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This is Victoria Classics’ first sustainability report and provides an 
overview of our efforts through December 2010. This report is 

available online at www.victoriaclassics.com.

In preparing this report, we reference independent sustainability 
programs such as the Carbon Disclosure Project, the World 
Business Council on Sustainable Development’s Water Tool, 
and the Walmart Supplier Sustainability Scorecard. We have 

also used the Global Reporting Initiative to guide the disclosure 
process in these pages.

A note on sustainability data: rather than tally up all of our 
environmental data at the end of the year, we space our 

analysis throughout the calendar year. For example, we conduct 
our annual water footprint in February and calculate our carbon 
footprint in May, while our annual waste audit occurs in August. 
For that reason, not all data presented in this report will cover 

the complete 2010 calendar year. 

If you have any questions about this report or about 
sustainability at Victoria Classics, please contact Rajat Nagalia at 

rajat@victoriaclassics.com or 212-213-1828.
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This past year held a series of accomplishments for Victoria Classics’ growing 
sustainability commitment. In this report, you will read about how we’ve used 2010 
to create a solid foundation for our sustainability programs. We’ve started by taking 
a fine-toothed comb through operations at our Edison, New Jersey, headquarters 
to identify our major impacts and problem areas. We have also begun to look 
closely at our supply chain to see where the biggest challenges lie.  

In all, I am proud of what we were able to achieve in 2010. So far we have: 
• Conducted a Green Office Audit, an energy audit, and a waste audit and 
 calculated the carbon footprint for our Edison, New Jersey, facility
• Registered and reported with the Carbon Disclosure Project and produced 
 our first ever sustainability report
• Started an employee Green Team which helped us increase our office 
 recycling rates by more than 10 percent
• Visited three supplier factories in China to gather information that informed 
 the development of further supplier strategies
• Conducted an energy audit at one of our primary Chinese supplier factories 
• Finalized and implemented new Sustainable Purchasing Guidelines, a 
 Vendor Code of Conduct, and Vendor Evaluation Forms
• Developed methodology for auditing and collecting data for all of our  
 domestic facilities for use in next year’s strategic planning and reporting   
 processes
• Created energy, water, and waste reduction goals, based on our 2010 
 baseline review.

Our efforts in 2010 have paved the way for many more projects that still 
remain. In the coming months we will add more data to all of our analyses so we 
have a full and complete picture of our own operations and the operations within 
our supply chain. We will evaluate our existing strategies against new energy, 
water, and waste reduction goals and seek out new ways to minimize our 
impacts.

With the help of our employee Green Team and its initiatives, I know we will 
come up with new ways to lessen our environmental impact at home and abroad. 
We are looking forward to all of the exciting things that 2011 holds. 

Sincerely, 

Joe Cohen, CEO
Victoria Classics

Message from the CEO
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Key Facts and Figures

Number of Employees 122 employed staff
87 contract workers

A significant portion of our 
staff is hired on a contractual 
basis, which gives us the 
flexibility to respond to 
seasonal demand.

Carbon Footprint 4,362 tons of CO
2
-e We expect to achieve a 20 

percent decrease in electricity 
use after our lighting retrofit is 
complete.

Water 53.5 m3 Water is used in kitchen and 
bathroom facilities and is 
generally minimal.

Waste and recycling 
 

59% diversion-from-
landfill

We expect to increase our 
landfill diversion rates even 
further once we find a way to 
recycle the waxy paper used 
in our package labeling.

Supply chain 3 supplier audits We will continue to work 
with suppliers in 2011 as we 
implement a new Vendor 
Code of Conduct.



Victoria Classics
Founded in 1992, Victoria Classics began as 

a specialty home textile retailer with a small shop 
in Brooklyn, New York.  As we grew, we began 
directly importing stock for our stores. Soon we 
were selling to other retailers who wanted to carry 
our products.  It was in this 
that we found our true strength 
– wholesale.  We phased 
out our retail operations and 
are now proud to be one of 
the largest importers of high-
quality home textiles in the 
United States. Our full line of 
products includes bedding, 
drapes, rugs, pillows and 
linens for every room. 

