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Welcome to our inaugural list of the most 
innovative and daring retailers in Australia.

Sponsored by



I 
n the lead up to what will be the biggest 
peak period Australian online retail has 
experienced to date, let’s take a moment 

to celebrate those that inspire, drive and 
ultimately disrupt what is undoubtedly one 
of the coolest industries to be a part of.

Neto exists to empower SMB retailers 
to punch above their weight, challenging 
the status quo in what is an increasingly 
competitive and sophisticated retail 
landscape. This year, we are celebrating our 
10th birthday, a major milestone in what 
has been an exciting journey.

Over the past decade, I have been 
privileged to watch from the sidelines as the 
ideas and dreams of thousands of Australia’s 
coolest entrepreneurs have been brought 
to life through the Neto platform. In 2019, 
these retailers will collectively turn over 
more than $2 billion through our service, an 
inspiring number in itself. 

Meeting the daily demands of our 
modern retailers and keeping up with 
the industry’s pace of innovation is no 
mean feat. When we established our 
business back in 2009, there was a distinct 
differentiation between being an online or 
offline retailer. Today, the lines are blurred 
and the need for retailers to be channel 
agnostic in an efficient and profitable way 
is critical to delivering an exceptional and 
sustainable customer experience. 

Over the past year, we have been focused 
on merchant profitability, automating 
manual back-of-house processes like 
multi-channel inventory management 
to improve operational efficiency, and 
opening up opportunities for new revenue 
by integrating with sales channels like Catch 
Marketplace. We will be continuing this 
theme in 2020 in our effort to deliver the 
best 100% Australian all-in-one e-commerce 
platform for running a growing retail or 
wholesale business.

While we are celebrating the Coolest 

Retailers, I think it is also important to 
recognise the tremendous impact that 
our technology partners, providers and 
suppliers have had on the success of 
this industry and our customers. Like 
our customers, I have enjoyed being a 
part of their journeys too. Pioneers like 
eBay, Australia Post and PayPal helped to 
establish the foundations of trust on which 
this industry is so reliant. Whilst in more 
recent times, Afterpay, Sendle and Catch 
have created new opportunities through 
innovative solutions that have challenged 
traditional ways of buying, sending and 
selling.

We applaud the accomplishments of 
Inside Retail’s 20 Coolest Retailers for 2019 
– it takes remarkable leadership to build 
an innovative, sustainable and ‘cool’ retail 
business in today’s increasingly competitive 
and sophisticated retail landscape. We are 
pumped to see what 2020 will deliver.

ryan murtagh
CEO 
Neto

foreword
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W 
hat is that elusive X factor that makes a retailer really cool? 
This question caused some friendly but heated discussions 
in the Inside Retail office over the last few months after we 

gave ourselves the difficult task of launching the 20 Coolest Retailers in 
Australia.

In addition to our own impressions, we received wise guidance from 
industry experts Danny Lattouf and Matt Newell from The General Store 
one night over a long dinner of tapas and sangria (as well as quite a few 
emails going to and fro). 

To make the cut, we decided, the retailer had to be an Australian 
brand. It needed to offer something fun, fresh and different and a great 
retail experience either online, offline or both. And it needed to have 
a loyal community of not just customers, but fans. We looked at both 
large and small retailers in a wide range of different categories, from 
food and fashion to beauty and sport.

And while we may have limited ourselves to just 20 (ok, 25) retailers 
for this list, there were plenty of others that came close. Quite a few 
were successful businesses that we love, and had this been a list of 
successful Australian brands, they definitely would have been on it. 

You don’t have to be in-the-know to understand that there’s been 
a lot of depressing retail news 
around the world lately – closures, 
restructures, redundancies, 
waning consumer confidence 
and so on. Creating this list has 
highlighted to me the many 

amazing Australian businesses 
out there, and the great retail 
stories we should be putting in 
the spotlight in the future. 

I hope you enjoy reading 
this list as much as we enjoyed 
creating it. If you think there are 
brands that could make next 
year’s list, we’d love to hear your 
thoughts, so please get in touch.
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finding the 
x factor

ones to 
watch
Adore Beauty
Bared
Brosa
Champagne Dame
Citizen Wolf

COOLEST RETAILERS

Australia’s 
20 Coolest 
Retailers

Aesop
Camilla
Gelato Messina
GlamCorner
The Grounds
Harris Farm
HoMie
Koala
Mecca
Outland Denim
P.E Nation
Sneakerboy
T2
The Daily Edited
The Iconic
Ultra Football
Vinomofo
Winning
Zambrero
Zimmermann

Something 
fun, fresh and 
different and 
a great retail 
experience.

jo-anne hui-miller
Inside Retail, editor 

jo-anne.h@octomedia.com.au
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A     giant Mecca Max-branded ferris 
wheel, glamorous performance 
artists, an over-the-top 

drag queen, rollerskating staff and a 
dancefloor – all under one roof, with 
Beyonce pumping through the speakers. 

The retail industry has been banging 
on about creating unique customer 
experiences for the past couple of years 
ad nauseam, but Meccaland certainly 
took the cake earlier this year in Sydney. 
A beauty addict’s dream, the three-day 
festival attracted 15,000 attendees and 
was jam-packed with masterclasses, 
workshops, Insta-worthy activations and 
exclusive product.

It was certainly the highlight of the 
year for founder Jo Horgan.

“I have never been to a better party in 
my life. I just loved every second of it!” 
she told Inside Retail.

