site, to mobile purchases, to the logistics hubs
located on three continents for guaranteed shipments in more than 100 countries.
Customers of the mono-brand stores are supported by a dedicated Customer
Care Department which, in 2014, was enhanced by customised services capable of
providing support for product and brand issues.
The highly innovative and flexible technology and logistics infrastructure that YOOX
Group offers its Brand-Partners aims to transporting the shopping experience into a
genuine 360° brand experience, as well as generating value and results.
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IN 2014 THE FIRST ONLINE STORE POWERED BY YOOX GROUP DEDICATED TO
DESIGN WAS LAUNCHED: KARTELL.COM

Tailor-Made Customer Service
To guarantee high standards of quality and excellence in customer support,
YOOX has formed a team of dedicated Brand Specialists for mono-brand stores
who can meet the requirements of the associated customers not only in terms
of the online shopping experience, but also in product knowledge, structure and
corporate identity.
A continual training course allows specialists to acquire in-depth knowledge on
each Brand: history, values, vision, style, iconic products, trends… and constantly
enlarge the communication capacities for managing interaction with customers.
“Tailor-Made Customer Service” means providing a proactive approach,
aimed at anticipating the needs of the Customer, offer a customised
shopping experience and provide information on any issues in advance as
well as proposals for solutions.
To ensure exclusivity and personalisation at the design phase, YOOX defines and
agrees with the Brand-Partner both the communication and operational aspects
of the services based on the customer profile and the engagement strategy the
Brand wishes to adopt. This shared strategy approach increases the trust of the
customer and enhances sales results. The service was launched in December
2014 for three single brand online stores in the British and American market
and in 2015 the “Tailor-Made Customer Service” will be expanded and offered
to a broader selection of Brand-Partners, designing the offer based on each one’s
identity and strategy.

YOOX accompanies the Brand-Partners on their journey
through the digital world by offering them:
Empowerment: With YOOX Group, the brand maintains control over their
global channel strategy and full authority over their online flagship store;
Innovation: YOOX provides a laboratory of innovation in terms of the userexperience and the new technologies applied to luxury e-commerce;
Scale: Brands benefit from the efficient operating system deriving from
YOOX economies of scale: shipping, logistics and storage costs, as well as
costs for customer operations services;
Simple and rapid solutions: The solutions YOOX Group offers guarantee
a “turnkey” setup of the store at a global level thereby minimising specific
obstacles;
“Alignment of incentives”: Long-term partnerships based on revenue
sharing agreements guarantee full alignment of incentives for both parties;
Global presence with local competence: Coverage of more than 100
countries, with a highly localised approach in the leading fashion markets;
Competences: 15 years of experience in global luxury e-commerce to
complete and integrate the specific competences of each brand;
Quality: A customisable platform that reflects and reshapes the brand
identity of the Partner via the online channel, meeting evermore demanding
customer expectations with the level of excellence of the services offered.
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LAWFULNESS, CORRECTNESS, IMPARTIALITY, TRANSPARENCE AND ELEVATED
QUALITY STANDARDS FORM THE BASE CRITERIA OF THE QUALIFICATION AND
SELECTION PROCESS FOR ALL YOOX GROUP SUPPLIERS

2.4 SUPPLIERS

2.4.1 Relationships with Suppliers

YOOX is committed to building and maintaining stable, lasting relationships based
on trust and sharing with its Suppliers in the knowledge that these factors play a
strategic role in the generation of value for the customer.
As well as meeting the high quality standards in supply chain management, YOOX
Group also pays attention to social and environmental issues.
The criteria of lawfulness, competition, objectivity, correctness, impartiality,
price equity and quality of the goods and/or services are at the heart of the
process for selecting Suppliers and defining purchase conditions. Establishing a
relationship with a supplier is preceded by a phase of qualification of the potential

counterparty which involves acquiring, in a graduated way in terms of the strategy,
materiality and intrinsic risk, corporate, commercial, financial, employment law-related
and legal information and other references for making a preliminary evaluation of
the reliability and suitability of the Supplier. The qualification process also involves
verifying documented evidence of the respectability and legitimacy of potential
suppliers, including money-laundering and receiving regulations, the transparency
of the corporate structure and any pending charges against shareholders and/or
directors.
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THIRD-PARTY AUDITS
CARRIED OUT IN 2014
ON THE SUPPLY CHAIN

For a limited number of categories of goods and suppliers, whether during
qualification or periodically once contracted, YOOX performs third-party audits
aimed at confirming Suppliers conformity to requirements stipulated by the
company’s standards.
By means of specific clauses included within purchase agreements and via the
requirement for self-declaration, YOOX requires Suppliers to adopt lawful, ethically
correct conduct in line with the Group’s Code of Ethics and Organisation,
management and control model pursuant to Legislative decree 231/01.
During 2014, the two main suppliers of logistics services at Bologna Interporto
Logistic Centre were subjected to Third-Party Audits with four leading suppliers
of technological services. Additional verification activities, conducted by external
qualified auditors, are planned for 2015 provisionally on twenty Group Suppliers
(suppliers of products, technology, customer service services).
Lastly, in the latter months of 2014, YOOX initiated the process for compliance with
the SA8000 international standard in social accountability. This is a voluntary
and verifiable standard which strengthens and protects all personnel falling under
the sphere of control and influence of an organisation including its Suppliers, SubSuppliers and Contractors as well as its employees.
The process for the qualification of YOOX suppliers therefore requires the additional
commitment of signing and respecting the principles of the Standard SA8000.

YOOX's commitments to its Suppliers
The Group's management of Supplier relations is based on the
following shared values and rules of conduct:
Acting with transparency, probity and fairness
in contractual relations
High-quality supplieRs

Guaranteeing impartiality in selecting suppliers

Ethical conduct

Promoting a focus on sound environmental
and sustainability practices
Respect for workplace health and safety

The requirements relate to the fight against child labour and forced labour, health and
safety at work, freedom to join unions, the fight against any form of discrimination,
respecting contracts in terms of working hours.
Suppliers are also required to undergo audits and verifications to examine compliance
with the requirements of SA8000 and implement any improvement actions shared
with YOOX.

Compliance with the payment terms agreed
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More than10.000

BRANDS PRESENT
ON YOOX.COM

85%

OF YOOX.COM SUPPLIERS ARE ITALIAN

2.4.2 Focus on product quality and
sustainability

Buying for yoox.com
Again in 2014, procurement for the multi-brand online store yoox.com
was achieved via an international portfolio of around 2,100 suppliers of
more than 10,000 brands available in the catalogue with different levels
of involvement. YOOX Group contributes to economic growth in the areas
in which it operates: 98% of the products have European provenance
and 85% of Suppliers are Italian. yoox.com’s suppliers are not only large
fashion and design organisations, but also young, local craftsmen and
women, emerging designers as well as a consolidated network of outlets
and physical stores throughout Italy.
All buyers are required to sign an affidavit letter, which specifically
commits them to complying with the regulations, rules of conduct and
the procedures that the Company has adopted for managing commercial
relations with its Suppliers and for preventing unlawful or opportunistic
conduct.

The procurement process is distinguished by intense product selection and
quality control which takes account of specific economic, quantitative, ethical and
sustainability criteria.
Before being digitalised and put on sale, all items undergo scrupulous quality checks
performed by a team of experts. Only if this stringent test is passed are items security
tagged by operators to protect them against counterfeiting attempts.
The products offered in online stores run by YOOX Group are notable for the high
level of quality and traceability. The Quality-Control guidelines and operating policies
which guide the methods, criteria and significant aspects to place under review are
continually updated and improved.
Meeting the high quality standards, together with continual improvement in defining
and setting them up is only possible thanks to direct and transparent relationships
developed over the years with qualified Suppliers, designers, manufacturers and
dealers.
YOOX is committed to developing a commercial policy sensitive to the socioenvironmental impact associated with its business. The “Fur Free” project, started
in 2014, falls under this scope. In December 2014 YOOX joined the international
“Fur Free Retailer Program” standard promoted by the Fur Free Alliance (FFA),
coordinated by the Italian companies in the Italian anti-vivisection league (LAV), for
which the three yoox.com multi-brand online store: yoox.com, shoescribe.com and
thecorner.com intend to promote commercial policies in line with animal rights, by
excluding items and accessories made from animal fur.
To implement the commitments deriving from joining the program “against fur”,
YOOX introduced controls the relevant processes (buying, quality control, records,
etc) and integrated the operating guidelines for fulfilling the product quality control
activities. The progressive adoption and compliance with these standards will become
effective from June 2016, with completion of the training and communication
campaign, revising and integrating the standard terms for product buying.
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2.5 SHAREHOLDERS AND LENDERS

2.5.1 Protection of Shareholders and
the financial community
In the context of Italian listed companies, which are often characterised by the
presence of a dominant shareholder or a controlling family, YOOX Group is a rare
example of a truly public company in Italy. In light of this distinctive feature, the
Group recognises the financial community as an extremely important stakeholder
and therefore strives to engage in constant, positive dialogue through its upper
management and its Investor Relations division, which was established even before
its stock market debut.

Shareholder composition
The YOOX ownership structure is characterised by a widespread shareholder
base. Excluding the banking and insurance sector, with a free float of 80%5 at
31 December 2014 the Group is the second highest of the more than 160
companies on the major Italian indices (the FTSE MIB, FTSE Italia Mid
Cap and FTSE Italia STAR).

5

For calculating the free float, the Holdings of Federico Marchetti, Renzo Rosso and Balderton Capital
and the treasury shares held by YOOX S.p.A. were excluded.
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AROUND HALF OUR INSTITUTIONAL SHAREHOLDERS ARE BASED IN THE US
AND ALMOST ONE QUARTER IN THE UNITED KINGDOM

THE GROUP STANDS IN 2ND PLACE AMONG THE LEADING 160 COMPANIES IN
THE ITALIAN INDICES, WITH A FREE FLOAT OF 80%.

At the end of 2014, the share capital was Euro 619,640.326, represented by
61,964,032 ordinary shares without nominal value, including 27,339 treasury
shares and 24,800.600 shares (representing 40% of the capital) held by seven
major shareholders with direct or indirect stakes of 2% or more.

Breakdown of shareholder structure by
investor type (%)

Based on an analysis carried out in October 20147, the Group’s Shareholder structure
is characterised by a strong presence of institutional investors, which hold about 62%
of the share capital, with a significant component of international investors. In terms
of geographic breakdown of institutional investors, the US and UK represent the first
and the second countries by origin with more than 70%, while Italian institutional
investors represent less than 5% of the total.

6
7

Note that this share capital was still being subscribed at 31 December 2014.
Source: “Corporate data and Intelligence analysis on the ownership structure of YOOX Group” conducted
by Georgeson in October 2014. Note that, for analysing the geographic provenance of the shareholder
base, the percentage of capital held by institutional investors alone was analysed. Note also that, as at the
publication date, there were no syndicate agreements between the shareholders Federico Marchetti, Renzo
Rosso and Balderton Capital, referred to as the primary shareholders.
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BREAKDOWN OF INSTITUTIONAL SHAREHOLDERS BY GEOGRAPHICAL MARKET (%)

* The percentage excludes institutional shareholders from Italy and the United Kingdom
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+ 330%

YOOX PERFORMANCE SINCE ITS DEBUT ON
THE STOCK EXCHANGE IN 2009

Socially responsible Investors and ethical indices
Certain YOOX shareholders such as Natixis, F&C Management and Etica Sgr. adopt
socially responsible investment (SRI) criteria.
As additional confirmation of the commitment the Group imposes in promoting
sustainable growth with respect to the environment, from 2013 YOOX has formed
part of the Standard Ethics Italian Index. This index, promoted by the European
ratings agency Standard Ethics, solely evaluates listed companies based on their social
and environmental responsibility and governance qualities. The index is made
up of companies from the FTSE MIB with weightings according to their
level of compliance with the international indications of the OECD, the European
Union and the United Nations regarding corporate social responsibility (CSR),
corporate governance and sustainability. YOOX is also part of the FTSE ECPI
Italia SRI Benchmark index promoted by ECPI, a company active in environmental,
social and governance (ESG) research as well as awarding ratings and building
indices for sustainability. The index comprises shares of companies in the top 100
by market capitalisation on the Mercato Telematico Azionario (the Italian screenbased trading system), which pass certain requirements regarding ESG-related
qualities.
Share performance
YOOX Group debuted on the FTSE MIB index, the main Italian stock market
index made up of the leading 40 Italian companies by capitalisation and liquidity,
on 23 December 2013.
In 2014, the share price oscillated between €33.70, on the first day of trading of
the year, to the price of €18.40, on 30 December 2014. After having closed 2013
with a share performance of +173%, the highest in the FTSE MIB, and having
hit a historic maximum in early 2014, in the subsequent months the YOOX share
price felt the strong macroeconomic and political uncertainty that was notable for
the entire year and led investors to make a noticeable switch from portfolios
of best performers from the previous year towards stocks with mostly defensive
profiles.