Our headquarters is 
now a million square-foot 
distribution and office center 
in Edison, New Jersey. We 
have showrooms in New 
York City’s home textile 
district and in Bentonville, 
Arkansas. Additionally, we 
lease a 300,000-square-foot 
warehouse in Los Angeles 
and have a small office in Shanghai, China.

Today, Victoria Classics employs approximately 
120 people directly and hires an additional 80 on a 
contract basis throughout the year. We work with 
more than a dozen supplier factories in China and 
Pakistan. Our products can be found everywhere 
from big box and department stores to discounters 
and small shops across the US and Canada.

About
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Victoria Classics’ Mission

Victoria Classics’ 

Guiding Values

We seek to be a leader in home 
furnishings, in both branded and private 
label merchandise. We are fully committed 
to supplying value goods to our customers 
and retailers.

We take pride in our expertise of design, 
global sourcing, manufacturing, and quality. 
Success begins with our motivation to do 
better for our customers, community, and 
environment.



Victoria Classics was founded as a specialty 
retail store in 1992 in Brooklyn, New York. By 
1994 the company had transitioned to importing 
and wholesaling, supplying a growing number of 
department stores and national retail chains. Now, 
Victoria Classics supplies quality home textiles 
to many of the largest retail outlets in the United 
States.  

As a privately held company, Victoria Classics 
is not beholden to short-term pressure from 
shareholders and focuses on investing in long-term 
prosperity for the company and its employees.

Leadership

Our Stakeholders
As we continue to develop our sustainability 

strategy and transform our business, we have 
found new and important ways to engage with 
our stakeholders.

Employees
We value and encourage open, honest feedback 

between our employees and our leadership team, 
and in 2010 as part of our sustainability strategy, 
we distributed an employee survey to provide 
employees an opportunity to give candid, thorough 
feedback. Through additional surveys, informal 
conversations, and our employee-led Green Team, 
we continue to provide ongoing opportunities for our 
employees to give input and participate in setting 
the strategic course of Victoria Classics. 

Customers
Victoria Classics grew from a long tradition of 

customer-service excellence and a commitment to 
providing the finest products. Now, as consumers 
and retailers are more focused on the sustainability 
of the products and services they buy, Victoria 
Classics is listening. Based on feedback and input 
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from our wholesale customers, we are transforming 
our business in sustainable ways. 

For example, Walmart has asked all of its 
suppliers to log information on the Walmart 
Sustainability Scorecard. When we realized that our 
score was lacking in some places, we went to work 
on improvements and have seen a significant rise in 
our score over the last year. As additional 
customers begin to add sustainability 
elements to their purchasing criteria, we 
are confident in our ability to provide them 
with robust data and innovative ideas.

Suppliers
We rely on contracted supplier factories, 

primarily in China, to manufacture our 
products. We work closely with them to 
ensure that quality, health and safety, 
and environmental standards are met, 
providing support and technical assistance 
when necessary. This year we formalized 
our new vendor evaluation process to 
ensure that we ask the right sustainability 
questions to potential new partners, and 
we created a code of conduct to set out 
explicit expectations from all vendors. We 
believe that these additions will provide 
structure to our supplier engagements 
and look forward to working with vendors in the 
coming year to collect additional data on energy, 
water, and waste.

 

Walmart is one of our 
major customers, so 
naturally we are 
to          our sustainability 

with them. 
Not only are we receiving 
great feedback from our 
Walmart buyers, but we’ve 
also seen our Walmart 
Supplier 
Scorecard 
                 in just the 
last 10 months!

keen
share

rise 66%

progress

numbers
Sustainability



Learning & Planning:
Sustainability in 2010

One of the most important elements of creating 
a truly sustainable organization is not a rapid 
overhaul of operations in order to boast about 
easily gained results, but instead includes a careful 
analysis of opportunities and strategies that truly 
transform the way things work. For Victoria Classics, 
2010 was a year of planning and learning. We 
performed a number of key analyses to help us 
see exactly where we stand, where we can gain 
the most, what we should strive for, and what is 
important to us and our industry. We have taken 
many important steps to set the stage for lasting 
sustainable growth.