“Meccaland reinforced that  
consumers want a sense of wonder, 
a high-energy experience when they 
interact with beauty. They want to be 
part of a community of like-minded 

people. They also have a voracious 
appetite for information, as seen 
through the attendance of all the stage 
sessions. And finally, while YouTube is 
a great place to learn about makeup 
application, it seems nothing replaces 
a live session as seen with our large-
format masterclasses.” 

But the party didn’t 
stop at the end of the 
weekend, as in-store 
festivities continued 
throughout the 
month across the 
country in Westfield 
locations. There were 
Instagram-worthy 
‘selfie moments’ as 
well as masterclasses, 
styling services, 
free product offers and limited edition 
products.

This year, Mecca has continued to 
grow through new store roll-outs, while 
it prepares to open its biggest store to 
date at Highpoint later in the year, and 

take its Beauty Lab and Skin in-store 
spaces to the next level. Meanwhile, 
plans are underway for the development 
of a new flagship concept. 

While there are no drag queens in 
its bricks-and-mortar stores, Mecca 
thrives on offering in-store services to 

its customers, from 
15-minute ‘flash’ 
beauty applications 
to play areas to 
allow customers to 
experiment with 
product. In fact, 30 
per cent of store 
space is dedicated 
to interactive 
experiences.

“In this new 
world, for 

customers to come in-store, it has to 
feel like they’re walking into something 
really interesting and fun. They need to 
feel like they’re getting something out 
of it that they can’t when they just go 
online,” said Horgan.

The beauty  queen bee
mecca
Founder: Jo Horgan
Launched:  1997
Category: Beauty
The cool factor: Beauty festival 
Meccaland was the last word in 
customer experience.

Consumers 
want a sense of 
wonder, a high-
energy experience 
when they interact 
with beauty.

COOLEST RETAILERS
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The Daily edited
Founders: Alyce Tran and Tania Liu
Launched:  2011
Category: Fashion accessories
The cool factor: A fashion blog turned online retailer turned 
bricks-and-mortar darling that’s constantly evolving – with 
style.

T 
he Daily Edited may have launched while riding the 
relentless monogramming trend a couple of years 
ago, but it’s proven to be more than just a fashionable 

one-trick pony. In the last few years, it has become a covetable 
brand through exciting activations such as its Cafe TDE in 
Chadstone and its cool collaborations with similarly stylish 
brands, including Bec + Bridge, Gritty Pretty and P.E Nation.

Last year, The Daily Edited’s converted pink VW truck rolled 
out into Palm Springs for Coachella, where customers could 
purchase leather accessories and have them personalised on 
the spot. Another glamorous activation was the brand’s recent 
exclusive express dessert degustation at Vogue’s Fashion Night 
Out in its Westfield flagship stores, featuring delicacies from 
Petal Met Sugar and Moët et Chandon pink champagne.

The Daily Edited began online but it soon launched 
concession stores in David Jones, then moved onto opening its 
own physical stores across Australia. The brand’s flagship stores 
look like the interiors of an It Girl’s dream home, featuring 
plush pink sofas, luxurious clawfoot bathtubs, dreamy veiled 
curtains and shiny gold fixtures.

“I am proud of many aspects of the business from the 
brand we’ve built, to the amazing product range and services 
we provide but I am probably most proud of my team,” 
says co-founder Alyce Tran, who scooped up a World Retail 
Congress Award for Young Entrepreneur of the Year in 2017.

“This is the first year I haven’t physically had to do a lot 
myself. I have been able to come up with ideas and now my 
team understand the standard at which I require us to execute 
and are able to roll things out with ease.”

Why they’re cool: “Exquisitely cool – from unique 
partnerships, stunning retail stores, impeccable packaging and 
everything in between.” – Danny Lattouf, The General Store

The “it girl”
brand

vinomofo
Founders: Justin Dry and Andre Eikmeier
Launched:  2011
Category: Liquor
The cool factor: It offers good wine at great prices, 
delivered to your door – with the coolest corporate voice 
in the industry.

W 
ith the word “mofo” in your name, it’s hard not to 
be cool. But as the origin story goes, Vinomofo 
the brand almost didn’t exist. Co-founders Justin 

Dry and Andre Eikmeier originally planned to call their 
online wine business Vinomojo. They were about to launch 
when they received a letter from a lawyer claiming the name 
infringed on another brand’s trademark. With no time to 
argue the point, the brothers-in-law settled in for a booze-
fuelled brainstorming session, and Vinomofo was born.

It’s one of those sliding doors moments. Would Vinomofo 
have developed its “no bullshit” branding and irreverent 
internal culture if it were called anything else? We may 
never know, but for the sake of Australian wine drinkers 
everywhere, thank goodness Vinomofo exists.

For the past eight years, the online retailer has been 
making it easier (and more fun) to buy good wine at 
great prices over the internet. It does this by placing huge 
orders of single vintages from winemakers – as opposed 
to traditional retailers that go for breadth over depth – and 
passing the savings on to customers. 

More than 670,000 customers in Australia, New Zealand 
and Singapore have joined Vinomofo to access its members-
only prices, buying more than 17.6 million bottles of wine. 

What really sets Vinomofo apart, however, is its 
commitment to making the customer experience as 
“awesome” as possible. Whether through a happiness 
guarantee for the wine it sells, or a really cleverly written 
email, the retailer is living up to its name. 

the new guard
COOLEST RETAILERS



www.insideretail.com.au  November 2019 24    |

The venue 
that broke instagram

Inside Retail: What are you  
most proud of when it comes to  
The Grounds?