YOOX FORMS PART OF TWO ETHICAL INDICES: THE STANDARD ETHICS ITALIAN
INDEX AND THE FTSE ECPI ITALIA SRI BENCHMARK

As the graph on the next page shows, the YOOX share price also reflected the
general trend of sales affecting both the e-commerce segment and Italian luxury
companies8.

A period which saw confirmation of the excellent performance of the YOOX share
price since its exchange debut in 2009, reaching more than four times the
original placement price at the end of 2014 (€4.3) and a growth of +330%. During
the same period, YOOX also recorded a superior performance to that of the FTSE
MIB both for the relevant indices and the e-commerce and luxury goods segment9.

In reference to the graph on the trend of the share price compared to the leading indices in 2014,
the representative index of the e-commerce segment includes Amazon, ASOS, boohoo.com, Blue Nile,
eBay, Start Today, Zalando and Zulily; the index representative of the luxury goods industry includes Brunello Cucinelli, Compagnie Financière Richemont, Hermès, Kering, LVMH, Moncler, Prada, Salvatore Ferragamo
and Tod’s; the index representing the Italian luxury goods segment includes Brunello Cucinelli, Moncler,
Prada, Salvatore Ferragamo and Tod’s.
9
Please refer to note 8
8
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The main YOOX financial market milestones:
3 December 2009:
YOOX is listed on the Milan stock
exchange in the STAR segment

20 September 2010:
The stock joins the FTSE Italia
Mid Cap index

23 December 2013:
YOOX debuts on the FTSE MIB
and the ethical index FTSE ECPI
Italia SRI Benchmark

27 December 2013:
The stock enters the
Standard Ethics Italian Index

YOOX SHARE PERFORMANCE COMPARED TO THE MAIN BENCHMARK INDICES IN 2014

Source: Factset. Reference period: 30 December 2013 – 30 December 2014.
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16

NATIONAL AND
INTERNATIONAL BROKERS
DEAL WITH YOOX STOCK

Relations with the financial community
In terms of its Investor Relations & Financial Communications division, YOOX
conducts a continual dialogue with the entire financial community (sell-side analysts,
buy-side analysts, operators, Italian and international financial press) based on the
principles of transparency, promptness, accuracy, coherence and parity of
access to information. This communication aims to provide all stakeholders with
meaningful tools for knowing and understanding correctly the company’s business
and strategy.
During the year, thanks to the ad hoc conferences and roadshows, the Investor
Relations & Financial Communications team was on the one hand committed to
reinforcing existing relations with investors in their own markets – such
as Milan, London, New York, Boston, Paris, Frankfurt and Geneva – and on the other
hand communicating the Group’s equity story and the development of the
business to new potential investors in places such as Toronto, Los Angeles, San
Francisco and San Diego.
Lastly, the team took charge of communicating quarterly results to the market and
preparing the conference calls held after these results had been approved by the
Board of Directors. Again in 2014, for the fifth consecutive year following the IPO, all
conference calls with Analysts and Institutional Investors were held by the Investor
Relations & Financial Communications division alongside the Chief Executive and the
Chief Financial Officer, an indication of the strategic importance YOOX places on
the dialogue with the financial community.
Analyst coverage
The Investor Relations & Financial Communications team has been dedicated since its
listing to expanding analyst coverage which at 31 December 2014 included Goldman
Sachs International, Mediobanca, Equita, Intermonte, Gruppo24Ore, Bank of America,
Merrill Lynch, Deutsche Bank, Citi, Kepler Cheuvreux, Exane BNP Paribas and Banca
IMI to which in 2014 J.P Morgan, Canaccord and Fidentiisterm were added which

A CONTINUAL DIALOGUE WITH THE ENTIRE FINANCIAL COMMUNITY BASED ON
TRANSPARENCY, PROMPTNESS, ACCURACY, COHERENCE AND PARITY OF ACCESS
TO INFORMATION

without indicating a rating - have followed the YOOX stock since 2012.
In the early months of 2015 Morgan Stanley and Berenberg also began coverage,
thereby bringing the number of national and international brokers following the
YOOX stock to 16.
During 2014, 160 reports, previews and updates on YOOX were published, an
increase over the 140 reports in 2013. At the end of the year, the stock gained a
positive evaluation from 11 financial analysts, two neutral recommendations and only
one negative, while the average target price was €23.0.

2. market

SHARE PRICE PERFORMANCE COMPARED TO THE MAIN INDICES OF REFERENCE
TO THE IPO

Factset. Reference period: 03 December 2009 – 30 December 2014.
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COMMUNICATION ACTIVITY WITH THE FINANCIAL COMMUNITY IS INSPIRED BY
THE PRINCIPLES OF TRANSPARENCY, TIMELINESS AND ACCURACY

Dividend policy

Communication with the financial community

The Group believes that investing in the development of its multichannel technology
and logistics platform is fundamental for ensuring that YOOX will continue to hold a
market-leading position in its industry in the coming years.

Communication activities with the financial community begin each year with the
publication of its financial calendar in January. This enables the community to know
the dates of the Group’s major events, such as the Shareholders’ Meeting, well in
advance, the publication of financial results, its main roadshows and the conferences
that it plans to attend. All key documents and information are made available to the
market in a timely fashion and in full compliance with:
• the principles of transparency, timeliness and accuracy of information to
which the Investor Relations team adheres;
• the laws and regulations on disclosing privileged information, the procedures
for disclosing confidential information, the Consob procedures on disseminating
price-sensitive information and the regulations on Internal Dealing.

Therefore, from its listing until today, YOOX decided to commit the available cash
to improving and consolidating the company’s position, in the belief that this
decision will have a considerably more significant return for shareholders than can be
provided by a dividend.
The Group also believes it to be economical and in the interests of all Stakeholders to
retain the flexibility of being able to use its own available cash to fund operations or
other investment programmes.

All communications are then published in real time on the Investor Relations
section of the Group’s website in order to guarantee easy access to the relevant
information and prevent information asymmetry.
Conference calls with Analysts and institutional Investors are organised after the
Board of Directors has met to approve annual and interim financial statements.

2. market
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9 ROADSHOWS AND 3 CONFERENCES IN ITALY AND OVERSEAS, WITH AN EVER
HIGHER INVOLVEMENT OF KEY MANAGERS.

IN THE PAST THREE YEARS, TOTAL NUMBER OF CONTACTS WAS APPROXIMATELY
2,900 AND 900 OF WHICH WERE FROM 2014 ALONE

The details of these conference calls are published in the relevant press release.

Lynch Global Consumer & Retail Conference in London and Luxury & Finance
organised by Borsa Italia and Vogue in Milan. In addition, YOOX inaugurated ad
hoc roadshows at the financial markets of Toronto, Los Angeles, San Francisco
and San Diego.

Each year, the Company organises and participates in many conferences,
roadshows and meetings, which are often attended by YOOX’s Founder and
Chief Executive Officer and other members of senior management, such as the
Chief Financial Officer and the General Manager. In 2014, the Company took
part in many roadshows and conferences in Italy and abroad, with a
constantly high involvement of the top management. According to the
tradition of recent years, YOOX participated in conferences such as the Deutsche
Bank Global Consumer & Luxury Conference in Paris, the Bank of America Merrill

The Group also ensures a constant dialogue with buy and sell-side thanks
to the large number of conference calls and one-to-one and group meetings
organised at its offices in Milan and Bologna, as well as the daily availability of
the team via e-mail and telephone.
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2.5.2 Relations with LENDERS

The Group aims to maintain appropriate levels of liquidity and available funds to
sustain the growth of the business and the investment plans and ensure the timely
fulfilment of its obligations and operations.
The funding requirements and the selection of the mix of the most appropriate
finance methods offered by the leading banks is based on the Group’s investment
plans, the Net Financial Position (NFP) objectives and the set indebtedness ceiling.
In managing its funding requirement, YOOX resorts primarily to amortising credit
lines (which involve repayment of the lending according to a set repayment plan) and
revolving lines (which have the option to repay individual drawdowns, restoring the
facility), following analysis of the market and the offerings of leading banks. Lenders
include banks and financial intermediaries with a minimum rating defined in the
Group’s operating policy. Credit lines are primarily of the committed type, meaning
that the lenders are not able to demand early repayment before the contracted term,
guaranteeing flexibility and stability in the medium and long term.

To ensure a suitable financial flexibility and liquidity also in years to come, thanks to
consolidated relationships with lending partners in the fourth quarter of 2014 the
Company re-negotiated the relevant credit lines and at 31 December 2014 there was
a total of Euro 153 million available falling on average between 4 and 5 years, of
which approximately Euro 93 million was unused.

2. market

2014 Awards
2014 CARBON DISCLOSURE PROJECT
YOOX AMONG THE LEADING CLIMATE CHANGE COMPANIES ACCORDING TO THE CDP ITALY
100 2014 CLIMATE CHANGE REPORT.
For the second consecutive year, YOOX Group is among the leading companies in Italy in terms of climate
change, according to the CDP Italy 100 2014 Climate Change Report. The only fashion e-commerce
company in the report, YOOX Group also received the maximum score (A) in 2014 for the commitment
shown in reducing the company’s environmental impact, as well as being among the top performers in Italy
with a score of 97/100 for the quality and depth of information provided regarding environmental impact.
The CDP Italy 100 2014 Climate Change Report, published by the not-for-profit organisation CDP,
analyses information on environmental impact provided by the leading 100 listed Italian companies and,
after having identified the main trends, drafts a classification of the most virtuous organisations. The report
– published for the first time by the Management School SDA Bocconi and with the support of IMQ as
scoring partner, evaluated Italian companies based on the CDP methodology for transparency and quality of
communication of emissions and initiatives for fighting climate change.

2014 BALANCE SHEET OSCAR
YOOX Group was awarded the 2014 Balance Sheet Oscar in the listed small and medium
enterprises category, with recognition from the Presidency of the Republic. The commission deemed the
Corporate Governance system worthy of mention, including with reference to the procedures developed
by the company regarding operations with related parties and internal dealing. Furthermore, it cited the
“Accuracy and strength of the International best practices for the disclosure of policies
and strategies under Corporate Social Responsibility“ and the management of the CSR “by not
following formal schemes, but basing the company management on sustainability as its
leading principle”.

SUSTAINABILITY LEADERS AWARD FINALISTS SUSTAINABILITY REPORTING
YOOX Group is among the finalists in the Sustainability Reporting category together with British American
Tobacco and AkzoNobel in the important international Sustainability Leader Awards 2014.
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3.1 YOOX HUMAN RESOURCES

3.1.1 Personnel Management
The success and growth of YOOX are supported by the talent and the commitment
of the 885 people who work enthusiastically in the Italian and international offices
of the Group. YOOX invests continually in its people, giving each one the opportunity
to express their potential to the full, leveraging passion, creativity and energy as the
distinctive characteristics of the work environment.
With its now consolidated People Strategy, YOOX Group provides its employees
professional growth and development strategies supported by continual investment

in training and education. YOOX has the intention of basing its relationship with
collaborators on mutual trust and transparency, considering the offer of stable
and lasting working relationships as a fundamental requirement for sustaining
growth as well as being an important motivational lever. It is committed to enhancing
and promoting diversity, in the knowledge that different viewpoints can generate
innovative solutions and pluralism in decision-making processes.
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885

EMPLOYEES

The Group provides a healthy workplace, fully according to national and international
regulations, investing in the construction of avant-garde and eco-compatible offices
for protecting the physical and moral well-being of its people. It promotes
standards of behaviour and the principles of the Group’s Code of Ethics and began
the process in 2014 for achieving international SA8000 Social Accountability
certification. YOOX guarantees and protects the principles set out by the Universal
Declaration of Human Rights and by the ILO conventions in each country it works in.
These principles feature in all processes and at all stages of personnel management:
selection, professional development and growth, training, internal communication,
employee and union relations, attention to health and safety in the workplace.

YOOX Group received the 2015 Top Employers Italy Certification together
with 63 leading global companies. This certification recognises corporate best
practices in human resources management and in the policies for attraction, support
and advocacy of talent, and represents a prestigious international recognition. The
certification is testament to the level of excellence achieved by YOOX Group in the
policies of training and development of strategies for managing its human resources
as a confirmation of the innovative approach the Group is distinguished for in HR.

