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Untouched World™ finds its whole philosophy in a symbol representing a Maori 
kite; the emblem of an ideal relationship between people and nature. The 
kite is the outcome of an art involving natural materials and human skills. 
It symbolises a soaring freedom of the spirit. Cultures the world over 

have deep and intimate relationships with kites. According to many 
Maori tribal legends, kites in the shape of birds were used as an 

intermediary step between people and the gods. Specially 
made kites were used to prophesy the future and 

omens were read from the kite’s movement 
in the air currents.

Copyright © Snowy Peak Ltd.

The publication is protected by copyright. No part may be reproduced by any process 
other than for the purpose of and subject to the provisions of the Copyright Act. 

Author’s Note:

This Sustainability Statement is the result of a 
considerable period of focused work, exploring the key 
sustainability issues which make up this detailed profile 
of Untouched World™. It is at one level a snapshot in time, 
but also a template for continual improvement across the 
business and its relationship with key stakeholders. 

I would like to thank all who have contributed to this 
report, in particular Founder/CEO Peri Drysdale, for 
enabling these insights to be drawn. We look forward to 
further feedback from readers. I would also like to thank 
those peers in the sustainability field who have already 
shared their views in the front of this document. 

Dr Barry Law 
The Sustainability Company
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Untouched World™ is New Zealand’s 
premium lifestyle brand.
We are here to create exquisite lifestyle clothing, 
accessories and homeware, to deliver top-notch service 
and quality, and to do it all sustainably.

We are here to make, and ideally also inspire, positive 
change step by step, in the way we interact with planet 
earth and its people. 

We are here to bring a smile, touch the soul, and 
revitalise the spirit.

About 
Untouched 
World™
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The governance, leadership and management 
at Untouched World™ is viewed equally both as a 
reporting structure and as an interconnecting structure 
that relies on everybody functioning as a team. This 
approach encourages innovation, responsibility and 
accountability. It also encourages individuals and 
teams to communicate and work together, rather than 
in isolated units. Keeping the structure intact requires 
constant maintenance from everyone. Understanding 
and implementing sustainable practice has helped 
the business align management structures to model a 
connected approach to managing the business.

Governance, 
leadership and 
management 
accountability
How we function

Untouched World™
Design & Marketing

Production  
& Sourcing

Wholesale 
Sales

Merinomink™ 
Design & Marketing

Board

CEO

Finance
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The major issue we see for business is the tension that exists from producing goods for 
profit, growth and expansion at the expense of our environment and our people. We ask 
ourselves, what would it take for business profit, growth and expansion to leave our planet, 

the space around our planet, and its people, in a better state than before?

At Untouched World™ we are working hard to design the business to place emphasis on an 
approach that seeks to holistically leave things in a better way. This means we need to take 

careful consideration of the whole life cycle of our products and what we do.

After all, if we all carry on the way we are headed on this planet,  
on our current trajectory, no one wins.

What keeps us  
awake at night, and  

what gets us out of bed 
every morning?
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Sustainability is just that – the ability to sustain. In fact our 
planet doesn’t need us, it will survive no matter what we do 
to it. But how we treat our planet today has a direct impact on 
its ability to sustain the life and living on board the planet now, 
and for future generations.

At Untouched World™, our raison d’être in business is to provide a platform for the human 
spirit to grow to its full potential; a platform based on environmental, social and cultural 
responsibility that works beyond compliance to achieve our economic outcomes.

Our approach focuses on the environment as the bedrock of business, and views 
ecological limits as a long term barrier toward economic growth. The underlying message 
is “one must look after the environment to ensure social and economic benefits.” That said, 
everything on and around this planet and beyond is interwoven and we are constantly 
working to better understand the interconnected nature of our environmental, social/cultural 
and economic systems to inform our comprehensive business model.

As we’ve touched on already, the major issue we see for business is the tension that exists 
between producing goods for profit, growth and expansion now, often at the expense of 
the future. While it is not easy, and there is no straightforward answers in a lot of cases, 
more sustainable solutions need to be considered and evaluated over the full life cycle 
of products and services. These should be constantly reviewed as new research and 
information comes to light. While this can be painstaking, it is also rewarding and satisfying 
to produce products with the knowledge that they have a layered benefit to the community 
and the environment. Here at Untouched World™ our people are working hard to design 
the business so an integrated futures approach to sustainability is as much a natural part of 
process and thinking as financial analysis and the bottom line are.

What is the real bottom 
line for us? Why is 
sustainable practice 
important to us?
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1981 The establishment of Snowy Peak Ltd as a cottage industry with 10 
outworkers, knitters using natural fibres grown and made in New 
Zealand.

1984 500 outworkers, working with a number of local natural fibres 
including New Zealand mohair and New Zealand cashmere.

1985 Bought state of the art computerised knitting machine from  
Japan, moved business into leased premises, gradually brought 
production in house.

1992 Knitted first garment ever in possum blended with wool.  
First new natural fibre in yarn for knitwear for over 200 years.

1995 Untouched World™ by Snowy Peak Biogrow Certified Organic 
Wool Collection launched, sold in New Zealand and Japan.

1996 Launched Merinomink™ after four years research overcoming 
quality issues associated with a possum fibre as a recovered 
material. Much of this technical research and development done 
in Japan.

1998 Launched Untouched World™ as a broader, more extensive  
New Zealand lifestyle brand. Opened first retail and Native 
Garden Café concept.

1998 Research and Development work for Untouched World™ 
Foundation (UWF) – the goal being to coalesce stakeholders 
around the philosophy of the business, and to make the 
most difference we could beyond the reach of the company 
operations.