Our accomplishments in 2010: 
• Conducted a Green Office Audit at our 
 Edison facility that included employee surveys 
 and recommendations for our sustainability 
 strategy
• Calculated the carbon footprint of our Edison 
 facility 
• Completed a water footprint analysis and 
 waste audit for our Edison facility
• Registered with the Carbon Disclosure 
 Project
• Hosted a packaging workshop to investigate 
 green packaging and discuss research 
 regarding the environmental impact of our 
 current packaging.
• Visited three supplier factories in China 
 to help inform the development of further 
 supplier policies and collaborative, supportive 
 sustainability strategies
• Conducted an energy audit at one of our 
 primary Chinese supplier factories 

4



• Finalized and implemented new sustainable 
 purchasing guidelines, a Vendor Code of 
 Conduct, and vendor evaluation forms 
• Produced this, our first ever sustainability
 report, to document our progress and 
 formalize our goals for 2011. 

For us, 2010 was about benchmarking and 
goal setting. We believe that it is important to be 
deliberate and thorough in order to create effective 
and lasting strategic change. By combing through 
best practices, working with experts, and analyzing 
our operations, we used 2010 to help us set a path 
for sustainable growth. 

alized and implemented new sustainabbllleeee
rchasing guidelines, a Vendor Codeeeeee offffff 

onduct, and vendor evaluation forms 
oduced this, our first ever sustainaaaaaabillllliiiiitttttyyyyy
port, to document our progresssssssssss aaaaaand
malize our goals for 2011.li l 0

us, 2010 was about benchmaaaaarkkkkking and
ng. We believe that it is imporrrrrrttttaaaaaannnnntttttt tttttoooooo be
e and thorough in orddeeeeeerrrrr tttttoooooo ccccrrrrreeeeeeaaaaateeeee effeeeeeecccccctive
ng strategic changeeeee. By combinnnnnggggg through
ctices, working with experts, and aaaaannnnnalyzinnnnngggggg
ations, we used 20111110 ttttttoooooo heeeeelllllpppppp us setttt a path
inable growth.
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Environment
Victoria Classics’ primary focus has always been 

providing top-quality products and excellent service 
to our customers. Prior to 2010, our modest staff 
was working hard to stay focused and keep our 
business strong, and we really hadn’t investigated 
sustainability. As our customers began “greening” 
their own operations, we soon saw that creating 
our own sustainability strategies would keep us in 
step with their needs. We were excited to discover 
that sustainable initiatives did much more for us 
than help us keep customers happy. It has helped 
us find ways to reduce our environmental impact, 
increase efficiency, and engage with our employees. 
For us, sustainability was initially customer driven; 
now we see it as right thing to do for our bottom 
line, our stakeholders, and the environment. 7



Rising energy prices, consumer awareness, 
global climate change, and regulatory pressure 
are slowly pushing companies across industries 
toward more sustainable decision making. Instead 
of waiting for a strong shove, we’ve decided to 
jump ahead and be proactive about our energy 
use and greenhouse gas emission strategies. 

In 2010, our focus was on creating a baseline 
for energy use and greenhouse gas emissions, 
so that going forward we can more effectively 
measure our progress. We evaluated our energy 
use and calculated our baseline carbon footprint. 
This helped us immediately identify our key carbon 
focus areas. 

Victoria Classics’ 
Carbon Footprint
At 4,362 tons of CO

2
 per 

year, our carbon footprint is 
slightly larger than average 
for an organization of our 
type and size. Almost half 
of our carbon emissions 
are a result of energy use 
(utilities). This is due to our 
having to heat, cool, and 
light a large warehouse 
space. The second largest 
contributor to our carbon 
footprint is airline travel (25 
percent, estimated). 

Recent accomplishments
We registered with the Carbon Disclosure 

Project (CDP, see sidebar) to publicly track our 
progress through a standardized, internationally 
recognized methodology. This allows our customers 
to compare our data across their own supply 
chains. Also, immediately after our Green Audit and 

Energy & Climate Change
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Carbon Emissions 

by Category - 2010

Utilities

Other

Air travel

Car commuting

Waste

4,362 Tons CO2 in 2010

48%

13%

25%

3%

12%



carbon footprint calculation, we identified that if we 
could reduce our electricity and natural gas use, 
we could significantly reduce our carbon footprint. 
We commissioned a lighting retrofit 
analysis to help us reduce electricity 
use in our warehouse. 