263

EMPLOYEES
HIRED IN 2014

YOOX identified 6 principles the management of its
precious human resource is based on:
Fairness and Equal opportunities;
Legality and Honesty;
• Professionalism and Trust;
• Prevention of potential conflicts of interest;
• Probity and Transparency;
• Meritocracy and Enhancement of Talents.
•
•

The “Temple” of Technology, Innovation, Research & Development
at the YOOX Headquarters
at ZolaREPORT
Predosa,
Bologna.
85
SUSTAINABILITY
2014
Credits: Fred McGregor
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+49%

GROWTH OF IN THE YOOX GROUP TEAM IN
THE PAST THREE YEARS

44

DIFFERENT
NATIONALITIES

3.1.2 Breakdown of workforce

YOOX employees are a young and international team continually growing in number
and in skills and this forms the Group’s key strategic asset, where the average age
is 33 and length of service is around three years, up from 2013.
There were 885 Employees at the end of 2014, growth of 24% compared to
2013 and an increase of 49% in the last three-year period, in the knowledge that the
development of the business requires constant investment in its people.

TREND OF THE TOTAL NUMBER OF EMPLOYEES

885
713

The Group’s human resources are notable for the varying training, academic
and professional experience gained, for its differing cultural backgrounds and
geographical provenance with 44 nationalities represented: from Japan to
Argentina, to Russia, Canada and New Zealand.

594

YOOX aims to reconcile its international status with its strong Italian roots –
90% of its Employees are based either in Bologna or in Milan. Where possible,
in its employment policies, YOOX also seeks to consider the residence of the
candidate as regards the operating sites, especially for technical-operating roles.
To confirm the efficacy of the corporate policy adopted by YOOX with the aim of
guaranteeing and reinforcing the stability of work relationships and investing in
its resources over the long term, the percentage of employees engaged under
permanent contract was 87% in 2014. The majority of Employees enter the
company directly with permanent contracts and there have also been at least
70 transformations to permanent contracts in 2014.

EMPLOYEES
2014

2013

2012

Note: the total number of employees for 2014 does not include one employee, whose fixed term contract
terminated naturally on 31/12/2014

3. PEOPLE

40%

OF EMPLOYEES
ARE UNDER 30
YEARS OF AGE
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YOOX people: the FIGURES

3. PEOPLE

70

TRANSFORMATIONS TO PERMANENT CONTRACTS
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3. PEOPLE
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53%

OF NEW EMPLOYEES
ARE UNDER 30
YEARS OF AGE

3.1.3 Hiring policies

In terms of recruitment, YOOX has always taken care to attract the best talent
whether from the University world or from those already working in the labour
market.
The selection process is based on meritocracy and transparency in evaluating
professional skills, personal qualities, competences and the technical requirements
of each position. Flexibility, entrepreneurship, a strong predisposition for change,
together with specialist skills in the business of new technologies and the fashion and
luxury goods industry are the characteristics most highly valued for becoming part of
the team.
Selection involves evaluation of the attitude and motivation of candidates, careful
analysis of technical and professional aspects via the delivery of Business Cases,
evaluation of soft skills, i.e. the broad set of competences expected from all YOOX
employees and an affinity to the Corporate Values.
The recruitment process is gradually orientating itself towards international and
heterogeneous profiles by provenance, background and university studies, for which
fluent English is an essential requirement and knowledge of other foreign languages
is strongly encouraged.
The growing number of applications received is testament to the level of interest in
the Company. During 2014, more than 17,979 spontaneous applications
were received on the Corporate site and via LinkedIn. Following this, 263
new people completed the selection process and were hired, of which
54% were female. 82% of new employees were Italian and around 53% were
aged below 30.
To facilitate screening and the first contact with potential candidates, the Skype
platform has become a fundamental tool for the first conversation, reducing costs
and environmental emissions from transport.

During 2014, YOOX reinforced all the new and innovative talent attraction
channels. Social media such as LinkedIn has been used for collecting and
analysing applications received through the corporate Internet site. YOOX has a
profile on LinkedIn which has more than 31,000 followers, an increase of
220% over the previous year.
For seeking high-level candidates, YOOX collaborates with international
headhunters of proven experience in technology and fashion luxury.
YOOX now has consolidated relationships with schools and universities where
the Group has specific agreements and a special partnership with the
Politecnico di Milano, a fundamental recruiting channel that can minimise
the time to hire of many technicians required for Sales, Supply Chain, etc.
The Employer Branding strategy has allowed the Group to enhance its
presence within the major Italian and international Universities and Business
Schools, participating in numerous Career Fairs and organising Trek Tours
and presentations at various sites, thereby becoming a more attractive
proposition for students coming to terms with the world of work.
2014 saw the launch of the first MBA Summer Internship, which allowed
YOOX to come into contact and benefit from the experience of three talented
students from international Business Schools: Columbia, Harvard and IESE.
The three selected students were able to participate in the creation of significant
commercial, technological and Business Development projects, for the duration
of the summer programme.

3. PEOPLE

+220%

INCREASE OF FOLLOWERS ON THE
GROUP’S LINKEDIN PROFILE

Internal growth is a key to the success of the company, which has established a
job posting system for vacant positions aimed at existing employees. In addition,
with a view to consolidating the global identity of the Group, internal mobility
programmes are under way aimed at promoting and getting the most out of
international careers.
YOOX sets a good example on the use of internships. The most junior positions are
filled by six-month internships, at the end of which the intern is hired if they receive a
positive appraisal. In 2014, 38 internships concluded with conversion into a contract
of employment.
During 2014, 90 Employees left the company, 63% of them were female and
over all they were primarily aged between 30 and 40 (56% of total leavers).
Turnover in 2014 was 10%, down compared to previous periods.

17,979

APPLICATIONS RECEIVED
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54%

OF EMPLOYEES ARE FEMALE

42%

OF EXECUTIVES AND MIDDLE MANAGERS ARE FEMALE

3.1.4 Company diversity and well-being

YOOX’s Graduate Programme
In 2014, YOOX selected brilliant new graduates from the main Italian and
international universities to participate in the YOOX Graduate Programme.
A 360° experience working in the business, a work-training programme of 18
months, intended for the inclusion of the young new graduates. The participants
successfully completed the first milestone of the programme, i.e. the first 6 months
of internship. From here they began their period of development at YOOX, they are
currently employed with a fixed term contract of 12 months.
The YOOX Graduate Programme provides experience in the field and classroom
training. The young new graduates learn specific professional knowledge in the field
of e-commerce fashion, a complete and broad vision of the entire organisation, an
in-depth overview of the culture and business of the Group.
In the coming 12 months, participants in the programme will have the opportunity
to come into contact with the various areas and departments via a job rotation which
will allow them to experience various roles and areas in the company. At the end of
the 12 month programme, the profuse commitment and ability will be rewarded with
conversion into a permanent contract.
The first YOOX Graduate Programme, established in May 2014, was dedicated
entirely to the Marketing Area. Following the success and the applications received,
from 2015 the Programme will continue with the second and third edition in the
yoox.com Marketing area and the first in the Technology area.

Again in 2014, YOOX is continuing its commitment to enhance and promote
equal opportunities: the YOOX team is made up of 54% women, with 480
young women employed at the various sites.
The percentage of female executives and middle managers at the end of 2014
represented 42% of the total.
One of the seven members of the Board of Directors is female (14%).
In line with the provisions of Law no. 120/2011, the proportion of women will be
increased in the management and control boards until exceeding the threshold of
20% at the next renewal of the Board anticipated for March 2015.
YOOX recognises the importance of balancing domestic life with work by
allowing all employees time flexibility for arriving and leaving, and annual parttime plans. In 2014, employees with part-time contracts passed from 42 to
56, confirming a growing trend. In 2014, 31 parental leaves were granted for 29
new mums and two dads.
YOOX incentivises responsible use of tele-working, continuing on the road of
innovation and flexibility for giving concrete support to work/life balance. Over
20% of applications received were approved, and additional homeworking agreements took effect in January 2015, giving priority to those on
maternity leave or with particularly demanding personal or family situations. As at
31 December, there were 14 active tele-working contracts. YOOX provides
its home-workers with all the equipment they need to work from home, including
a mobile phone, a laptop with VPN access and a broadband subsidy. The
progressive increase of tele-working has reduced commuting and, consequently,
CO2 emissions. This forms one of the many solid contributions to the path of
social and environmental sustainability undertaken by the Group.

3. PEOPLE

14

ACTIVE TELE-WORKING
CONTRACTS
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PROFESSIONAL, TRANSPARENT AND DEFINED GROWTH PATHS AND
PERFORMANCE EVALUATION FOR ALL EMPLOYEES

3.1.5 Compensation policy and incentive and
appraisal schemes

Diversity & Inclusion
To promote and guarantee all employees an inclusive working environment
based on respect for people, in 2014 agreements were entered into
two important Diversity & Inclusion Associations working for
Women and LGBT (lesbians, gay, bisexual and transgender) people.
The collaboration will continue in 2015 with the presentation of initiatives,
projects and awareness programmes, workshops promoting pluralism and
diversity in working environments.
In 2015, the company processes and procedures which involve foreign
employees working in Italy or employees at overseas offices were reviewed.
These procedures will be revised with a view to improving collaboration
between the various countries and especially people from different cultures,
thereby accelerating integration of new foreign employees. For 2015,
Group training and initiatives have been planned for making the value of
cultural and linguistic diversity more visible and concrete for the benefit
of reaching business objectives.

The Group’s pay policies remained focused on ensuring competitiveness in the job
market in line with the objectives of attracting talent, developing it and fostering
loyalty among the workforce. YOOX has chosen to recognise the contribution of each
person to the company’s success with transparency and meritocracy, by adopting
a pay policy in line with market best practices, based on Total Compensation,
for rewarding and valuing the application of each individual in a
differentiated way.
The fixed component of compensation is the monthly salary, which is paid on the
basis of contractual provisions and of meritocratic rewards such as bonuses and
increases. Pay levels vary according to position held, responsibilities assumed,
skills acquired, performance and individual targets achieved. The external market
is also a hugely important benchmark.
In accordance with the Group’s strategic guidelines, the fixed component of
compensation is managed based on increasingly selective criteria for the pool of
staff concerned.
The variable component is a distinctive element and correlates to the
performance pay package and company profitability, and is linked to the
following:
MBO (Management by Objectives) plans, for creating involvement and
motivation for reaching high levels of individual performance;
• Stock Option Plans, for incentivising the Top Management to achieve the
company results, linking the assignment of options to target objectives and
company profitability;
• Retention Policies, which provide for the assignment of YOOX shares or LTI
(Long-Term Incentives) in cash to key staff for incentivising them to remain with
the company.
•
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Once again in 2014, the Performance Evaluation system was the main tool
used to assess the contribution of Employees to YOOX’s success and growth.
The system was redesigned in December 2013 based on international best
practices and in January 2014 the ROAD to Performance programme was
implemented.
The new performance evaluation model is based on Recognition, Overview,
Appraisal and Dialogue. This system enables people to develop and ensures
continual, transparent dialogue between each department head and their team.
To guarantee fairness of treatment and transparency of the entire process,
each Employee undergoes a triple-check appraisal performed by managers
with increasing seniority levels and also by their peers employed in the same
Department.
ROAD to Performance provides the Human Resources Management with clear
and shared input objectives for determining the variable payment of each
Employee and indications for Personnel development plans. Particular significance
has been attributed to the People & Process Management side in the analysis of
performance of managers. Managers are evaluated both by their direct superiors
and by their subordinates and collaborators, whose appraisals are collected via
the Upward Feedback Surveys run in December 2014.
In 2014, with reference to the performance of 2013, all employees included
within the evaluable population perimeter were appraised, i.e. all employees with
permanent contracts entering the company before 30 June 2013. The appraisal
of annual performance and competences of each employee was again associated
with the definition of professional development plans and dedicated training
programmes. For the employees hired at level I, executives and middle managers,
the performance evaluation process is now linked to a variable salary component
(MBO).

The total number of employees who have received a variable salary component in
2014 following the Performance Evaluation now is 245.
The evaluation process for 2014 has already started, and saw the introduction of
the Mid-Year Feedback: interim feedback and mid-year evaluation which involves
the Managers and all of their subordinates. The pilot project started in January
2015, complete implementation is planned for September 2015.
The process and the performance evaluation tools will be further revised during
2015 with the implementation of additional training and communication
initiatives for the entire company population, with the aim of improving
objectivity and sharing of evaluations, fluidity and timeliness in the entire process.