Group general manager Neil Burke:  
Beauty, for sure. I think the world is a 
fickle place when it comes to the food 
industry, everyone is a chef nowadays 
and everybody can make a banging 
master dish at home. So, really it’s what  
sets us apart. So many people eat with 
their eyes – they see something and 
get excited about it, whether it be 
through Instagram or Facebook, and 
that’s leading to people wanting more 
than just food and drink. They want it 
to look beautiful, be presented well, be 

the grounds
Founder: Ramzey Choker
Launched:  2012
Category: Experiential dining
The cool factor: A Sydney landmark 
that houses its own marketplace, cafe 
and pottery barn.

impressive and the environment to go 
with that. I think in a crazy environment 
we’ve managed to achieve all that 
at The Grounds, by the attention to 
detail in all of those things – whether 
it be how clean we keep the place, the 
planters that we use, the styling and the 
installations we do.

We offer good food and drink, but 
I don’t think it’s as important to our 
customers as everything else is. And 
that’s an interesting concept because we 
are a food and drink business, that’s at 
the heart of what we do. 

IR: What’s next for The Grounds? 

NB: People are fickle nowadays and 
you’ve got to keep evolving. You’ve  
got to keep capturing people’s interest, 
you’ve got to give them what they  
want but also have your own identity, 
and really invest in your business.

You open a restaurant, you open the 
doors, you put on a menu, and it’s not 
good enough to sit there with the same 

menu and the same four walls  
six months later. It’s got to keep 
changing, whether that be the look or 
the feel, wherever you can because that’s 
what is going to keep people coming 
back to experience something new. 

IR: It’s almost more about the 
experience than the products. 

NB: Absolutely, we feel we are in the 
experience sector rather than the food 
and drinks sector, and it’s a much harder 
place to be because you need to keep 
evolving to remain relevant. 

Why they’re cool: “The contrast of a 
farm-like experience in the middle of  
an industrial precinct is an absolute 
show stopper. Definitely not as good 
since Kevin Bacon the pig retired (he 
really steered the strategic vision) but  
his legacy lives on in the stunning 
design and exceptional food and 
beverage offering.” – Matt Newell,  
The General Store

COOLEST RETAILERS
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ultra football
Founders: Chris Fifer and Nick  
Milankovic
Launched:  2018
Category: Sports
The cool factor: Its soccer store in Sydney makes every 
customer feel like Ronaldo. 

L 
ocated in a red-brick warehouse in the Sydney 
suburb of Alexandria, Ultra Football is not your 
average sports store. For one thing, it only stocks 

premium football, that is soccer, products. For another, 
it houses a full-size indoor football pitch, EA sports 
lounge, customisation zone, in-house barber and Italian 
restaurant.

“Customers can try out products, watch global games 
on the big screen…we want to keep them in there for one 
to two hours,” Matt Adams, Ultra’s general manger, tells 
Inside Retail.

The idea of turning stores into ‘experience centres’ isn’t 
new. Many retailers are doing this to compete with the 
likes of Amazon, but few have gone as far as Ultra. When 
the store opened in January 2018, it had several Matildas 
players on staff.

It’s all part of the immersive experience Ultra Football 
aims to provide. And even though the store is less than 
two years old, Adams says the concept is resonating with 
customers.

“We sold the same number of top-end boots in July, 
August and September that we sold in February, which is 
peak period [for football],” he says. “We’re roughly doubling 
the business year on year.”

While the team is looking to take the concept interstate, 
it’s already considering what’s next for the Sydney store.
“In another year’s time, we want to really evolve the store 
again. The consumer moves so quickly, you need to keep 
entertaining them.”

t2
Founder: Maryanne Shearer
Launched:  1966
Category: Food and beverage
The cool factor: T2 made it cool to drink tea in a city known 
for its coffee and hooked everyone on its loose leaf lends.

I 
t takes a certain kind of confidence to launch a tea brand 
in Melbourne, a city known for its coffee culture, but T2 
founder Maryanne Shearer was never one to conform. She 

came up as an accessories buyer and visual merchandiser in 
the 1980s, the height of Madonna’s ‘more is more’ style, and 
that influence can still be felt in T2 stores today.

The walls are lined up to the rafters with the brand’s 
signature bright orange boxes of loose leaf tea, while teapots 
and cups are stacked in precarious-seeming towers on tables 
dotted around the shopfloor. It’s a look that says, “Tea is 
fashionable – and fun!”

It’s hard to imagine now, but that was a radical message 
when T2 first launched in 1996. Shearer took a beverage that 
had become a bit fusty and shook it up for a new, younger 
audience. 

And since she sold the business to Unilever in 2013, the 
brand, which is now led by Nicky Sparshott, has done the 
same again in New Zealand, Singapore, the UK and the US.

Why they’re cool: “T2 is one of my favourite retail concepts. 
Their spectacular design aesthetic and product obsession 
has inspired millions of hardened Aussie coffee drinkers to 
jiggle silk tea bag in their mugs over 20 years. Genius.” 
– Matt Newell, The General Store

the perfect 
blend

the beautiful gamechanger
COOLEST RETAILERS

Why they’re cool: “Ultra’s VM is as good as the global 
Nike flagships but then add in the indoor football 
pitch, the Xbox FIFA mezzanine, jersey customisation 
and an Italian restaurant and you have the spiritual 
centre for football.” – Matt Newell, The General Store



www.insideretail.com.au  November 2019 26    |

COOLEST RETAILERS

camilla
Founder: Camilla Franks
Launched:  2003
Category: Fashion
The cool factor: In a word: authenticity. 
You’d never mistake a Camilla product 
for any other brand.

Inside Retail: What were some of the 
highlights of the last financial year?  

Camilla Franks: This past year has been 
one of the most fruitful to date for the 
brand. In April and May of this year, we 
opened our first two US stores – one 
in California and the other in Miami. 
Both stores have outperformed our 
expectations, and we’re continuing to 
widen our US and international customer 
base each day.    