Next steps
We are taking immediate action 

on the recommendations of the 
lighting retrofit analysis. We have 
ordered a complete lighting retrofit 
of our warehouse which will take 
place in January 2011. We expect 
to save more than 400,000 
kilowatt-hours of electricity through 
this investment, helping reduce our 
energy use by approximately 20 
percent by the end of next year. 

In 2011, we plan to expand 
our carbon calculations to include 
information on the emissions 
associated with our supply chain 
in China as well as a closer look 
at the impacts of our logistics and 
distribution system. We will also set carbon reduction 
goals across all areas of our operations, based on 
our 2010 baseline footprint.

Why disclose with the 

Carbon Disclosure 

Project?

The CDP is an independent not-for-profit 
organization based in the UK. that holds 
the largest database of corporate climate 
change information in the world. Thousands 
of organizations measure and disclose their 
emissions and climate change strategies 
through CDP.  By disclosing with CDP, 
Victoria Classics can publicly report 
emissions and strategies, in order to inform 
customers and other stakeholders about 
our carbon footprint in a transparent, 
recognized, and standardized way. 
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With most of our direct operations located in the 
United States and connected to city water systems, 
it would be easy to take our access to fresh and 
abundant water for granted. However, we recognize 
tracking water use and reducing consumption 
is important. We believe that organizations that 
recognize, identify, and manage their water risks 
will have an advantage over their competitors who 
do not understand their water footprints. 

Recent accomplishments
Because we understand the importance of 

water conservation, we have begun by calculating 
the water footprint at 
our Edison facility using 
the World Business 
Council for Sustainable 
Development (WBCSD) 
Global Water Tool.  As an 
importer and wholesaler 
of goods, rather than a 
manufacturer, Victoria 
Classics’ domestic water 
use is directly tied to the 
number of people we 
employ. We use water 
in employee kitchens 
and bathrooms, as well 
as for cleaning and other 
tasks. In 2009, the facility 
used 53.5 cubic meters 
of water. Wastewater was discharged back into 
the city wastewater treatment system for recycling. 
We were able to reduce our consumption from 
2008, and hope to continue to do so in the future. 

Next steps
After calculating the water footprint for the 

Edison facility, it became apparent that we need 
to calculate water footprint data for our other sites 

Water
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Water Usage 
(in Cubic Meters)

2009

2008

(in Cubic Meters)

20092008

53.5 m362.3 m3



and to incorporate our supply chain. Our Edison 
facility has abundant access to clean water, but 
we need to learn more about the situation at our 
offices in China and at our supplier factories. In 
2011, we will calculate our 2010 water footprint, 
including data from all of our offices, showrooms 
and distribution centers. Additionally, we will look at 
water impact in our supply chain. By refining our 
water footprint data, we will be able to identify any 
water risks and take proactive steps to reduce use 
and increase efficiency.

Like every organization, Victoria Classics has 
trash bins and regular garbage collection for our 
waste. Of course we have recycling bins, too, 
but we didn’t really know what and how much 
we were throwing away or how effective our 
recycling program truly was. A major component 
of sustainability is reducing and eliminating waste, 
so our logical next step was to thoroughly analyze 
our waste stream. 

Waste
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Waste Analysis - 2010

Waste Composition by Weight Current Waste Diversion

Paper & Cardboard

Mixed Recycling

Mixed Waste

Polystyrene

Food
68%

30%

1%

1%

<1%
Recycled

Landfilled

59%

41%



The Story of Lunch

A waste audit can bring immediate focus to 
otherwise disguised problems. For example, 
we found that we were throwing away 45 
pounds of polystyrene each week, almost all 
of which was from coffee cups provided in our 
employee common areas. Additionally, every 
time we found polystyrene during the audit, 
it was usually accompanied by disposable 
plates and utensils. We didn’t realize that all 
of our disposable dishes and flatware posed 
such a problem, as they were spread out in 
trash cans around the entire facility. But, when 
they were all grouped in one big pile during 
the audit, we saw how they added up. By 
purchasing a reusable mug for each employee 
and phasing out polystyrene in our purchasing 
program, expect to reduce our overall facility 
waste by more than two percent. We also 
installed a sink in one of our break rooms to 
encourage dishwashing and are revamping 
our purchasing program to focus on reusable 
dishware.