3. PEOPLE

Upward feedback
The Upward Feedback process is launched each year with the aim of
collecting evaluations of employees their various managers.
Via an anonymous survey, feedback is collected on the following areas of
competence:
Communication & Collaboration
Building Excellence
• People Development
• Planning & Organization
• Accountability
•
•

Points and scores achieved are consolidated and analysed in order to
define development plans and areas of improvement dedicated to each
manager involved in the evaluation process. In 2014, the project involved
47 managers with an overall average evaluation score equal to 7 on a
scale of 1 to 10.

YOOX Group Headquarter Zola Predosa, Bologna, Italy
Credits: Fred McGregor
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ENJOYOOX: THE FACILITATION AND CONVENTION PROGRAMME DEDICATED TO
EMPLOYEES

Employee Benefits and Incentives
YOOX is relaunching and expanding the ENJOYOOX programme which provides
for exclusive incentives and benefits for all Employees. Opportunities and services
for people in the following key areas for improving quality of life and well-being:

Family and free time
•
•

Employees can buy tickets for the cinema and theatre at reduced prices
Opportunity to use the business travel service for personal travel at preference
prices

Health and well-being
• YOOX

offers opportunities to carry out physical activities at selected and
contracted sports centres in the area of the group offices, offering memberships
at beneficial conditions for incentivising a healthy and sustainable lifestyle
• Yoga and Pilates courses are organised by qualified instructors at the gym at
the headquarters in Zola Predosa (BO) during lunch time

Benefits and savings
Special conditions for obtaining personal loans, insurance policies, savings
at banking institutions contracted with YOOX Group
• In line with its sustainable mobility programme, YOOX offers its Employees the
opportunity to buy season tickets for Milan public transport at favourable terms
and discounted prices, including the option to pay in instalments
• Employees can benefit from a discount code for purchases in online stores
Powered by YOOX Group
•

Work
Corporate credit card (AMEX), with exclusive benefits and 60 day deferred
payments for all Employees free of charge without paying commissions/fees
• YOOX Employees can get discounts on lunch and dinner at local restaurants
and businesses located around the company offices
•

3. PEOPLE

26,688

TRAINING HOURS IN 2014

30

TRAINING HOURS FOR
EACH EMPLOYEE

3.1.6 Development and training policies

YOOX has always invested in training its Employees to strengthen and increase
the skills and competences required to generate value. In 2014, the “People
Development” Department was established within the Human
Resources Management. This is an evolution of the previous “Learning &
Knowledge Management”, a team dedicated to constructing a continuously
evolving training offer that can be customised and is well in line with business
requirements.
Mapping of the training demands of the whole company population
has now been completed, on the basis of which a varied programme
of training events has been prepared, to be delivered at the Group offices
or at Higher Education Institutes and Schools. In order to satisfy even the
more technical, specialised training requirements and encourage business
networking opportunities, several Employees took part in a rich programme of
national and international conferences and events, entirely free of charge.
In 2014, a total of 26,688 training hours were delivered (of which 2,477
dedicated to regulatory training, including 2,372 training hours on Health &
Safety), confirming the positive growth trend that sees an increase from the
21.7 hours per capital in 2013 to 30.2 training hours delivered to each
Employee in 2014.
In 2014, the company knowledge sharing system has been also enriched and
strengthened: going by the name of “YOOXPEDIA”, it is structured into the
following macro scopes:
• a single, modern, easy-to-use repository of all company training materials
(presentations, documents, processes, activities, e-learning modules, etc.);
• an e-learning platform to allow for the quick and easy sharing and use of
training contents;
• a community space encouraging Employees to communicate and socialise with
each other.

YOOXTRAIN
Together with the “Career Path” project that is still being completed,
involving the grouping of all company roles into clusters of the same
level and classification, outlining dedicated, carefully defined career paths
for each cluster, the YOOXTRAIN Training plan has also been launched.
The plan involves all Group Employees. After its official unveiling in July
2014, it is set to continue in 2015 with the aim of enriching the training
proposals based on the characteristics and needs of the individual
clusters.
YOOXTRAIN aims to bring the competences of Employees of a single
career path cluster into line. This is essential if we are to guarantee
everyone the growth and continuous improvement opportunities they
deserve. In 2014, training concentrated mainly on Junior Specialist,
Specialist and Senior Specialist profiles, with the delivery of training
sessions aimed at consolidating core competences and exploring the
business values, missions and objectives of the individual departments.
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Compliance with ethical rules and standards of conduct is an essential
value for YOOX Group, which is reiterated in all company policies: from
the Code of Ethics to the safety management procedures, the Anti-Corruption
Compliant Programme and the adoption and dissemination throughout the
Company of the Organisation, Management and Control Model pursuant to
Italian Legislative Decree no. 231/01 of YOOX S.p.A.
Starting from 2013, the training course under the scope of Italian Legislative
Decree no. 231/01 (Organisational Model, an overview of the legislation, control
procedures) has also become available in e-learning mode by means of the
YOOXPEDIA platform. The platform will also convey supplementary training
packages on specific areas of significant crime, pursuant to Italian Legislative
Decree no. 231, namely updates or specialised modules dedicated to specific
company figures. In 2014, 30 Employees received specialised training on anticorruption matters.
The commitment to comply with and subscribe to the Code of Ethics and the
Model 231 is required to all new employees, directly in the contract to
employment and is presented during the Induction day, given over to integrating
the new employee into the company. The Model 231, Code of Ethics and AntiCorruption Compliance Program, together with all the company procedures, are
available for consultation on the company intranet.
Updates and integrations are reported promptly to all Staff by means of
dedicated communications prepared by the Corporate & Internal Communication
Team.

Training for new HIRED and mentoring programmes
YOOXIZATION is the progressive training programme that Employees follow
throughout their career at the Company. It comprises Induction days for new
employees and the Mentoring programme with training sessions devoted to
developing the managerial and management skills of the working team.
Inductions for new hired
Inductions is the method by which all new employees start to get to know YOOX,
its organisation and the business. The Induction programme includes:
• a training day on Customer Services and listening to the Customer
(“Customer Care & Voice of the Customer”);
• a training day at the Bologna Interporto logistics centre dedicated
to understanding digital production and logistics processes;
• a workshop on staff administration matters.
For managerial figures (executives and middle managers), the YOOXIZATION
programme also includes a customised schedule of “one to one” meetings with
Managers and with the main key stakeholders.

3. PEOPLE
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DIGITAL NEWSLETTERS SENT
TO EMPLOYEES IN 2014 TO
SHARE INITIATIVES AND NEW
PROJECTS

3.1.7 Internal communication

Mentoring
In order to promote the growth of the Group’s Managers, again in 2014 training
packages were designed and delivered on “managing people and working
teams”, along with a people management programme named the “Collaboration
Programme” intended for middle management and individual coaching
sessions.
The programme saw the involvement of certified professionals who accompanied
the “coachees” throughout their development paths, helping them focus on
achieving the targets defined at the start of the project. The results and initial
feedback obtained has been very positive indeed, with the managers involved
having received useful ideas and benefits by which to optimise time and
resource management. The coaching, programme, intended as an instrument for
professional growth and development, has been extended and also included in
the 2015 Training Plan.
Again in 2014, an ad hoc training course was also prepared for all the company
management: “The YOOX Manager as the author-artifice of personal growth:
Trust, Team, Feedback”, and this is also set to continue in 2015. Designed in
collaboration with a training company, the course was hinged particularly on
the management of feedback opportunities with colleagues and guided by an
external coach, allowing for different classes of managers to compare notes and
share their experiences.

Internal communication at YOOX has always been one of the key points in the
creation of company value. During this last year in particular, a strong boost has
been given to initiatives aiming not only to provide information but also, indeed
above all, to encourage involvement and sharing, with the aim of ensuring a
greater spread of a strong business culture.
Thanks to a structured publishing plan, it has been possible to inform and
involve employees through more than 60 digital newsletters and Intranet areas
dedicated to various themes, including:
INSTITUTIONAL - sharing of the Group’s initiatives and its online store,
publications in some of the most important international magazines,
achievement of records, the Group’s financial results, prizes and awards received
by YOOX, internal contests on social media to share the Group’s projects and
involve employees, having them preview test new applications.
• YOOXYGEN - environmental sustainability initiatives to sensitise employees
and draw their attention to the environment in their day-to-day activities in the
office, or questionnaires on sustainability also enable them to win free entries to
visit the beautiful destination of the FAI (Italian Environmental Fund).
• ENJOYOOX - the programme designed specifically to offer YOOX employee
benefits and special agreements
• PEOPLE HR - initiatives for training and talent development
• @WORK - communication relating to changes and improvements in the offices,
often in a sustainable manner, like the introduction of the print service managed
with personal codes in order to guarantee document security and reduce paper
consumption in the office or the incentives to use the instant messaging system,
with integrated audio, video and web conference service functions, voice calls
and document sharing, to also reduce use of the meeting rooms and transfers
between the various offices, in line with the YOOXYGEN sustainable
programme.
• LOCAL - in 2014, a pilot internal communication project began dedicated to
the YOOX offices across the globe, an exclusively local internal communications
programme in addition to global communications.
•
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YOOXCITY, THE MOBILE WORKPLACE PROJECT LAUNCHED IN 2014

YOOX has supplied all its employees with latest generation smartphones, not only
to make telephone calls and browse in complete freedom, but also to use all the
company’s mobility services. YOOXCITY will be a real mobile city, to be used on the
brand new company smartphones and guarantee maximum connectivity, flexibility
and efficiency for all employees, wherever they are - it will be just like having YOOX
in your pocket.
With YOOXCITY, in fact, not only can the internal messaging system be accesses
and video conferences held everywhere, but company travel can also be managed,
to be always up-to-date on company news and access the many company services
independently, even when “on the move”. The project that will be launched in the
Italian offices will also involve the development of initiatives using NFC (Near Field
Communication) technology, thanks to which YOOX employees can use their own
YOOXCITY smartphones as a “passepartout” for numerous activities, such as access
control.
A summary of the YOOXCITY advantages:
Ever-informed resources, connected in real-time and on the move
possibility for everyone to make telephone calls and browse in complete
freedom
• 24/7 access (e.g. management of company travel)
• Use of NFC technology to access services (e.g. office access)
• New means of engagement for employees, increasingly involved in the first
person, including on social networks
• Greater efficiency and improvement in internal processes (booking of meeting
rooms, management of requests even out of the office, thanks to the access to
tools and applications)
• Instrument in support of the sustainable mobility policy, thanks to the possibility
of holding video conferences directly on a mobile telephone (reduced travel)
•

WITH YOOXCITY, YOOX GROUP GOES MOBILE, INSIDE AND OUT
One of Italy’s first companies to launch a mobile workplace project
for its employees
• Partnership with Vodafone Italy to provide all employees in Italy
with latest generation smartphones
•

As confirmation of the importance of mobile commerce, YOOX chooses to focus
further on this channel, including internally, with the launch of YOOXCITY, a real
mobile workplace project, designed and developed specifically for its employees.
To be even closer to the needs and buying habits of its end customers, ever more
connected by mobile means, YOOX targets the mobile as a real everyday working
tool too, creating a mobile workplace project, YOOXCITY, a further step along the
route towards smart working already embarked on by the Group with the launch of
additional initiatives like tele working.

• The
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OTHER INITIATIVES FOR YOOXERS

YOUR YOOX ANNIVERSARY

YOOX RUN-WAY TEAM

The successes achieved over the years, and the consequent affirmation of YOOX
on the international market, are the result of the constant commitment of the
people who show, each and every day, through their work, must how devoted
they are to the company. In order to celebrate and express its acknowledgement
of its employees’ work, in 2013, YOOX launched the Your YOOX Anniversary
initiative, an occasion on which each employee receives a customised surprise
on the date of his/her anniversary with the company. This experiment has proved
to be such a success that it was continued throughout 2014, to the delight of
everyone involved.

YOOX considers worker health an essential priority. Precisely in order to sensitise
employees to a healthy lifestyle, YOOX has the YOOX Run-Way project, a real
team running in all YOOX offices to share a passion for running with colleagues.
Beginners and experts thus had the opportunity to train together and participate
in races and marathons across the globe, in 2014 running almost 2000 km and
with the target of doubling this in 2015.