We continued to evolve our collections 
by focussing on ready-to-wear pieces and 
experimenting with new fabrications. 
Whilst staying true to the brand’s 
handwriting, this has helped us reach a 
new realm of untapped clientele, as well 
as kept things interesting and fresh for 
the existing and loyal. 

In June this year, my team and I delved 
deep into all things English during a 
three-week trip. While I was undergoing 

[cancer] treatment and recovery for 
the past 12 months, I was unable to 
physically travel to inspiration locations 
like I normally do for each collection. I’m 
now back in the swing of my creative 
process and deep in the development 
of what will be one of our most playful 
collections to date.

IR: What are you most proud of when 
it comes to the business?  

CF: I’ve always been so proud to see  
how the brand continues to grow. 
Never in my wildest dreams did I think 
that what started out as a small idea 
conceived in my bedroom 15 years 
ago would evolve into what it is today. 
However, this doesn’t just come down 
to luck. I believe that all great brands 
are built to evolve, and I’ve certainly 
adapted to a ‘sink or swim’ mentality 
when it comes to seeing the boundless 
opportunity in changing and adapting. 
There’s a lot of hard work involved. 

IR: How important is it that your own 
voice and creativity runs through the 
business? 

CF: My staff have called me the Boardroom 
Bohemian and I wouldn’t have it any 

other way! It’s important for me (and my 
need for control) to be across everything 
creative. I find it oddly therapeutic to know 
what’s happening in every corner of my 
baby so I can continue to build her whilst 
keeping her visions and values in check. 

My title as creative director is not one I 
take lightly. After months of researching 
a country we’re interested in, I board the 
plane to wherever it is we’re going and 
push out 12-hour days unearthing every 
kernel of inspiration I can find. In the 
digital age with information being so 
widely available, not many designers are 
undertaking these trips anymore – but 
these mean the world to us.

Why they’re cool: “Any retailer who can 
create a cult following off $800 muumuus 
has to be admired. The product is 
stunning and I love that every print is a 
limited edition. It’s a gutsy move that has 
built tremendous long-term value.”  
– Matt Newell, The General Store

the free spirit

I believe that 
all great brands are 
built to evolve.

COOLEST RETAILERS
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zambrero
Founder: Sam Prince
Launched:  2005
Category: Quick service restaurant
The cool factor: A socially driven Mexican food retailer 
looking to provide a healthy way to help those in need.

Z 
ambrero has carved out a niche in the crowded fast 
food sector by providing free food to the homeless 
and those in need. The Mexican quick-service chain 

has donated 30 million meals to date and has a long-term 
mission to donate one billion meals by 2025.

“The Zambrero family are incredibly proud of our “Plate 
4 Plate” program, where a meal is donated to someone 
in need for every burrito or bowl purchased,” Zambrero 
general manager of marketing Richard Riboni says. 

“Locally, Zambrero partners with Food Bank to fight 
hunger in Australia. We provide a meal to Australians doing 
it tough by donating a meal with every purchase from our 
Grab and Go range.”

In fact, on World Food Day, October 16, the business 
donated two meals for every purchase, providing 450,000 
meals for people in need.

Zambrero also has taken a particularly healthy approach 
to quick service food, utilising nutrient-rich ingredients 
and offering gluten-free, vegetarian and vegan options to 
ensure all customers are catered for. 

the luchadore

the people’schampion
winning appliances
Founder: Richard Winning
Launched:  1906
Category: Appliances
The cool factor: A century-old retailer offering a modern 
bricks-and-mortar experience, while delivering industry 
leading customer service.

W 
hile it is well-known in retail that the customer comes 
first, few have taken the meaning behind this adage 
to heart like Winning Group. From delivering an 

industry-leading NPS score of 81.7, to lifting a refrigerator over 
a customer’s house via crane in order to install it, the business 
goes above and beyond to ensure its customers are satisfied at 
every touch point.

But this isn’t something that necessarily comes naturally. It’s 
something the Winning team are constantly working at. 

“As customer service is a cornerstone of our business, our 
product experts meet for training every single day for half an 
hour,” Winning Group chief executive John Winning says. 

“These training sessions cover a variety of topics including 
product training and sales and customer service skills. Our 
product experts don’t work on commissions, so customers can 
be assured that they are receiving unbiased advice.”

Just to take it a step further, Winning Group offers free pre- 
and post-purchase cooking demonstrations by its inhouse 
culinary team, using the appliances in the showroom. This 
ensures customers understand what they can expect from a 
product, as well as how to best utilise it once they own it. 

“We have evolved the journey for customers within our 
stores by providing them with inspiration, demonstrating that 
choosing an appliance is a considered approach and not just a 
need,” Winning says. 

“Our company’s mission is to provide the best shopping 
experience in the world, and as a fourth-generation family 
business, we have never lost sight of good old-fashioned 
customer service.”

COOLEST RETAILERS
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The rebel with a cause

outland denim
Founder: James Bartle
Launched:  2011
Category: Fashion
The cool factor: A jeans brand that 
exists to empower victims of human 
trafficking.

You’ve 
got to stand up 
and care about 
something.

COOLEST RETAILERS
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Inside Retail: How would you 
describe your last financial year?  

James Bartle: It was a pretty amazing 
year for us. One of the highlights 
was seeing Meghan Markle wear our 
products last October and the spike 
in sales from that. Another really cool 
thing was seeing consumers align with 
our brand and retailers get on board. 
We experienced 640 per cent sales 
growth last financial year, and now we’re 
focused on expansion in the US and UK 
markets.   