12

Recent accomplishments
In August we conducted a waste audit of 

our Edison facility. A waste audit is a way to 
quantitatively look at all of the waste generated 
in a given time period to help identify the 
composition and quantity of waste, and assess the 
effectiveness of the existing waste management 
system. Performing a waste audit 
helps identify opportunities for waste 
management improvement. 

Our waste audit made us aware 
of big opportunities to reduce waste. 
Through the audit, we found that 
70 percent of our total waste came 
from the warehouse area and the 
remaining 30 came from from the 
administrative offices.   

In the warehouse area, there 
was a lot of room for improvement, 
particularly in the area of waxy 
paper. We found that this paper 
makes up 22 percent of our paper 
waste and is not recyclable. 

In the office area, we found 
that 12 percent of the waste was 
being diverted for recycling, but 28 
percent was potentially recyclable. 
We discovered that we were 
wasting office supplies without fully 
exhausting them, like the last few 
feet of a roll of packing tape or the 
final pages of a notepad.  We also 
found that we are throwing away an 
average of 38 pounds of post-plate food waste  
per week which can potentially be composted.

After analyzing the results of the waste audit, 
we were able to take some immediate steps to 
reduce waste. With input from our Green Team, 
we found a solution to our disposable dishware 
problem (see sidebar) and installed a new sink in 
our second floor break room to encourage dish 
washing. In the warehouse, we began collecting 



the waste PVC used in our product packaging 
and sending it to a PVC recycler in our area. We 
also collected and recycled more than 550 light 
bulbs.  

In late 2010 the Middlesex County (NJ) 
Environmental Health Department inspected our 
recycling program and compliance level. We 
were found to be in full compliance with county 
regulations. 

Next steps
In 2011, we plan to increase our recycling rates 

from 2010 by setting clear recycling and waste 
reduction goals. Through purchasing changes and 
employee education initiatives, we hope to see 
significant changes when we perform our 2011 
waste audit. We have researched alternatives for 
reducing waste related to the wax coated paper. If 
we can find a recyclable alternative, we can reduce 
our landfill waste dramatically. Alternatively, we 
may be able to identify a recycling or composting 
facility that can handle this type of paper.

Another important environmental issue we face 
is packaging impact. In order to efficiently pack 
and ship our products, as well as keep them clean 
and in pristine condition, we use plastic packaging 
materials such as PVC. While our packaging is 
technically recyclable, the end consumer who buys 
our product off the shelves rarely has the facilities 
to do so through his or her local sanitation district. 

Recent accomplishments
The individual items we sell are bundled and 

shipped in large corrugated cardboard containers 
within our distribution network. We bale and recycle 
these boxes. 

In August, we commissioned a packaging 
workshop to assess the costs and benefits of 
switching from PVC packaging to a more sustainable 

Packaging
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packaging solution – one that produces fewer GHG 
emissions, such as fabric, or one that uses recyclable 
content, such as paper or cardboard.  We discovered 
that we could, in fact, use either of these materials to 
help make our product packaging more sustainable. 
We are currently talking with our customers, including 
Walmart, about the possibility of implementing these 
new packaging strategies in 2011. 

Next steps
We work closely with some of the nation’s 

largest retailers, and we are always striving to 
make it easy for them to seamlessly incorporate 
our products into their distribution network and 
in-store displays. Now that we have identified 
opportunities to implement more sustainable 
packaging solutions, we understand that we must 
work with our suppliers when we decide to make 
major packaging changes. In the coming months, 
we hope to share our ideas regarding fabric and 
recyclable packaging solutions with our customers 
in hopes that we can begin to test and implement 
sustainable packaging alternatives in 2011. 

Victoria Classics products can be found in 
millions of households across North America. Our 
inspired designers develop concepts based on the 
latest home decorating trends, and our product 
development team prepares the designs  for our 
manufacturers. Additionally, we coordinate, on a 
massive scale, the production, ordering, shipping, 
and distribution of our products across the continent 
to some of the nation’s largest retailers. 