FOR YOUR BABY
In line with the close attention paid to new mothers and fathers, when their baby
is born, they receive a surprise via the newsletter giving them the right to a very
special discount to go shopping in the children’s area of the online store
yoox.com.
YOOXMAS CONTEST
In line with the mobile project YOOXCITY, which also ensures greater involvement
of employees in real-time, the star of Christmas 2014 was the XMAS Contest
involving employees in the hunt for the Christmas gift using mobile phones.
They were dedicated a special promocode, valid in the three online multi-brand
Group stores, only able to be used by smartphones and tablets, and an exclusive
YOOXMASCODE to be given to friends for Christmas. A successful
initiatives also in commercial terms, showing just how important it is
to be able to rely on your team, as ambassadors outside the company.
The winners were awarded a wonderful stay for two people, an unforgettable
weekend in a luxurious location.

YOOX BIRTHDAY PARTY
YOOX celebrates its birthday in June and it is the event of the year: it brings
employees of all offices throughout the world to enjoy the festivities together,
thereby encouraging what turns out to be a unique internal time of sharing and
getting together. YOOX celebrated its 14th birthday on 20 June 2014 and marked
the occasion on the inspiration of the Oscar-winning film “The Great Beauty” by
Paolo Sorrentino. On this day, the beautiful setting of Palazzo Albergati in Zola
Predosa (Bologna) was transformed into a timeless landscape of extravagant,
seductive beauty for a proper Italian-style party. Once again, YOOX has chosen to
celebrate its birthday in Emilia Romagna, a unique opportunity that also allows
the many foreign employees to visit and get to know the region of Italy where
YOOX is based.
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2,372

TRAINING HOURS ON HEALTH AND SAFETY TOPICS

3.1.8 Workplace health and safety

Management of health and safety at work has always been a priority for YOOX,
which invests in prevention, training and the dissemination throughout the
company of good practices in conduct in terms of HSW.
Prevention of major risks and improvement of safety levels are transversal
objectives involving all staff.
In 2014, the Health and Safety at Work Management System was also extended
to include the office of Casalecchio di Reno (BO), which in 2014 housed around
fifty resources. Elsewhere, certification has been renewed in accordance with the
international standard BS OHSAS 18001:2007.
There were seven accidents across YOOX S.p.A.’s Italian offices in 2014, of which
six occurred during commuting. Owing to the minor nature of the only accident

that occurred in the workplace, no corrective actions were deemed necessary
for the safety management system. There were also no cases of occupational
diseases in 2014.
In terms of health and safety at work, YOOX has defined its very own specialised
training package, customised for the different professional roles working in the
company, with a view to helping spread a culture of safety and promote skills,
knowledge, competences and values that ensure “working in safety”. 2,372
training hours were delivered on HSW in 2014, of which around 65% were for
office workers, 19% for for middle managers and 4% for executives. The rest of
training hours were related to specialised training activities. YOOX’s attention to
safety at work is also shown by the trend of the accident frequency rate, which,
despite the increasing workforce, continues to decline.

3. PEOPLE
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3.1.9 Industrial relations

OHSAS 18001:2007 certification
Qualified external auditors carry out six-monthly audits aimed at maintaining
certification of the areas and functions relevant to application of HSW legislation.
The risk assessment model used to manage significant risks to accident
prevention and health and safety at work is updated regularly by the Risk
Manager and the Prevention and Protection Service Manager, so as to guarantee
the correct monitoring and improvement of current safety levels. For the two
years of 2014-2015, plans are to extend and implement certification of an
integrated Environment Safety management system, certified in accordance with
standards BS OHSAS 18001:2007 and UNI EN ISO 14001:2004 for the American
subsidiary YOOX Corporation and the Japanese subsidiary YOOX KK.

YOOX Group protects and promotes dialogue and collaboration with
organisations on all matters involving HR management and business activities.
In 2014, no company strikes or trade union protests were recorded by workers
employed by YOOX Group companies. During the second half of 2014, the figure
of “Business Partner Operations & Industrial Relations” was introduced into the
workforce, heading the HR Department and who is responsible for managing
relations with the trade union organisations involving YOOX employees and those
of the third party companies providing logistics services at the Interporto logistics
hub.
As of 31/12/2014, there are no level two collective agreements in place.

3. PEOPLE
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4.1 THE COMMUNITY, THE LOCAL AREA
AND GOVERNMENT AUTHORITIES

4.1.1 YOOX and its relations with the
Community
It is important for YOOX to listen to requests made by the reference community and to
share its growth path with the territory and communities in which the Group operates,
through the development of collaborations with NGOs and non-profit associations
in organising events, communication projects and special sales intended to finance
scientific initiatives and those designed to spread awareness, along with humanitarian

programmes supporting disadvantaged communities.
YOOX pays close attention to researching, promoting and optimising young talent
emerging on the Italian and global fashion scenes, supporting and giving visibility to
emerging brands.
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More than 25

NON-PROFIT
ASSOCIATIONS
SUPPORTED
BY YOOX GROUP

In support of the areas affected by the earthquake in the Emilia-Romagna region,
yoox.com teamed up with Francesco Vezzoli, one of Italy’s most internationally
renowned contemporary artists, to produce a limited-edition work: “Con Amore,
Francesco Vezzoli” [Francesco by Francesco] that was sold exclusively on yoox.
com. The entire proceeds of the sale were donated to FAI (the Italian Environment
Fund) to go towards rebuilding the town hall of Finale Emilia which was damaged
in the earthquake. In 2014, the FAI chose to honour YOOX Group with its inclusion
in the Corporate Golden Donor programme, with the possibility of partecipating
initiatives reserved for supporters, including participation in workshops and annual
seminars and the option of distributing free tickets to Employees to visit FAI
locations.
Collaboration with NGOs and non-profit associations for the
organisation of events, communication projects and special sales to
finance scientific initiatives, humanitarian programmes and projects
supporting disadvantaged communities.
Theodora
The “Theodora picnic” was a wonderful opportunity to help the Theodora
Foundation charity in its mission: to provide some relief and help children as
they undergo the many tests they often need when staying in hospital, thanks to
the visits by the clown doctors “Doctor Dreams”.
For its Rome edition, yoox.com helped organise a special picnic where proceeds
made on sales in the children’s area over the weekend of 18 October were
donated to the Theodora Onlus Foundation.
Orticola
To mark the XIX edition of the Orticola Exhibition, one of the most important
Italian botanical events on the international scene, yoox.com has presented the
online ORTICOLA boutique as an important step towards a new digital dimension
of the open air market. Proceeds from the sales of items, available on yoox.com,
have been given over in favour of initiatives run by Orticola verso la città di
Milano, an association that has been committed to encouraging green areas in
Milan since 1854.

yoox.com for F4D
Vogue Italia and yoox.com partners on a new initiative to support Fashion 4
Development on their respective channels; this is an initiative promoting the
development of work in the communities of developing countries through the
exclusive creations of talented artists and designers chosen from Vogue Black.
To launch the collaboration, designer Stella Jean has created two exclusive bags
featuring lively, brightly coloured prints, produced in Ethiopia. Proceeds have
been donated to F4D.

4. community
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YOOX continues to provide NGOs AND NON-PROFIT ASSOCIATIONS WITH
ITS FINANCIAL BACKING AND KNOW-HOW, TO DEVELOP PROJECTS OF SOCIAL
AND ENVIRONMENTAL UTILITY TO THE BENEFIT OF THE REFERENCE
COMMUNITIES

Elisa Sednaoui “Little-a-like”

Christmas at home with YOOX - Exclusive aprons

To mark the Christmas 2014 campaign, yoox.com has proposed its second
collection of kitchen-couture aprons. Leading international names from the
worlds of fashion, design and art, such as Emilio Pucci, Fornasetti, Missoni, Toilet
Paper and Vivienne Westwood,have designed fun new aprons, the profits from
which have been donated to the Slow Food Foundation for biodiversity. The
Slow Food foundation is a non-profit organisation that promotes sustainable
farming through the protection of the environment and the defence of food
biodiversity.

Elisa Sednaoui, the world-famous actress and model, has created an exclusive
capsule collection for yoox.com comprised of 13 products for mother and baby.
100% of sales (net of costs) will be donated to help the Elisa Sednaoui
Foundation, a non-profit organisation dedicated to creative learning and
cultural exchange.
The collection’s inspiration is drawn from the multicultural context in which Elisa
Sednaoui grew up (Egypt, Italy, France and England) and reinterprets the great
textile traditions of a country particularly dear to her, Egypt. Made from soft
cottons, with simple designs, graphic motifs and prints, the collection is laid out
in different moods, each inspired by Egyptian and Bedouin traditions.
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YOOX PROMOTES NUMEROUS INITIATIVES IN SUPPORT OF YOUNG NATIONAL
AND INTERNATIONAL TALENT AS THEY TAKE THEIR FIRST STEPS IN THE FASHION
& DESIGN ARENA

YOOX’s commitment to new talent in the
fashion and design industry
Who Is On Next

The Vogue Talents Corner.com

2014 pursues the commitment by yoox.com in
support of young fashion talents in collaboration
with Who Is On Next?, the fashion scouting
project for young talent to promote best of Made
in Italy men’s and women’s fashion, designed
and developed by Altaroma in collaboration with
Vogue Italia.
2014 winners include: for womenswear, Piccione.
Piccione and Daizy Shely for ready-to-wear, Corion
bags in the accessories category and Alberto
Premi for menswear.
yoox.com has invited the young winners to create
exclusive products to celebrate their talents. The
creations, which are available in more than 100
countries thanks to the global showcase of yoox.
com, were presented at Milan fashion week in
September 2014.
The Vogue Talents Corner: The emerging designers with Franca Sozzani (Editor in Cheif of Vogue Italia) and
Federico Marchetti Founder & CEO of YOOX Group)

Each year, thecorner.com proposes a number of initiatives aimed at discovering
and promoting emerging designers from around the world.
THE VOGUE TALENTS CORNER.COM is an eclectic, innovative scouting project
developed in collaboration with Vogue Italia, which combines the respective
competences in e-commerce and publishing. To mark the fourth edition, a
selection of 11 emerging international clothing, shoe, jewellery and accessory
brands have been presented, with an original style: Achtland (by Oliver Lühr and
Thomas Bentz); Bevza (by Bibi Bevza); Farewell (by Marta Bagante, Giulia Bison
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YOOX AND THE IMPORTANCE OF MAKING ROOM FOR THE YOUNGER
GENERATION, IN ORDER TO IDENTIFY THE MOST WORTHY AND GIVE THEM
OPPORTUNITIES AND VISIBILITY.

and Federico Grassi); Finlay & Co. (by David Lochhead, Dane Butler, Sam Lawson
Johnston and Tom Stannard); Giannico (by Nicolò Beretta); Lily Kamper (by Lily
Kamper); Ryan Storer (by Ryan Storer); Sciumé (by Valentina Sciumé); Sika (by
Phyllis Taylor); Tome (by Ramon Martin and Ryan Lobo) and Wadha (by Wadha
Al Hajri).
THE VOGUE TALENTS CORNER.COM aims to be an exhibition-event open
to all, during Milan fashion week, for discovering and purchasing the young
designers’ collections in real-time, thanks to a dedicated online showcase on
thecorner.com. Over the years, the exhibition has proven to be an essential
appointment involving the international press, the fashion system, celebrities and
buyers from all over the world.
It’s opportunity for designers to display and sell their collections globally, thanks
to the online showcase on thecorner.com and the editorial support of Vogue
Italia. The annual project will also be presented in 2015.

ANDAM FASHION AWARD

CFDA/VOGUE FASHION FUND

For the fourth year in a row, thecorner.com was the online retail Partner of
the prestigious CFDA/Vogue Fashion Fund awarded by the Council of Fashion
Designers of America and Vogue to US designers. The designer who won the last
edition was able to put his collection on sale exclusively on thecorner.com.