We just did a collaboration with Karen 
Walker, which is a real feather in the 
cap – we love their creative direction 
and everything they’ve done as a 
brand. We’ve got some very exciting 
partnerships that we’re working on and 
seeing those come to market will be a 

very big deal as far as the reach of the 
brand.

IR: What aspect of the business are 
you most proud of? 

JB: The brand really exists to solve a 
social problem [human trafficking], and 
I’m most proud of the impact we’ve 
been able to have. Outland Denim is 
not a charity or a giveback program, it’s 
about putting power in the hands of 
our seamstresses. We tried to design it 
to be genuinely sustainable on every 
level, and it can’t be [sustainable] if we’re 
making people dependent.

There are so many stories. For 
instance, we ran a course on what 
human trafficking looks like, and one 
of the staff said, ‘That sounds like my 
sister’. The organisation we partner with 
was able to find her sister in Malaysia. 
Another woman was able to build a 
home for family, who were previously 
living under a plastic sheet. Selling 
products is what enables this change to 
occur.

IR: A lot of businesses are talking 
about purpose nowadays. Why do 
you think that is?  

JB: I think it’s because consumers are 
so well educated about the problems 
in the world, and the research is clear, 
millennials are more interested in 
spending on experiences than on 
brands themselves. They’re looking for 
something different. You’ve got to stand 
up and care about something; if you 
don’t, you don’t have the edge.

IR: What excites you about the future 
of retail?  

JB: I’m excited about how technology 
is coming in and becoming a part of 
the retail experience. How are we going 
to evolve and use technology to make 
the store experience more enjoyable? 
Fifty years ago, you would walk into a 
menswear retailer, and the service would 
be so spectacular that you wanted 
to go back just for the experience. 
As we became bigger and faster and 
everything got out of control, we lost 
that, and it became a transaction. I think 
we’re going back to that.

Why they’re cool: “Only the second B 
Corp denim brand globally, made on 
purpose with the human spirit at its very 
core.” – Danny Lattouf, The General Store



sneakerboy
Founder: Chris Kyvetos
Launched:  2012
Category: Footwear
The cool factor: Ultra-luxe sneakers sold in impeccably 
designed surrounds.

W 
here do you go when you’re in the market for a new 
pair of kicks, but your taste leans more Valentino 
than Volley? There are only a handful of retailers 

catering to serious sneakerheads in Australia, and Sneakerboy 
is one of them.

Started in 2012 by Chris Kyvetos, the former creative director 
of luxury department store Harrolds, Sneakerboy stocks 
everything from Air Jordan and Yeezy, to Gucci and Prada. The 
rise of sneakers helped Sneakerboy get off the ground initially, 
but the retailer also was active on social media and hosted 
frequent activations before most people even were talking 
about the experience economy.

“We were very content-driven and very event-driven in 2012 
and 2013,” Kyvetos tells Inside Retail. “We’ve evolved now to 
focus on long-term relationships with the customer. We’ve 
become a bit old-fashioned, which suits us.”

This shift to “old-fashioned” tactics, like calling customers 
on the phone and inviting them to a drop, drove Sneakerboy 
to have its best year ever in 2019. Next up is a megastore in 
Sydney, set to open on George Street in September 2020.

It will be Sneakerboy’s sixth store in Australia and will offer 
the same digital-first shopping experience as the brand’s other 
stores. Rather than checking displays, customers use iPads to 
see how much an item costs and which sizes are available. And 
when they make a purchase, the item is shipped to them.

Recently, however, Sneakerboy has started to do something 
Kyvestos refers to as “instant fulfilment”, which most people 
refer to as “shopping”.

“It just felt right,” he says about the decision to let customers 
occasionally walk out of the store with their purchase in hand. 

“There’s not always a rhyme or reason to what we do. It’s just 
intuitive.”

Why they’re cool: “The products are all-out cool, the store 
experience and most importantly, their fans are die-hard  
all-out cool.” – Danny Lattouf, The General Store

theconnoisseur

zimmermann
Founders: Nicky and Simone Zimmermann
Launched:  2005
Category: Fashion
The cool factor: Their designs are coveted by A-celebrities 
around the world.

W 
hat do Margot Robbie, Beyonce and the Duchess 
of Cambridge, Kate Middleton, have in common? 
Besides being queens – in the first case on screen 

and in the last two (more or less) in real life – they’re all fans 
of the Sydney-based designer fashion brand Zimmermann.

Founded by sisters Nicky and Simone Zimmermann in 
1991, the label is known for its floaty, feminine dresses, 
playsuits, swimwear and accessories, and has gained a 
large and international following of celebrities and ordinary 
women alike.

Business has boomed off the back of strong demand for 
its modern boho aesthetic, and there are now more than 20 
Zimmermann boutiques across Australia, 10 in the US and 
four in Europe. Unsurprisingly, the stores are as meticulously 
designed as the dresses they contain.

All designed by Australian architect Don McQualter of 
Studio McQualter, the stores are meant to be the physical 
embodiment of the brand, conveying a sense of “relaxed 
femininity, air of freshness and light and unyielding 
optimism”. Each location includes custom-made fixtures and 
one-of-a-kind art and furniture.

Jetsetters, tastemakers, entrepreneurs…the sisters 
Zimmermann are no slouches when it comes to entertaining 
either. They regularly host “intimate” and “enchanting” 
dinners in dreamy locales (think Michelin-starred restaurants 
and seaside villas) to mark the opening of new stores.