As we explore our own environmental impact, 
we realize that we have a comparatively small 
footprint: few employees, only five leased or owned 
facilities, and no manufacturing operations of our 
own. However, we also recognize that it is our 
responsibility to ensure our supply chain is also as 
sustainable as possible. In short, we are only as 
green as the products we sell. 

Working with Suppliers
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Recent accomplishments
We recognize that most of our environmental 

impacts, even though they are not directly 
attributable to Victoria Classics, occur early 
in our supply chain through raw materials, 
manufacture of goods, packaging of products, 
and transportation of products to market. Just as 
we have realized that we need to further analyze 

In July, we commissioned an energy audit at our largest Chinese supplier factory, the 
Shaoxing Fenyong Textiles & Garmets Company (Braveman Facility). This on-site study 
allowed us to verify earlier collected data provided by the facility and to see, in detail, 
the energy use and working conditions at a typical factory within our supply chain. We 
analyzed the facility’s current energy consumption and were able to identify areas for 
energy and emissions reductions. 

At the Braveman factory, the auditors discovered that, through redesigning systems 
such as the hot water heat exchange and HVAC management systems, as well as 
reducing a number of inefficiencies, the facility could decrease its energy use by up 
to 38 percent. We also discovered that these changes can be expensive and time-
consuming to a factory operating on tight margins with limited resources. 

Although we were excited about the potential savings for Braveman, we learned that 
this process of change will take time, resources, and collaboration. Instead of mandating 
that Braveman adopt the recommendations immediately, we were able to present the 
recommendations in a positive and constructive way. 

We used the audit to further develop our engagement strategies for our supplier factory 
network so they are able to move forward with us, rather than have us pushing them 
too quickly at too high a cost. As a result of the audit, we gave a list of prioritized 
recommendations to the Braveman leadership team and will work with them to 
progressively implement these changes. 

Overall, the Braveman audit allowed us to better develop our supplier engagement 
strategies. Through the audit we learned important things about typical Chinese supplier 
factories and their operations, strengths, and shortcomings. With this exercise behind us, 
we can more effectively track energy use at Braveman and our other supplier factories, 
as well as be more constructive with our recommendations.

We hope to help show Braveman, as well as our other supplier factories, that 
sustainability is not only about the environment, but will help them reduce costs, remain 
competitive in a more sustainable marketplace, and meet customer needs.  

SHAOXING FENYONG TEXTILES & GARMENTS CO., LTD

Shanghai, China

Supplier Energy Audit: 
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our own operations by including data from all of 
our own facilities, we have also realized that we 
need to analyze and benchmark the progress 
of our suppliers to help them improve their 
environmental performance. 

In March, we traveled to China to engage our 
Shanghai employees in our sustainability initiatives. 
While in China, we visited three of our Chinese 
supplier factories to collect key sustainability data, 
such as energy use, waste production, and 
water use. Based on the information we gathered 
during this visit we developed a formal procedure 
to collect data from all of our supplier factories, 
developed recommendations for how our suppliers 
can continue tracking their environmental impacts, 
revised our vendor evaluation process, and created 
a set of sustainable purchasing guidelines.

As a result of our supply chain analysis and the 
supplier factory visits we have: 

• Created a Vendor Code of Conduct
• Amended our purchase contract 
 to include an agreement where 
 vendors commit to abide by the new 
 Vendor Code of Conduct
• Instituted a formal evaluation process for 
 supplier factories that includes quality, 
 capacity, environmental, and social 
 performance metrics. 

Next steps
Now that we’ve laid the groundwork for 

collecting and analyzing supplier factory data, we 
will continue to refine our data collecting process 
and engage key suppliers on environmental 
improvement opportunities. In the coming years, we 
will use this data to identify key environmental and 
social issues in our supply chain in order to help our 
supplier factories solve their pressing problems in a 
productive way. 



Social Responsibility

From our beginnings in retail through to 
our wholesale operations today, Victoria 
Classics has been committed to providing 
the highest quality customer service and 
products to our growing customer base. 
We also remain committed to providing our 
employees with a safe work environment 
and competitive wages and benefits. 
Now, we are increasingly engaging with 
our supplier network to help them provide 
their employees with safe and fair working 
conditions. 17



Our success as a company depends on our 
employees’ success and satisfaction. Our goal is to 
provide a working environment where employees 
are safe, involved, and rewarded with competitive 
wage and benefits packages. 

