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This document includes highlights from Victoria 
Classics’ third year of sustainability reporting. In this 

update, you will read about the progress we have made 
against our energy, water, and waste reduction goals 
at our domestic operations. We are also working with 
our major suppliers in China to identify and manage 

sustainability impacts in our supply chain.

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 2012 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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Key Facts & Figures
2012 PerformanceGoal

From 2011 to 2012, we 
reduced Scope 2 emissions by 
35%.

Carbon 
Footprint

Reduce Scope 2 emissions 
15% over 3 years (from 
2012 baseline)

Water use increased by 16% 
due to increase production. 
We will further engage 
factories in 2012-2013.

Water Reduce water by 5% by 
2015 (baseline 2010)

Waste and 
recycling

Our goal is to reduce 
office-based solid waste by 
15% over the next 5 years 
(by 2016) against our 2011 
baseline of 35.5 tons.

Our office-based waste grew 
45% from 2011 to 2012, as a 
result of increased production 
and changes in operations. We 
will focus on waste reduction 
in 2013 as our primary 
sustainability goal.
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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

Victoria Classics’ Mission 
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.

Victoria Classics’ Guiding Values 
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.
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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. 
Each year we conduct a Green Audit to identify ways 
to engage employees in our sustainability programs. 
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 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 
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last three years. 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. In 2010 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. In 2011, we 
began to collect sustainability data from our 
key suppliers in areas of energy, waste, and 
water. Over the last two years, our work, our 
work has focused on developing more robust 
data collection systems, and better ways to 
communicate the results back to them. We 
believe that these additions will provide 
structure to our supplier engagements and 
look forward to working with vendors in the 
coming year.

Walmart is one of 

our major customers, 

so naturally we are 

keen to share 
our progress 

sustainability with them. 
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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.
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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 
carbon footprint for our 2009 operations. This helped 
us immediately identify our key carbon focus areas. 

In 2011, we implemented a new carbon accounting 
software platform that allowed us to more accurately 
calculate our carbon emissions. This change in 
methodology generated robust emissions data covering 
our US operations, our Chinese sales office, and five key 
contract manufacturers in China. As a result, we have 
used the 2010 carbon footprint results as the baseline 
against which we will measure future progress.

In 2012, Victoria Classics completed its third annual 
carbon footprint, using our sustainability software 
for the second year in a row. This year, the company 
increased the coverage of its supply chain emissions to 

Energy & Climate Change

Emissions Categories
Owned/Leased and Operated Supply Chain (first tier suppliers)

Facilities •	 Administrative Headquarters (US)
•	 Warehouse Facilities (US)                          
•	 Shanghai Office (China)

•	 Six Contract Manufacturers (China)

Scope 1 •	 Natural Gas
•	 Propane/LPG
•	 Refrigerant Gas Loss

•	 Not applicable

Scope 2 •	 Electricity •	 Not applicable

Scope 3 •	 Employee Commuting
•	 Business Travel (transit & hotel)
•	 Waste (landfill & recycled)

•	 Supplier Electricity
•	 Supplier Natural Gas
•	 Supplier Coal
•	 Supplier Town Gas
•	 Supplier Propane/LPG
•	 Supplier Business Travel
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cover six contract manufacturers 
in China. The assessment included 
the emissions categories as shown 
in the table on the previous page.

The results show that Victoria 
Classics has substantially decreased 
(by 35%) emissions related to 
Scope 2 purchased electricity 
(far exceeding its goal of a 15% 
reduction). Scope 1 emissions have 
modestly increased, primarily due 
to infrequent “topping up” of 
refrigerant gas and not because 
of any behavior change. Scope 3 
emissions have also decreased, 
although this data is not as robust 
due to changes in data collection 
scope and emissions allocation 
in the supply chain. A snapshot of the year-on-year 
progress is shown in the chart to the right.

Recent accomplishments
We continue to report to the Carbon 

Disclosure Project to publicly track 
our progress through a standardized, 
internationally recognized methodology. 
This allows our customers to compare our 
data across their own supply chains. We 
have also made great strides to implement 
a new lighting retrofit in our warehouse. 
This retrofit is expected to be completed 
in 2013.