And if you’re lucky enough to be one of Zimmermann’s 
aforementioned VIP customers, you might just snag an invite 
to the next one in Milan in 2020. Mark your calendar.  

the modernbohemian
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glamcorner
Founders: Dean Jones and Audrey 
Khaing Jones
Launched:  2012
Category: Fashion rental
The cool factor: This B Corp business 
fuses sustainability with the sharing 
economy and covetable designer 
fashion.

Inside Retail: How would you 
describe the last financial year for 
the business?  

Dean Jones:  The last financial year 
has been an exciting year of growth 
and evolution for our business. One of 
the highlights was that our business 
has more than doubled in size and an 
increasing proportion of this growth has 

the australian rental pioneers

been coming from our newly introduced 
subscription box service, GC Premium. 

One of the challenges we’ve 
experienced has been the admin 
and logistics associated with rapidly 
expanding our employee base during 
this time. We’ve been very lucky to 
have the opportunity to build such an 
amazing team of people who are all so 
passionate about revolutionising the 
way fashion is consumed in this country. 
But recruiting, training and onboarding 
this many people in such a short period 
of time has not come without its 
challenges. 

IR: What are you most looking 
forward to with GlamCorner in the 
next financial year?

DJ: One of the things we are most 

excited about is the number of exclusive 
rental-only styles we are working 
on in collaboration with several of 
the designer brands we stock. After 
operating for several years, we have a 
war chest of valuable data and insights 
that we can share with our brands to 
create a new generation of products 
built exclusively for the rental market. 
These will be our equivalent of “Netflix 
originals” that will be exclusively 
available to rent through GlamCorner.

IR: Where do you see the future of 
rental in Australia in 2020?

DJ: In 2020 and beyond, we expect 
fashion rental in Australia will continue 
to expand into the mainstream market, 
as we have already begun to see over 
the last 12 to 18 months. 

I also expect to see the fashion 
rental modal itself evolve further as a 
subscription-based service. Fashion 
rental is a circular fashion model and 
everything is returned after use, so 
rental businesses can afford to be far 
more generous than traditional retailers 
in adding enhanced value for the end-
customer. This generosity lends itself to 
offering a fixed-price per month level of 
access that effectively allows customers 
to stream their wardrobe in the same 
way they stream their music and other 
parts of their lives. 

IR: What’s it like being one of the first 
Australian online rental companies?
 
DJ: We’re very fortunate to have had 
the opportunity to get in early to an 
industry that has a very bright future 
ahead of it. To be the market leader 
really is a privilege and we have a huge 
responsibility to get it right. 

The main upside to this has been the 
completely open field we have in front 
of us to create a completely new and 
exciting experience for our customers. 
The obvious downside has been that 
we have had to learn all of the costly 
mistakes ourselves, from logistics to 
merchandising right through to tech 
and marketing. As there were never any 
reference points in our country for what 
success in fashion rental should look 
like at scale, we had to make it up as we 
went. This included building our very 
own logistics, fulfilment and returns-
processing platform as well. The silver 
lining here is that this is our proprietary 
technology and will continue to serve as 
a moat around our castle as we grow. 
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Y 
ou know your brand has reached 
cult status when you publish 
a coffee table book about the 

history and philosophy of the business, 
and there’s actually a market for it.

Aesop arguably reached that pinnacle 
several years ago, when other brands 
started knocking off its apothecary look 
and restaurants started putting ‘stocks’ in 
their bathrooms to stop customers from 
swiping the $100 bottles of hand soap 
and lotion. 

Aesop the book, released on 

the status symbol

HoMie
Founders: Nick Pearce, Marcus  
Crook and Rob Gillies
Launched:  2015
Category: Fashion
The cool factor: Edgy fashion with 
a purpose – to help young people 
living on the street.

O 
ffering graphic t-shirts, 
hoodies, trackies and 
hats, HoMie is an up-and-

coming streetwear label that gives 
off serious VSCO girl (and boy) 
vibes. But its tagline – a label for the 
streets – works on a whole other 
level as well. The founders started the 
brand initially to raise funds to help 
young people living on the streets of 
Melbourne.

HoMie now uses 100 per cent 
of its profits to fund social-impact 
programs, such as its VIP Shopping 
Days. Once a month, the retailer closes 
its store in Fitzroy to the general 
public and invites young Melburnians 
connected to homelessness support 
services to shop for free.

The VIP Shopping Days are as much 
about restoring dignity as about 
providing much-needed clothes and 
services – each shopper receives 
five free items of brand-new HoMie 
clothing, as well as a haircut, beauty 
services and lunch with the team. 

It was through this program that 

the founders realised many young 
people experiencing homelessness 
didn’t have the skills or work 
experience needed to get a job and 
get off the street. So, in 2017 they 
created the Pathway Project. 

This program provides selected 
individuals with a six-month paid 
internship, including on-the-job 
retail experience at the HoMie store, 
accredited training towards a CERT 
III in retail operations and increased 
confidence and life skills through 
mentorship. 

In 2019, the retailer expanded the 
program beyond its own business 
and placed interns with the Cotton 
On Group, Bonds and Champion. 
Now, HoMie is looking to increase its 
intake beyond “double figures” for the 
first time.

At the same time, HoMie continues 
to push the envelope design-wise 
through collaborations with leading 
Australian and international brands. 

“As clichéd as it sounds, it’s the 
calibre of people involved that make 
this business truly special,” Nick 
Pearce, HoMie co-founder and CEO, 
tells Inside Retail.

Why they’re cool: “After meeting 
Nick, hearing the story and seeing it 
manifest into stores and programs – 
there’s no denying the cool factor of 
this life changing retailer.”  
– Danny Lattouf, The General Store

the urban  
outfitter

aesop
Founder: Dennis Paphitis
Launched:  1987
Category: Beauty
The cool factor: Its products grace 
the chicest bathrooms and its award-
winning in-store design is the epitome 
of sleek minimalism.