At the end of 2010, Victoria Classics directly 
employed 122 people and an additional 87 contract 
employees who worked on an as-need basis in 
our warehouse facilities.   

We offer a vanpool service for employees who 
live in the New York area and work at our Edison, 
New Jersey, facility. In 2010, approximately 80 

Our Employees

Edison, New Jersey

A new set of policies or a long list of goals will never be followed or reached without 
the commitment of our leadership and the involvement of our employees in the 
decision-making process. Our leadership team is hard at work setting strategic 
sustainability goals, and through our newly formed Green Team, our employees, too, 
have a say in how we are impacting the world around us. 

The Victoria Classics Green Team was formed in June 2010 at our Edison facility. 
The team meets monthly to discuss innovative ways to make our office environment 
and the personal lives of our employees more eco-friendly. The Green Team has 
access to our leadership team to share ideas, garner support, and connect with 
others through all levels of the organization. 

So far, the Green Team has been instrumental in increasing our recycling rate (see 
Waste section), helping reduce excess paper and office supply use, and making the 
switch from disposable dishware to reusable items. The Green Team will continue to 
meet and work together to make changes in the way we do business day-to-day. 
We hope to expand the model to our other facilities in 2011. 

The VC Green Team

Case Study:

18



As a global company, our goal is to bring about 
positive change for workers within our supply 
chain. As a result of our supply chain analysis (see 
Working with Suppliers, page 14) and the supplier 
factory visits, we have developed a Vendor Code 
of Conduct that addresses both environmental and 
social sustainability issues. 

Through our recent site 
visits, we also understand that 
we cannot simply monitor and 
grade our suppliers or deliver 
mandates for them to change. 
We must look at the issues 
within the industry and work 
with our supplier factories to help 
them improve their social and 
environmental performance. 

We are still in the very early 
stages of analyzing our supply 
chain and identifying issues 
related to social and environmental performance. 
Now that we have procedures in place for collecting 
data about our supplier network, in 2011 we will 
work with industry leaders to refine our policies and 
approaches to supply chain issues. 

Our Supplier Factory Workers

Vendor Code of Conduct

Our newly drafted Vendor Code of 
Conduct follows best practices for supply 
chain codes of conduct in our industry. 
We have addressed areas from worker 
compensation to occupational safety and 
health to dormitory life. 

employees used this vanpool instead of commuting 
by car – reducing our carbon emissions related to 
commuting, reducing the number of cars on the 
road, and saving our employees the significant cost 
of traveling back and forth to work each day.
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At Victoria Classics, we are committed to giving 
back to the communities where we do business. In 
2010, we contributed more than $380,000 to various 
charitable organizations, including a significant 
donation to the Cohen Brothers Foundation, a 
foundation endowed by Victoria Classics’ founders, 
the Cohen family. In turn, the foundation distributed 
more than $445,000 in 2010. 

Through these giving programs, Victoria Classics 
and the Cohen Brothers Foundation supported 
more than 100 organizations and projects in 2010.  
Some of these include:  

• A gift to The Head Injury Association, 
 an organization committed to increasing 
 public awareness of traumatic brain injury 
 and its consequences. The Head Injury 
 Association helps connect individuals who 
 have suffered a traumatic brain injury to 
 treatment and therapy solutions to help them 
 adjust, cope, and thrive.

• A gift to Memorial Sloan-Kettering Cancer 
 Center, one of the world’s premier cancer 
 centers, leading in the areas of cancer 
 research, patient care, and physician 
 education. 

• A gift to Friends of the Israel Defense Forces, 
 an organization supporting educational,
 social, cultural, and recreational programs
 and facilities for the men and women in the
 Israeli armed forces. The FIDF also supports 
 families of fallen Israeli soldiers. 

• A gift to Tomorrow a Child, an organization 
 helping families suffering from infertility issues 
 pay for medical treatment and medications 
 so they can successfully conceive a child of 
 their own. 
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