Once again, as part of efforts to promote and support fashion industry talent,
thecorner.com was the exclusive online retail Partner for the third year of the
ANDAM Fashion Award, a prestigious prize for emerging designers working in
France. The finalists of the 2014 ANDAM Fashion Award were given the chance to
launch their collections on thecorner.com; these included: Iris Van Herpen, Études
Studio, Rad Hourani, Fausto Puglisi, Jean-Paul Lespagnard, Steven Tai and Yiqing
Yin. The collaboration with ANDAM will also be developed in 2015.
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MANY INITIATIVES AND COLLABORATIONS ACTIVE IN 2014 TO PROMOTE
ARTISTIC AND CULTURAL HERITAGE: FROM LEONARDO TO THE RAVENNA
FESTIVAL, FROM MAXXI IN ROME TO THE CINEMA VEZZOLI EXHIBITION
DIRECTLY FROM LOS ANGELES

Promotion of the territory, artistic and
cultural heritage
You Make It

Ravenna Festival

Francesco Bonami, the world-famous critic, curator and director of the 50th
Biennial of Venice and Biennial of the Whitney Museum of American Art, as well
as the new curator of the art section of yoox.com, has launched a challenge to all
creative spirits with YOU MAKE IT. The initiative is aimed at promoting creativity
and offering global visibility to emerging talent. Access to talent involved
the creation of a painting, sculpture or photograph that answers the question
“What makes you happy?” and the uploading of the image of the work into the
online area of yoox.com.
Francesco Bonami will personally choose the most representative work, which
will then enjoy global visibility on yoox.com.

yoox.com renews its role as supporter of art and culture by promoting the
“Ravenna Festival”, an important event on the international artistic-musical
scene. Through a collaboration with the Mariinkij Theatre Ballet company of St
Petersburg, the event has brought the three great classics of Russian ballet to
the stage. For the occasion, a series of editorials materials has been developed,
including the area dedicated to the Vogue Russia Fashion Director, Olga Dunina,
aimed at investigating the topic of creativity and mutual influence of fashion
and Russian ballet.

MAXXI
To mark the opening of the “Bellissima” exhibition, yoox.com has helped
support the MAXXI Foundation. The exceptional exhibition curated by
Maria Luisa Frisa, Anna Mattirolo and Stefano Tonchi tells of 23 years of
Italian fashion, from 1945 to 1968, highlighting Italian culture through
moments of extraordinary creativity - in cinema, art, architecture,
theatre and photography – to revive the atmospheres and styles of a
period that made a unique contribution towards spreading awareness of
Italian character throughout the world.

4. community

Pinacoteca AMBROSIANA

Cinema Vezzoli@Moca

Since June 2014, YOOX Group has embarked on a journey into the world of
Leonardo da Vinci, thanks to a partnership with Pinacoteca Ambrosiana, the
historic Milan-based museum that hosts an invaluable collection of works by the
Renaissance man par excellence. The collaboration is hinged on the conservation,
promotion and dissemination of the collection of works by Leonardo, through
a series of innovative projects, exhibitions and restoration initiatives that have
made the Pinacoteca the Milan base of YOOX Group.

yoox.com confirms its innovating role and for the first time opens up the
doors of the Cinema Vezzoli exhibition, straight from the Museum of
Contemporary Art of Los Angeles, in a sneak preview to its internet public.
An exclusive live tour, led directly by the artist, Francesco Vezzoli, was
accompanied by the director of MOCA, Philippe Vergne ,and curator Alma
Ruiz for the occasion. In the exhibition, Francesco Vezzoli enjoys “taking
apart” the standards of Hollywood cinema to tell how our imagination is
influenced by films.
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YOOX, THE FIRST “DIGITAL” COMPANY TO ENTER INTO THE ALTAGAMMA
FOUNDATION

YOOX PLACES THE HIGHEST INTEGRITY AND CORRECTNESS ON THE
MANAGEMENT OF RELATIONSHIPS WITH THE PUBLIC ADMINISTRATION.
AGCM HAS AWARDED YOOX THE CORRESPONDING LEGALITY RATING

4.1.2 Relations with organisations,
institutions and industry associations
YOOX pays particular attention to the consolidation of relations with institutions
and dialogue with local Authorities and industry associations. In order to
guarantee complete compliance with reference legislation, the Company is
committed to systematically monitoring this and its updates, as well as assuring
an aware, transparent management of relations with the public administration.
Wherever and possible, the Group uses its “spokespeople” to take part in
round tables, debates and events organised around the themes of fashion and
e-commerce by the main associations operating in the industry and to spread
awareness about social and environmental issues.

YOOX JOINS ALTAGAMMA
The Altagamma Foundation is the organisation that brings together the
most representative companies of Italian excellence in the fashion,
design, jewellery, hospitality, food, speed and well-being sectors.
YOOX is the first “digital” company to join the association.
As partner, YOOX has been able to take part in the various initiatives
organised by Altagamma, making its contribution and using the services
reserved by the Foundation for its members.

Managing relations with Government Authorities
YOOX is driven by essential ethical standards and principles that require
conduct inspired by the highest standards of transparency and integrity,
in all geographic areas in which the Group operates, with regards to the public
administration and private subjects. YOOX applies “zero tolerance” of corruption,
at all stages and at all times of doing business.
The Group’s Code of Ethics, the “Anti-Corruption Compliance
Program” defined in compliance with the anti-corruption law in force in the
countries in which the Group operates and in accordance with international
agreements (including the United Nations Convention against Corruption,
the OECD Convention on Combating Bribery of Foreign Public Officials,
the US Foreign Corrupt Practices Act) and international best practices
(including Transparency International and World Economic Forum - PACI), the
Organisation, Management and Control Model in accordance with
Italian Legislative Decree no. 231/01, a clear system of powers of
attorney, responsibilities and operative delegations, the establishment of
responsibilities and processes for auditing and reporting, constitute the real tools
used by YOOX to ensure that its employees and collaborators respect impeccable
rules of conduct, also as regards the Italian public administrations and those of
the other countries in which the Group operates.
As confirmation of the legality of the choices made by YOOX under these scopes,
the Antitrust Authority (AGCM) has granted YOOX S.p.A. the legality rating
corresponding to
Both in Italy and abroad, YOOX adheres to the values of democracy and political
pluralism, and condemns any form of support or tolerance of terrorism in all its
manifestations or any form of subversion of the democratic order.
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ARTICLES
DEDICATED
TO YOOX GROUP
IN 2014

Media relations
Since 2000, YOOX has been featured in more than 57,000 articles in leading
international newspapers, magazines and books. In 2014, the Group was the
subject of around 12,500 articles in the national and international media – an
average of 34 per day. From Chile to Vietnam, and from Jordan to Kazakhstan,
YOOX and its online stores and projects filled the pages of hundreds of
publications across all five continents.
Relations with the academic world
The Group’s relations with the academic world are now consolidated with
Bologna University, Bocconi University, SDA Bocconi, Polytechnic University of
Milan, as well as fashion institutes, participating in meetings, presentations and
case studies.
In addition to the YOOX Graduate Programme, the structured training-work path
aimed at including new graduates in the company, 2014 also saw the launch of
the first MBA Summer Internship.
The programme allowed YOOX to make the most of the experience of talented
students coming from international business schools during the summer season
(12 weeks): Columbia, Harvard and IESE, to collaborate on the developing of
commercial, technological and business development projects.
The fact of knowing how to create opportunities for relations and collaboration
with some of the most important international universities (Columbia, IESE, IE,
Harvard, Darden, Stanford, Kellog, London Business School, Esade, Wharton)
has been a key factor to the project’s success, guaranteeing the Group’s HR
Management the chance to consult more than 400 international profiles

thanks to the acquisition of the CV book. Skype was the main communication
channel with the candidates scattered all over the world, who were able to be
interviewed using this software, thereby avoiding travel and emitting CO2 into
the atmosphere.
For 2015, the second edition of the MBA Summer Internship has already been
planned and will involve the Italian, American and Hong Kong offices.
During the year YOOX hosts students from certain international business schools,
such as the Georgia Institute of Technology and Stanford University.
These meetings cover in detail the characteristics of the YOOX Group business,
discussing career opportunities within the company and offering students the
opportunity to visit our facilities and our centres of excellence in particular,
such as the Operating and Logistics Centre at the Interport and the Temple of
Technology in Zola Predosa.

On 17 October 2014, Federico Marchetti, Founder and CEO of YOOX
Group was chosen by the Bocconi Alumni Association as the “2014
Alumnus”. The recognition rewards an “alumnus” that has stood out
particularly for adhesion to the university values of professionalism,
integrity, initiative, responsibility and an open-mind towards pluralism.
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PLANET

5. planet
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5.1 YOOX AND THE ENVIRONMENT

In 2009, to mark Earth Day, YOOX launched YOOXYGEN, the Group’s
environmental sustainability programme. YOOXYGEN is YOOX Group’s
permanent environmentally friendly project, which aims to raise awareness

to all external and internal stakeholders to respecting the
environment, partnering with international structures, designers
and talented artists who have chosen to be involved in it and share the vision.
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ECO-MMERCE, THE SPACE DEDICATED ON YOOX.COM TO SUSTAINABLE
FASHION WITH MORE THAN 100 SUSTAINABLE BRANDS

YOOX Group‘s main commitments are for a strategic
management of business but, at the same time,
respectful of the environment:
to increase use of energy obtained from renewable sources
to identify and assess environmental risks and the impact
on energy consumption in making business choices
• to manage and rationalise the use of energy resources
• to improve environmental efficiency in offices and home-work travel,
also using car sharing and an entirely hybrid company fleet
• to sensitise collaborators to the adoption of environmentally-sustainable
conduct and a rational use of energy resources
• to promote the development and diffusion of environmentally
friendly projects and products
• to choose recyclable materials (TM certified ecobox) for packaging
• to involve the logistics partners in the choice of the process aimed
at reducing emissions into the atmosphere
• to sensitise customers to the choice of environmentally-compatible
fashion and design products
•
•

The heart of the YOOXYGEN initiative is “Eco-mmerce”, a dedicated area on
yoox.com promoting environmentally friendly fashion and design through a
selection of environmentally friendly fashion, design, jewellery, books and music,
as well as special features and exclusive video content. “Eco-mmerce” is also a
showcase for the exclusive limited edition environmentally compatible collections
created by the numerous designers working with YOOXYGEN.
In 2014, 1,350 articles were made available online, for a total of more than
100 sustainable brands from all over the world. Ambassador and curator of
YOOXYGEN, the icon of sustainable fashion, Amber Valletta, whose Master &
Muse initiative deals with the research and choice of environmentally friendly
brands such as Ethical Fashion Africa Project by Vivienne Westwood and
Goodone, which only uses recycled materials.
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YOOXYGEN AMBASSADOR, AMBER VALLETTA

“Master & Muse is an avant-garde brand through which I can express
my love for fashion and design, but above all my values. I have had the
chance to discover craftsmen, brands and designers who strive to redefine
the concept of fashion, developing new ways of creating, researching,
producing and marketing their creations. It gives me great pleasure to
present you with a selection of clothes that combine ethics and style”

Amber Valletta
Customers’ interest in the YOOXYGEN selection is also growing, seeing sales rise
at two-figure rates in 2014. The United States of America, Italy, Germany, Japan,
Russia and France have proved to be the countries most attentive to sustainable
shopping.

AMBER VALLETTA
Amber Valletta is a fashion icon, actress, and humanitarian. Raised in Tulsa,
Oklahoma, Amber rose to supermodel fame when just a teenager. Amber has
worked with the most prestigious brands, photographers and designers in
the industry. She has appeared in major advertising campaigns and runway
shows that include Versace, Calvin Klein, Chanel, Louis Vuitton, Valentino,
Dior, Prada, Gucci, Tom Ford, David Yurman, Elizabeth Arden, Biotherm,
Tiffany and Marks & Spencer. As an accomplished actress, Amber has been
seen on the hit TV show, Revenge, and has co-starred in films such as What
Lies Beneath, Hitch, Spy Next Door and Transporter 2.
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YOOXYGEN AND GREEN CROSS
At the World Economic Forum (WEF) organised in Davos for early 2015, the lack
of drinking water was identified as the greatest social and economic risk for the
next ten years.
YOOXYGEN supports the Green Cross International programme to supply
drinking water and education on sanitation and the environment to children and
their local communities. The “Smart water for green schools” programme
offers concrete solutions to populations living in droughts, such as: rainwater
collection systems, ecological toilets and school education programmes.
The pilot project, launched in Ghana in February 2010, has been extended to
Bolivia and has enabled us to achieve important results:
• Access

to drinking water for more than 40,000 people in Ghana and Bolivia
• A reduction in diseases linked to contaminated water
• The training of local communities in informed, safe and sustainable use of water
resources
• An increase in levels of female literacy, education and gender equality
• Expansion of the project to include other communities in Ghana, Bolivia
and China.
The commitment for the future of “Smart water for Green Schools” will continue
with the aim of reaching another 20 communities in Ghana and six in Bolivia as
quickly as possible.
Focusing on environmental matters means first and foremost optimising the
methods by which resources are used. The ten Global Compact principles,
the programme of the United Nations aimed at promoting sustainable business
growth, committed to in 2014 by YOOX in fact include the commitment to
integrate environmental protection into the strategic vision, organisational
culture and day-to-day operations.