November 1, explains how the business 
started by a Melbourne hairdresser in 
1987 came to exert such an enormous 
influence on beauty, design and retail  
trends around the world. 

Spoiler alert: if you’re not prepared 
to artfully strew autumn leaves on 
your shop floor to mark the changing 
of the seasons, or hand wash the 
entrance of your store with hot water 
and eucalyptus oil for the benefit of 
passersby, then what are you even 
doing?

They are just some of the stories in the 
book that emphasise Aesop’s meticulous 
attention to detail and unwavering 
belief in the sensorial pleasure of its 
products. 

These qualities are not as easy to 
knock off as, say, a brown glass bottle 
and minimalist typeface, and it’s not 
a stretch to imagine they are the real 

reason the brand has become such a 
global phenomenon.

Why they’re cool: “Aesop oozes quality 
in everything they touch. From their 
highly restrained packaging design to 
their effortlessly cool stores around the 
world, they are the masters of attainable 
luxury.” – Matt Newell, The General Store
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the
disruptor

Inside Retail: What were some of the 
highlights of the last financial year?  

CEO Erica Berchtold: We’ve had an 
incredible year of highlights at The 
Iconic. In the past 12 months alone, 
we onboarded over 200 new brands 
to our already 1000-plus brand strong 
assortment. In August, we officially 
launched SneakerHub, and we also 
celebrated the first birthday of The 
Iconic Kids.   

One of the highlights we are most 
proud of was the launch of our 
game-changing Considered edit – a 
sustainability-focused initiative giving 
customers the opportunity to filter 
products and shop by their personal 
sustainability values. If a product is 
included in our Considered edit, it 
means that it’s been made using at least 
one material or process that is better for 
humans, animals or the environment 
than conventional alternatives, or is from 
a brand that’s making contributions to 
the community around us. 

We’ve also continued to invest in tech 

innovations and partnerships that are 
helping us define the future of retail. 
One of our most exciting initiatives this 
year was the start of our partnership 
with Alphabet’s Wing, which gives 
Wing’s Canberra-based customers the 
opportunity to receive deliveries in as 
little as 10 minutes.

IR: What do you think are The 
Iconic’s biggest strengths? 

EB: What sets The Iconic apart is our 
approach to customer experience. Every 
single decision we make is made with 
the customer at our core. I’m currently 
eight months into my role as CEO, and 
it’s impossible not to be inspired and 
proud of what we are achieving for our 
customers every day.   

We boast Australia and New Zealand’s 
most downloaded fashion app, receive 
over 150 million visits annually, we can 
deliver to 70 per cent of Australia in less 
than 24 hours and consistently achieve a 
market leading NPS.

While these numbers speak for 

themselves, our biggest strength is our 
people. We have over 1000 passionate 
and incredibly talented people at The 
Iconic, who are committed to bringing 
our customers the best experience each 
and every day.

IR: How would you describe the 
Australian retail sector today?

EB: It feels like the Australian retail sector 
is a bit melancholy at the moment – are 
we having an identity crisis, unsure if 
we’re online, bricks-and-mortar or omni-
channel? And actually, does a customer 
really care what “channel” we are? 
We’re talking about the wrong thing...
customers care about their experience. 
They don’t think about “where” they’re 
shopping, they think about “why” they 
need something and what’s the easiest 
way to get what they want.

The challenge for Australian retailers 
is that these expectations constantly rise 
and intensify, which means you can’t 
afford to be complacent or provide half-
baked customer experience initiatives.

The iconic
Founders: Finn Haensel, Adam  
Jacobs, Andreas Otto, Ryan 
Tuohy and Cameron Votan
Launched:  2011
Category: Fashion
The cool factor: Its same-day 
shipping and mobile app set the 
bar for online shopping.
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koala
Founders: Dany Milham and Mitch Taylor
Launched:  2015
Category: Furniture and homewares
The cool factor: First it revolutionised the way we buy 
mattresses; now it’s shaking up the whole furniture sector. 

W 
hen most people think of Koala products, they 
think mattresses. But in recent years, the business 
has expanded its offering to include branded bed-

frames, pillows and sofa beds, and soon it will launch its own 
TV units and bookshelves.

This growth was made possible by the brand’s initial 
popularity. Back in 2015, Koala went viral thanks to a strong, 
focused marketing campaign that was all about the product. 

“We spent the first few years developing a revolutionary 
furniture retailing experience, [while earning the most] 5-star 
reviews per customer our global review partners had ever 
seen,” Koala co-founder Mitch Taylor tells Inside Retail.

“This, along with the tone of voice we set with our 
customers, grew a very unique, trusted and loved furniture 
brand. In terms of our own creative, early on most of our brand 
recognition came from the viral wine glass video we shot on 
[my] iPhone during our first photo shoot.”

But while Koala may have started off as a product-first 
company, that’s not the case anymore. As a certified B Corp, 
Koala strives to use business as a force for good. 

Over the last four years, the bedding retailer has encouraged 
customers to adopt a koala or a turtle through a partnership 
with the World Wide Fund for Nature, contributed to 
conservation efforts and taken steps to reduce its carbon 
footprint. 

“We believe that simply doing no harm isn’t good enough 
and business can only thrive if society and nature also thrive,” 
Taylor says. “So, we’re making ‘thriving’ our version of business 
as usual.”

the sleeping 
giant

harris farm markets
Founders: David & Cathy Harris
Launched:  1971
Category: Supermarkets
The cool factor: A family-owned, NSW-based supermarket 
supporting its local communities with a smile.