Next steps
Victoria Classics will continue to 

monitor its emissions in the coming 
year to identify whether it can maintain 
(or continue to improve) its electricity 
reductions. 
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CHAIN ANALYSIS 
We continue to work with our contract 
manufacturers to increase their 
awareness and effective management of 
energy use. 

We began pilot tests in 2010, and 
in 2011 provided funding for energy 
assessments at five of our key contract 
manufacturers in China. These audits 
provided insight into where electricity, 
natural gas, coal, and other fuels were 
used in the facilities’ operations. In 
2012, we continued to gather data and 
monitor energy reduction efforts.
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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. 

Victoria Classics uses the Global Water Tool 
developed by the World Business Council for Sustainable 
Development (WBCSD). In March 2012, the company 
completed its third annual water footprint. 

Once again, the analysis included water use for 
five of the company’s contract manufacturers in China. 
The results show that more than 99% of water use 
comes from contract manufacturing, with less than 1% 
of water use occurring at the company’s 
facilities in Edison, New Jersey.

Victoria Classics’ continues to seek 
ways to reduce water use at its contract 
manufacturing sites. The company has 
set a modest goal to reduce water by 
5% by 2015 (baseline 2010).

Recent accomplishments
Because the vast majority of Victoria 

Classics water footprint comes from its 
supply chain, the company has reached 
out to key contract manufacturing 
facilities in China to discuss water 
reduction opportunities and challenges. 
Identified suppliers were provided 
with a guide called Every Last Drop: Water and the 
Sustainable Business. They were also asked to share 
ideas and feedback on water management issues. 

Next steps
Victoria Classics will continue to engage with selected 

suppliers on issues regarding water management. We 
will also continue to monitor water use in our domestic 
facilities.

Water

Water Usage (m3)

2009 53.5 N/A

2010 63 29,654

2011 57 34,329

Owned/Leased
& Operated

Supply Chain
(first tier suppliers)
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A major component of sustainability is reducing and 
eliminating waste. As part of our sustainability 
efforts, we conduct an annual waste audits to 
analyze our waste stream and identify areas 
where we can reduce or eliminate waste.

Recent accomplishments
In August 2012, we conducted waste 

audits 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 generation fluctuates from year 
to year, primarily driven by the amount of 
baled cardboard sent for recycling. This, in 
turn, is driven by production cycles. Overall 
waste decreased from 2011 to 2012, with 
approximately 68% of total waste diverted 
from landfill.

We also keep an eye on office-based waste, 
that is, waste that we collect from garbage 
cans and recycling bins around our facilities. 
Office-based waste grew in 2012, and our goal 
for 2013 is to find additional ways to minimize 
office waste. 

Next steps
Our goal is to reduce office-based solid 

waste by 15% over the next 5 years (by 2016) 
against our 2011 baseline of 35.5 tons. We 
will do this through employee awareness and 
engagement activities, as well as by investigating 
new options for product substitution.

In particular, we continue to be challenged by waxy 
paper left over from packing labels, which makes up a 
significant component (17%) of our office-based waste 
profile. Despite significant efforts over several years, 
the facility staff has been unable to find a waste hauler 
able to recycle this material or an alternate product that 
meets customer needs. 

Waste
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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. 
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Our Employees
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.

Additionally, we offer a vanpool service for 
employees who live in the New York area and work 
at our Edison, New Jersey, facility. In 2012, 108 
employees took advantage of our 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.

Our Communities
In 2012, Victoria Classics donated more than half a 

million dollars to charitable causes. The largest recipient 
is the Cohen Brothers Foundation, which distributes 
grant money to a variety of charities, including:

•	 Head Injury Foundation, Inc. was established 
in 2010 by the Head Injury Association. The 
purpose of Head Injury Foundation, is to 
raise funds to sustain and support the quality 
programs and services offered to Traumatic 
Brain Injury (TBI) Survivors in care of the Head 
Injury Association.

•	 Memorial Sloan-Kettering Cancer Center, 
one of the world’s premier cancer centers, 
is committed to exceptional patient care, 
leading-edge research, and superb educational 
programs. Its education programs train future 
physicians and scientists, and the knowledge 
and experience they gain has an impact on 
cancer treatment and the biomedical research 
agenda around the world.