With regards to energy consumption, for example, in 2014 the Group again
chose to favour supplies from certified renewable energy sources.
In 2013, the Group prepared and adopted its “Environment and Safety Policy”,
which systematically defines the Company’s approach to the Environment and
forms the basis of its “Integrated Environmental and Workplace Health and
Safety Management System”. The Policy identifies the environmental and safety
requirements of internal and external Stakeholders, and represents the starting
point for achieving measurable improvement. On top of the BS OHSAS
18001:2007 Certification for workplace health and safety, in 2014 UNI EN ISO
14001:2004 certification of the Group’s Environmental Management System,
was renewed.
The measures adopted to protect the planet’s natural resources and correctly
manage waste disposal are only effective in proportion to the number of
people participating in it. The environmental management system promotes the
spread of awareness of the standards laid down in the Environment and Safety
Policy and asks the people to share and apply the procedures to optimise and
rationalise consumption. To consolidate a proper company commitment to these
aspects, the management ensures genuine commitment on these issues by
verifying that pre-established targets have been met and setting new ones.
All the company’s environmental commitments combine a minimisation of
environmental impacts with the spread of a sustainability culture: the
eco-sustainable conduct manual, promoted throughout the company and
published on the company intranet, seeks to guide and direct employees towards
virtuous, responsible practices.
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YOOXYGEN: THE GROUP’S ENVIRONMENTAL SUSTAINABILITY PROGRAMME
LAUNCHED AT FIRST IN 2009 AND THEN IN CHINA IN 2014
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YOOX GROUP AIMS TO ALWAYS RECONCILE BUSINESS GROWTH WITH ACTIONS
AIMED AT ENSURING SAVINGS AND ENERGY EFFICIENCY

5.2 Energy management
THE LAUNCH OF YOOXYGEN IN CHINA
In 2014, YOOXYGEN, the Group’s environmental sustainability programme, with
the online space on yoox.com devoted to environmentally-sustainable design and
fashion, was also launched in China.
For the occasion, the “Green-Power” collection was created exclusively for
yoox.cn, comprised of masks designed by Masha Ma, Qiu Hao, Shang Guanzhe
and Xander Zhou, important Chinese graphic designers and stylists. The mask
collection was presented through a special event, YOOXYGEN, on 25 September
in Beijing during the Beijing Design Week, and thereafter put up for sale
exclusively on yoox.cn
The proceeds from the sales were donated to the “Million Forest Project”,
promoted by The Climate Group, China Green Foundation and UNEP to help
improve the environment and lifestyle of the inhabitants of North-West China.
Each kit purchased corresponds to a donation to plant five trees in North-West
China.

The energy efficiency of the plants and infrastructures used for the business
comes as part of the more extensive YOOX sustainable development model
which provides for the adoption of transversal tools and solutions for monitoring,
optimising and reducing consumptions in relation to the individual production
units, in addition to the achievement of environmental certification UNI EN ISO
14001:2004.
The increased volumes managed by the Group and the investments made in
2014 in technology and logistics to support growth have helped ensure the
extension of operating spaces and, consequently, to the increase in energy
consumption. 2015 will also see extension works carried out in the Offices
of the Zola Predosa headquarters (Bologna, Italy) and the strengthening of
the automation of the production processes at the Interporto logistics centre
(Bologna, Italy); these will necessarily involve greater energy use. YOOX in
any case wishes to conciliate the growth of the business with action aimed
at guaranteeing a rationalisation of consumptions and energy efficiency. The
strategic choice to adopt an automated logistics platform, strengthened each
year, enables considerably less energy to be used than as would be required by a
traditional logistics structure handling similar volumes.
YOOX has gradually increased its use of renewable electricity thanks to its
green energy supply contracts covered by GO (Guarantee of Origin)
certificates. In 2014, 81% of total energy consumed was renewable, with an
increase in renewable energy consumption of 80% on the previous year. The
Group intends to continue along this path until green energy represents the
entirety of its consumption.

The designer mask collection “Green-Power” exclusively for the launch of YOOXYGEN in China
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81%

OF ENERGY CONSUMPTION FROM CERTIFIED
RENEWABLE SOURCES

YOOX GROUP SIGNS THE RE100 INITIATIVE, INTEGRATING ITSELF AMONG THE
FIRST 100 COMPANIES THAT WILL USE RENEWABLE ENERGY FOR 100% OF
THEIR OWN CONSUMPTION BY 2020

5.2.1 Energy consumption and atmospheric
emissions
Confirming YOOX’s attention to renewable sources, the installation of a
second photovoltaic plant with an overall output of 31 kWp was set up
on the roof of the offices of the headquarters in Zola Predosa in 2014 with the
contribution of buildings landlord. The new plant is linked to the plant activated
in 2011 with an output of 6 kWp. Both plants will produce electricity for selfconsumption and sanitary hot water.

YOOX Group is also among the top 15 “big companies” to have signed the
RE100 commitment and initiative launched by The Climate Group and CDP
(Climate Disclosure Project) in September during the 2014 Climate Week NYC
event. The initiative aims have 100 international companies using 100% of
renewable energy by to 2020 in the knowledge that it will be increasingly
important for large multinationals to have secure access to energy that is
affordable, not linked to fossil fuels, and with the least environmental impact in
the near future.
Among the signatories to the initiative who publically committed, together with
YOOX Group, to achieve this goal are: BT Group, Commerzbank, Formula E, H&M,
IKEA Group, KPN, Mars, Nestlé, Philips, Reed Elsevier Group, J. Safra Sarasin Bank,
SAP, SGS and Swiss Re.
Climate Group and CDP will supply the tools and guide companies in this
transition, providing guidance on the best operational approach towards
renewables, assessing the financial implications, the risks and benefits of various
options.

Direct energy consumption relates to natural gas, which is the only energy source
used to heat the offices.
The CO2 emissions recorded in the Group Sustainability Report have been
calculated in accordance with the provisions of European Commission Regulation
601/2012 relating to the emission trading scheme and divided up according
to the international classification proposed by the GHG Protocol standard in
scope 1, scope 2 and scope 3. This choice is dictated by the desire to promote
greater transparency and comparability of environmental data, including towards
competitors, as well as strengthening an important disclosure culture to fully
assess the performance and social and environmental responsibility of YOOX. The
breakdown into scopes reflects the degree of control that the Organisation has
over its emissions.
Scope 1: Scope 1 includes all direct, emissions of greenhouse gases produced
by sources owned by the Company, in the case of YOOX, these are CO2 emissions
generated by the consumption of natural gas to produce heat for heating and
that originating from the company’s own fleet (100% hybrid cars).
Scope 2: These are CO2 emissions coming from indirect Group emissions,
namely the emissions generated by the purchase of non-renewable electricity
from third party suppliers. To this end, the choice has been made, as from this
year, to align the calculation emissions from Scope 2, including only the portion
of energy coming from non-renewable sources and, therefore, considering all
renewable energy acquired at “zero emissions”. This approach, in line with the
environmental performance reporting undertaken by YOOX, makes it possible to
standardise the calculation methods of emissions from Scope 2 as also required
as part of other initiatives in which the Group is involved, such as, for example,
the “Carbon Disclosure Project” (CDP), an independent non-profit organisation
that each year, on behalf of its institutional investors from across the globe, asks
institutional investors to fill in a questionnaire providing information on their
greenhouse gas emissions and the measures taken to mitigate climate change.
Scope 3: includes all emissions that, although connected with the Group’s core
business, are not controlled directly by the organisation. More specifically, YOOX
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4.9

MILLIONI kWh
OF ELECTRICITY
CONSUMED IN 2014

reports the emissions generated by product deliveries to end customers handled
directly by partner carriers and emissions deriving from the business travel and
travel of Employees (e.g. train, aeroplane). In 2014, YOOX extended the scope
of reporting of Scope 3 emissions to include CO2 emissions deriving from both
consumptions of natural gas and electricity by its main strategic providers.

648 t.

OF CO2 EMMISSIONS FROM CONSUMPTION OF
ELETRICITY AND NATURAL GAS IN 2014
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5.2.2 Energy efficiency and reducing
consumption
YOOX Group is committed to promoting different initiatives aimed at maximising
energy savings, aware that an efficient management of energy consumption
can yield environmental and economic benefits. These initiatives range from the
promotion and sharing of good conduct practices to the introduction of more
rational operating methods, or economic investments for the implementation of
innovative, more environmentally friendly technical solutions.
Energy audit and ISO 50001 certification
In 2014, the set-up and monitoring activities necessary for the implementing
phase and subsequent achievement of certification ISO 50001 were launched,
as envisaged by the legislation. An energy audit is currently underway aimed
at identifying and defining the priorities of the measures and interventions for
rationalisation to be implemented in the plants and infrastructures to improve
energy sustainability. Together with audit, the Corporate Services Department
has prepared a methodology approach paper dedicated to rational energy use. In
terms of energy management, YOOX believes that centralising plants is a priority,
harmonising existing systems also by virtue of the obtaining of benefits in terms
of maintenance, reporting and monitoring, as well as a reduction in consumption.
The various interventions identified with the energy audit include: the thermal
insulation of various structures, the “Building Automation” system, which is also
useful in optimising plant operating cycles, interventions on lighting systems (use
of LEDs) and the replacement of some heaters.
In 2014, settings were completed of the Base Line to launch the process for
achieving certification ISO 50001. Compliance with the international standard:
•

provides for the definition of economic and quantitative objectives
(entirely new for the ISO system but in complete compliance with the Kyoto
protocols, EEC Directives and the national energy strategy);

guarantees the accuracy of the data (the annual expense on energy
consumption must be measured);
• only affects terminal uses (energy consumption) and not other areas; requires
a monitoring flow and continuous improvement (“Plan, Do, Check, Act”).
•

The reiterated cycle of controls and monitoring
envisaged to achieve and maintain certification ISO
50001 is functional to the generation of a virtuous
continuous improvement route, supported each day
by the increase in central competences, the growing
participation of people involved in the implementation
of the measures identified and the internal
communication channel.

Building Management System and interventions on the
plants and structures
In 2014, the Building Management System was implemented. This is a
management system that enables the measurement, monitoring and
improvement of energy efficiency in company buildings and gives the chance
to control and manage the plants from a remote position. Some of the most
significant restructuring and modernisation interventions carried out in
2014 include the replacement of the lighting bodies with new LED
technology at the HQ offices of Milan and Bologna, with the consequent
obtaining of White Certificates. Thanks to the use of LED bulbs, not only do
direct electricity consumptions decline, but also atmospheric emissions of carbon
dioxide. In regards to the interventions to increase energy efficiency in buildings
in 2014, the development of a “real time monitoring” system of electricity and
gas consumption has been finalised, thanks to the activation of MID (Measuring
Instruments Directive) certified meters, compatible with the commodity recording
systems.
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INTRODUCTION OF BLADE TECHNOLOGY IN DATA CENTRES HAS ALLOWED FOR
AVERAGE MONTHLY SAVINGS OF APPROX. 25% IN TERMS OF KWh

Green IT
Green information technology forms part of YOOX’s continuous focus on
researching and adopting environmentally sustainable solutions. This area
of intervention is becoming particularly important, as the optimisation of
investments in new technologies guarantees that operating costs remain limited
and there is greater protection of the environment, thanks to the reduced space
occupied and the related energy consumptions. The provisioning policies for the
purchases of hardware/software and IT equipment also include, as key aspects for
assessment, the performance of machines in terms of energy consumption.
The targets established in 2013 and developed in 2014 include the extension
of the virtualisation and the adoption of Blade technology in the data centres.
Virtualisation improves hardware capacity by consolidating the under-used
servers, reducing cooling and power supply requirements (kWh), reducing CO2
emissions into the atmosphere. Approximately 80% of servers at the
Group’s Italian offices have already been virtualised. The aim is to
achieve 95% virtualisation by the end of 2015.
The Blade technology used in the data centres consists of “self-contained
servers” designed to reduce the energy consumption needed to cool the
machines and to optimise space and overall performance of the server rooms.
The introduction of the Blade systems, in fact, provides for a flexible server
management method referred to as the Flexible Capacity Centre, which enables
us to “switch on” and use only the servers necessary each time to support traffic,
avoiding any energy wastage. Since June 2014, when the new servers were
activated with Blade technology, 25% savings have been recorded in terms of
kWh consumed on average each month.