F 
rom its first store in Villawood, NSW, over 40 years 
ago, Harris Farm Markets has remained 100 per 
cent family owned – though it has grown from two 

employees to over 1500, and from a single fruit and veg 
store to 22 supermarkets across NSW. 

“We’ve come a long way since Mum and Dad opened 
their first fruit and veg shop in Western Sydney,” co-chief 
executive Tristan Harris tells Inside Retail.

“We now have a broader focus on bringing great fresh 
food to our shoppers – an offer that includes an extensive 
range of grocery products from boutique makers and a 
focus on having a strong offer in meat, seafood and bakery, 
while never forgetting our roots in fruit and veg.

“We are constantly innovating with each new shop 
location to make sure we remain differentiated from our 
competitors.”

When your competition are some of the largest retailers in 
the country – Coles, Woolworths and Aldi, to name a few – 
making sure your offer is different, but still competitive, can 
be a tall order. So, how does Harris Farm do it?

According to Harris, it’s all in the team. 
“None of our success would have come without the efforts 

of the team, and I’m so immensely proud of them. We have 
long been the tiny underdog in the retail food landscape, 
and our team just works like crazy – always looking to be 
better than the other guys, and always doing it with a smile 
on their faces,” Harris says. 

“We know what is working, and it feels like we are really 
achieving our purpose of reconnecting people with the 
natural joy of food.”

Why they’re cool: “Harris Farm has saved food loving 
Aussies from the drudgery of grocery shopping. What 
started as an obsession for quality produce has turned into 
an inspiring marketplace that seduces shoppers to try new 
products at every turn. Shopping at Harris Farm is one of 
life’s simple pleasures.” – Matt Newell, The General Store
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the cream 
of the crop
gelato messina
Founder: Nick Palumbo
Launched:  2002
Category: Food and beverage
The cool factor: An ice-creamery that has become a destination 
for all its fans, while producing the majority of its own ingredients.

I     ce cream parlours used to be the domain for children in search 
of a good ol’ banana split or chocolate sundae with freckles. But 
when Gelato Messina hit the scene, it created a new indulgent 

dessert experience aimed at adults, with a wide range of ever-
changing and exciting new flavours, from salted caramel and white 
chocolate (one of its most popular choices) to milk chocolate with 
peanut butter fudge.

It’s been 17 years since the business launched, but it continues 
to innovate through its cool collaborations with brands such as Tim 
Tams to now owning nut and dairy farms in country Victoria.

“We now have 450 jersey cows living on our farm which produce 
around 1600 to 2000 litres per day depending on the season,” said 
brand and marketing manager Sian Bishop. “The cows are only 
milked once a day, and produce a beautifully creamy milk, high in 
fat which is perfect for making gelato with. All our gelato is now 
produced using Messina Milk, and we are selling the milk in bottles 
in our stores too.”

Indeed, despite the fact that the business has now grown to 19 
outlets, the brand has still maintained its authenticity and the gelato 
is still made from scratch.

“We are sometimes  tarred with the misconception that as you 
grow, the quality of your product suffers,” said Bishop. “But we 
continue to make all our own gelato bases from the very best 
ingredients and nearly everything which gets added to our gelato, 
like our brownies, cookies, sauces and fudges – the only exception 
is our amaretti biscuits. If anything, we produce more in-house than 
ever before and at a better quality.”

W     hen P.E Nation first launched, they projected 
that they would break even at $800,000. 
Little did they know that they would hit $5.1 

million and that now, in their third year, they would turn 
over $20 million.

“We didn’t realise how quickly the product and brand 
would resonate with women, not just in Australia, but 
globally,” Pip Edwards, co-founder and director of P.E 
Nation, tells Inside Retail. “I think we’ve presented a 
solution that’s really based around what was missing 
for us, which was fashion for working mums who love 
fitness but have some street style.”

Since its inception, P.E Nation has branched out into 
swimwear, denim, menswear and snow, with accessories 
on the horizon. Meanwhile, Edwards and Tregonning 
are now gearing up to embrace the challenges of 
expanding into the US.

“We’re up against a whole lot more brands we don’t 
know about and [Americans] are very patriotic. You 
can’t assume what goes on over there from far away, 
so it’s about building relationships and networks,” the 
former Ksubi designer says. “The reason why P.E Nation 
did so well so quickly was because we had such a 
great foundation here. We had existing networks and 
relationships that we had built over 17 years in the 
industry that we were able to leverage. We don’t have 
any of those in the US, so we have to start from scratch.”

It’s been a whirlwind few years for P.E Nation, but 
perhaps the biggest lesson that the co-founders have 
learned since launching P.E Nation is the importance of 
following their intuition in business.

“Someone in a suit can say ‘XYZ’ but if it doesn’t sit 
well in our gut, it doesn’t resonate,” Edwards says. “I 
think people underestimate that organic passion and 
emotion in business, but I’m not afraid to have that in 
any kind of meeting, whether it be creative or financial. 
I’m loud and proud about being emotional. It’s the 
emotion that actually drives the business.”

P.E Nation
Founders: Pip Edwards and Claire Tregonning
Launched:  2016
Category: Fashion
The cool factor: Athleisure that combines bold 
streetwear with effortless Bondi cool.

thetrendsetter
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Neto

“Neto lets us easily 
take the business to 

the next level so that 
we don’t lose focus 
on what we’re good 

at – selling bikes.”

James van Rooyen  
Co-founder

Optimise.
Acquire.
Grow.

Try Neto for Free

Australia’s all-in-one  
ecommerce platform

netohq.com