YOOX’s operations are supported by Data Centres in Bologna, Milan and
Amsterdam. YOOX uses primary IT service providers that, as well as guaranteeing
business continuity, data security and protection and excellent connectivity, also
share the a sustainable approach to the business chosen and adopted by YOOX,
offering innovative green solutions. For example, at the Milan server farm, a “free
cooling” system is in place, which uses room temperature air and the table water
to cool the machine, facilitating heat exchange. The new-design cooling systems
supplied by the provider therefore combine maximum energy efficiency with the
safeguarding of the environment, where even outgoing water is not dispersed
but rather used for agricultural watering.
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YOOX Group Headquarter, Bologna.
Credits: Fred McGregor
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5.3 Environmental policy
and sustainable conduct

The Environmentally-sustainable Conduct Manual is the guide to good
practices and conduct, respectful of the environment, that YOOX promotes and
disseminates to all Employees to encourage savings of resources and planet
protection in so many, tangible everyday gestures.

The manual provides suggestions and operative guidelines by which to
implement “environmentally sustainable conduct” to be adopted in the office,
laid out over four macro areas: paper, water, energy and waste disposal.
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100%

COMPANY
CARS ARE
HYBRID
VEHICLES

+12,000

HOURS OF VIDEO CONFERENCE
CARRIED OUT IN 2014

5.3.1 Environmental impacts of mobility

PRINT WITH CODE: YPRINT.
In line with the YOOXYGEN Sustainability Policy and the everyday
involvement of employees in environmental matters, in order to
guarantee the security and integrity of documents with sensitive content
and reduce paper consumption in the offices, at the Headquarter of
Bologna and Milan, in December 2014 the print service with code was
launched: YPRINT. This new system means that documents cannot be
printed until the user reaches any of the various printers operating at the
two offices and enters his username and PIN.

One of the aims of YOOX’s Environmentally sustainable Conduct Manual is to
promote the adoption of good sustainability practices with regard to employee
mobility, with a view to reducing fuel consumption and cutting total greenhouse
gas emissions. Choosing the best method of transport plays an important role
in maintaining an ecological and eco-friendly lifestyle. For these reasons, the
company travel policies encourage use of video conferencing systems wherever
possible and the train for travel and transfers, in a bid to optimise costs and
encourage virtuous conduct in respect of the environment.
The Mobility Management programme was launched to improve the quality of
life and the commutes of our Employees. The employee mobility survey completed
in late 2013 revealed that for offices where use of personal cars prevails, there is
poor coverage by public transport. The survey will be updated in 2015.

RESULT OF THE MOBILITY MANAGEMENT Survey
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More than100

EMPLOYEES WHO
BENEFIT FROM THE
COMPANY SHUTTLE
SERVICE EVERY DAY

Having consolidated these results, in 2014 YOOX’s commitment concentrated on
preparing and implementing the Commute Plan (PSCL), identifying solutions
aimed at rationalising travel with private cars but, at the same time, which
provide a practical manner by which to satisfy the Employees’ needs, such as car
pooling and car sharing and the strengthening of the company shuttle service.
In 2014, YOOX Employees drove more than 312 thousand kilometres on business
in their own personal vehicles (compared with 314 thousand kilometres in 2013),
producing 59 tonnes of CO2 equivalent to 59 tons10, making for an approximate
reduction of CO2 emissions per capita of 20%.
One of the measures aimed at reducing and rationalising employee travel
between the various HQs is represented by the development and extension of
the forms of remote presence (e.g. video conferences, web meetings, etc.) with
an increase in the video conference stations operating, from 25 in 2013 to 55
in 2014 and the introduction of the possibility of conducting video conferences
directly from their station. The strengthening of the video conferencing systems
has entailed an increase of approximately 20% in the video conference hours
held in 2014: 12,000 hours in a year. Use of these tools and technological
supports led to 2014 savings of more than 250,000kg CO2 emitted in the
atmosphere.
The remote working project, which began in 2013 and has been extended by
HR Management to include a gradually greater number of contracts (more than
20% of applications received have been upheld) had a positive impact on the
reduction of commutes.
A car-sharing programme has also been activated for employees. Under this
scheme, the use of a company shared car may be booked in advance for
commutes, resulting in savings in consumption and emissions.

10

Data has been estimated in relation to the Italian offices of YOOX S.p.A. - average emission factor of diesel
and petrol, source “2014 Defra/DECC’s GHG Conversion Factors”
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YOOX HAS ACTIVATED AN EMPLOYEE CAR SHARING PROGRAMME THAT
ALLOWS FOR THE USE OF A SHARED CAR FOR TRANSFERS

With reference to the use of company cars, YOOX uses a fleet that consists
entirely of hybrid cars. A consumption reporting system is currently being
implemented, which will enable the definition of improvement objectives in
relation to mobility management. A new software for the fuel cards tied to each
vehicle showed that, in 2014, petrol consumption totalled approximately 78,000
litres and CO2 emissions reached 78.7 tonnes for the 885,033 km travelled by
the company cars in 2014.
To facilitate use of public means for commutes, agreements have been stipulated
with ATM for subscriptions with public transport at special rates in the
urban area of Milan. A shuttle service also runs between the YOOX HQ at Zola
Predosa and the Central station at the beginning and the end of the working day.
In 2014, the number of daily runs made by the company shuttle was increased to
properly satisfy the demand of the more than 100 employees and collaborators
using it every day. A second shuttle service has also been activated for YOOX
employees and collaborators, connecting the Interporto office with the Central
Station of Bologna.
Railway mobility for work is, where possible, preferred. In 2014, a total of 89
tonnes of CO2 equivalent were recorded, up on the previous year (26 tonnes in
2013). The value of emissions associated with the flights made by YOOX staff in
2014 to fulfil business missions equates to 829 tonnes of CO2 equivalent emitted
indirectly during the year.
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Emissions from goods transport
The monitoring of the environmental impact connected with the deliveries
of products to end customers, which represent the main source of indirect
atmospheric emissions generated by the YOOX Group (Scope 3 emissions).
YOOX has teamed up with two of the Group’s partners to offer deliveries and run
programmes aimed at reporting on emissions and offsetting the environmental
impacts caused by logistics and transport.
Thanks to a partnership established with United Parcel Services (UPS) and DHL,
primary carriers managing the most important share of national and international
deliveries by YOOX Group, for FY 2014 too, it was possible to record the
emissions into the atmosphere originating from deliveries broken down according
to reference market and corresponding to approximately 13,000 tonnes of
equivalent CO2.
In 2014, for the second year running, the distance covered by moving products
between warehouses at the main logistics hub at the Bologna Interporto
was also recorded, coming to a total of 45,600 km, equating to approximately
11.7 tonnes of CO2 equivalent, down on the 66,000 km and 17 tonnes of 2013.
Under this scope, YOOX is involving the supplier in charge of shuttling goods,
in choosing vehicles with a lesser environmental impact, or hybrid electric drive
options.
The environmental impact of recalling products from stores, sales points and
warehouses throughout Italy and Europe is also included in the indirect emissions
of the Group connected with mobility management. YOOX uses a third party
with a fleet of predominantly Euro 4 and Euro 5 vehicles. More than 1.5 million
kilometres were driven by couriers in 2014 for product recalls, emitting around
410 tonnes of CO2 (as compared with more than 1.2 million kilometres and 328
tonnes in 2013).

During the first quarter of 2014, YOOX subscribed to the GOGREEN
programme promoted by DHL. In addition to envisaging the recording
of indirect emissions given out by deliveries, equating to approximately
3,985 tonnes of CO2 equivalent, it also sees the participation in
neutralisation and offsetting initiatives.
The subscription of GOGREEN has enabled YOOX to:
• Obtain the timely calculation of emissions associated with each
individual delivery, with an internationally-certified method;
• Offset the CO2 emitted by means of “Carbon Reduction” programmes;
with the release of a certification Issued by an independent company
accredited by the World Bank.
The Carbon Reduction Projects in which YOOX has also been able to
participate, are connected: with the adoption of new technologies
for gas and hybrid vehicles, with the use of renewable fuels (biogas,
diesel mixes with rape oil, ethanol and vegetable oil, mixtures with a
greater percentage of non-fossil fuel with respect to market standards),
investments for the development of photovoltaic systems for energy
savings, projects for the recovery of natural gas and biogas produced by
agricultural activities, through to initiatives in support of reforestation
(e.g. in the rainforest).
The GOGREEN certification that YOOX will be receiving by the end of
April 2015 will certify the total CO2 offsetting that YOOX has managed to
apply, with the help of the DHL Group, in 2014.
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CERTIFIED PAPER: 79% FSC, 21% PEFC
21% OF THE PAPER CONSUMED BEARS THE ECO-LABEL SYMBOL

5.4 Management and use
of resources
5.4.1 Purchasing and consumption of paper
YOOX seeks to ensure that the paper used in the Company does not contribute
to the destruction of primary forests, but comes from forests managed
responsibly, both in social and environmental terms. YOOX has chosen to adopt
and develop a purchasing policy that establishes that paper and cardboard
provisions will be chosen as products comprised of virgin fibres certified
according to the standards of the Forest Stewardship Council (FSC), the most
important independent forest certification system.

For the purchase of packaging intended for European deliveries, YOOX has
chosen 3 major suppliers of FSC certified materials, selected insofar as particularly
attentive towards the social and environmental impacts of their business, their
carbon footprint and the Life Cycle Assessment (LCA) of their operations.
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ECOBOX™ the responsible packaging
According to the Nielsen Global Survey on Corporate Social Responsibility
2014 “approximately 52% of online consumers consider the sustainability
of packaging to be important, and in particular the “millennials” (aged 21–
34). In confirming its constant commitment to sustainability, YOOX Group
has always used recyclable packaging. In 2009, YOOX Group chose to take
another step forward in its respect for the environment, creating its very
own Ecobox™ , packaging designed for e-commerce and, at the same time,
created especially to reduce the environmental impact of its business.
This special packaging is used by YOOX to deliver millions of orders placed
each year on yoox.com, thecorner.com, shoescribe.com and the online stores
“Powered by YOOX Group”, thereby promoting a sustainability message
towards customers across the globe.

The Ecobox™ is created from 100% recyclable materials certified RESY,
FSC, PEFC and SFI internationally; the box and all packaging materials
use cellulose produced in respect of environmental, social and economic
sustainability.
However, the sustainability of the Ecobox™ does not only lie in the materials
it is composed of, but also:
• The

different dimensions and formats guarantee an optimisation of space
on board carriers and other transport means, rationalising the number
of trips and related greenhouse gas emissions, all to the benefit of the
environment
• In its opening/closing system created specifically to allow for opening
without damage, thereby ensuring that the box can be re-used if the order
is to be returned and consequently reducing packaging further

Moreover, each Ecobox™ also provides a point of contact between YOOX and
its millions of customers, with each box also giving a quick interactive method
for sending feedback on the shopping experience or to promptly settle any
problems relating to the order or delivery, quickly and in a customer-friendly
manner.

Ecobox TM packaging is used by the Group to deliver millions of orders to customers all over the world.
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-35%

IN THE TOTAL WATER CONSUMPTION IN 2014
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YOOX PROMOTES AND CARRIES OUT DIFFERENTIATED COLLECTION OF
PAPER, CARDBOARD, PLASTIC, TONER, BATTERIES AND IT MATERIALS AT ALL
HEADQUARTERS

5.4.2 Water consumption

5.4.3 Waste

Most of the Group’s water comes from aqueducts. Most of the water consumed
is for hygiene and sanitation purposes. YOOX Group is committed to promoting
sound practice with a view to preventing waste and gradually reducing drinking
water consumption. As compared with 2013, 2014 saw a considerable drop in
water consumption, due to the conclusion in early 2014 of the extension of some
Interporto logistics hub areas.

Most of the waste generated by YOOX is for packaging and office materials.
All employees are encouraged to separate waste and then dispose of it in the
right containers and all waste produced is correctly sent for recovery. To date,
the following items are collected separately: toner, office paper, plastic (from
packaging or the vending machines in the canteen areas), cardboard, batteries
and IT materials. The paper bins throughout the Company’s premises are
equipped with a padlock and a slot for the proper disposal of individual sheets of
paper, with the aim of recycling the cellulose and preserving data confidentiality.
As regards electronic and IT equipment, YOOX promotes the extension of the
useful life and their re-use for teaching and educational purposes by donating
PCs/blackberries and other items to schools and non-profit organisations.
Below are the main types of waste produced in 2012-2014. The data relating
to the Italian offices of YOOX S.p.A. and for which private disposal suppliers are
used, does not include the quantities of waste managed through local municipal
companies.
YOOX is progressively working to improve the differentiated collection at the
Interporto logistics centres, reducing waste generally attributable to the “Other”
category and supplying the detailed cross-section. In 2014, this approach has
allowed us to achieve a reduction of the amount of the total waste classified as
“Other” and the resulting increase in the “plastic” category compared to the
same figure provided for in 2014.
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