2000 Established UWF Board.

2000 Whole staff from supervisor level up engaged in thinking around; 
‘What does being a sustainable business mean for us? What are 
our aspirations for the business?’

2000 Hosted Paul Hawken and Ray Anderson at Untouched World™. 
Subsequently invited to join the Redesigning Resources Group 
of eight organisations in New Zealand and Australia, working 
together to pioneer a pathway for organisations to work on a 
sustainable basis.

2000 A senior employee from Landcare Research, and a member of 
the Redesigning Resources group worked with us in the company 
one day a week to help overcome barriers and provide tools 
to assist the business in becoming a Sustainable Company; in 
turn he gained insights into the real life challenges of being a 
sustainable enterprise.

2002 First sustainability report published.

2002 First UWF programme at Blumine Island, Marlborough Sounds.

2004 Joined organic exchange, CEO and Head Designer attended 
Organic Exchange conference.

2004 Introduced patented mechanically processed bamboo fabric.

2005 Launched Certified Organic Cotton Collection. 

2005 Ruapehu Kiwi Forever UWF programme established.

2006 Launched Certified Organic Merino Mountainsilk™ Collection.

2007 UWF executive Mark Prain worked with United Nations on 
sustainable business policy development.

2007 Peri Drysdale and Dr Barry Law asked to present Untouched 
World™ and UWF as one of 12 global exemplars of sustainable 
practice in business at United Nations convened meeting in Bonn.

2008 Peri Drysdale presented/exhibited Untouched World™ at World 
Mid-Decade Sustainability Conference in Bonn.

2008 Leading practitioner and thinker Dr Barry Law appointed as 
dedicated sustainability adviser to guide business practice.

2008 Peri Drysdale attended Clinton Global Initiative, personal 
invitation from President Clinton.

2009 Signed partnership agreement with Clinton Global Initiative.

2009 Blumine Island project achieves predator free status. 

2010 Okarito Kiwi Forever UWF programme established.

2010 Three pairs of Kiwi from Okarito programme released on Blumine 
Island by Minister of Conservation, Kate Wilkinson and UWF chair 
(Peri Drysdale) accompanied by two alumni from the Blumine 
programmes.  
A great outcome after eight years of work on the island.

2011 Clinton Global Initiative Water Wise partnership programme 
pilot runs successfully in MacKenzie Country, South Island, New 
Zealand.

2012 ProjectU™ not-for-profit “Everyone can make a difference” product 
line established. 100% of profits to Untouched World™ Foundation. 
Tees made in India in a social enterprise by women trained in 
sewing skills to free them from sexual slavery.

2013 A kiwi chick is born on Blumine Island to kiwis, who until put on 
the Island, were not breeding.

2013 Second UWF & Clinton Global Initiative partnership project  
pilot successfully run, this one based on water and the Canterbury  
earthquake recovery. For the first time nominations from around the 
country were invited.

2014 Collaboration with Otago Polytech in designing garment recycle 
bins for retail stores fitting in with brand aesthetic. Bins installed 
in store.

2014 Five UWF programmes now running.

2015 10 year anniversary of Ruapehu Kiwi Recovery Programme held 
on Ngāti Rangi Marae. Attended by Department of Conservation, 
Maori elders, Forest and Bird, media, alumni from the programme, 
UWF Chair Peri Drysdale, and UWF Executive Mark Prain. 

2015 Untouched World™ invited to be Member of the Partner Networks 
of the UNESCO Global Action Programme (GAP) on Education for 
Sustainable Development. CEO/UWF Chair Peri Drysdale and Dr 
Barry Law travel to Paris to assist with the set up of GAP.

2016 UWF recognised on UNESCO website as one of three global 
exemplars on ESD (Education for Sustainable Development)  
for youth.

2017 Untouched World™ attended UNESCO GAP development meeting 
in Ottawa. Piloting partnership with Mahatma Gandhi institute to 
expand UWF programmes to India and beyond.

Time frame

Our journey towards being a sustainable business started when the parent 
company of Untouched World™, Snowy Peak Ltd, was established in 1981. Back 
then, as she does now, founder and CEO Peri Drysdale saw business as a vehicle 
to bring holistic prosperity to all stakeholders, present and future, including the 
local and global community. Peri wasn’t interested in building a business that was 
one dimensional, concerned only with financial outcomes. She knew that she 
couldn’t work towards a goal that wasn’t for the benefit of all.

The journey to create Peri’s business vision is ongoing. The vision includes 
creating enduring designer products and services that have the most positive 
impact possible on the planet and its people directly and indirectly through the 
Untouched World™ Foundation. 

In 2012 Sustainability Director Dr Barry Law introduced an online system to 
record and collate our sustainable practice process and outcomes. This allows 
us to access, record, measure and review our sustainable practice activity and 
performance against our core strategic goals and aspirations.

We have full life cycle analyses driving our design and development teams and 
supply chain process. This is helping us make the most positive impact we can on 
the environment and the people involved in creating our products, and to manage 
future risk. Sustainable practice is part of the DNA of the company and is a key 
objective in all business activity.

The journey continues.  
What we have done?
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How we approach 
sustainable practice

Our aspiration is to ensure that we consider the environmental, social/cultural and 
economic impacts of our actions and how they affect all stakeholders on the planet. 
Our overarching sustainability aspirations align directly with our strategic business 
goals and objectives. 

See page 18–19 to highlight the integrated nature of how we see sustainable practice 
in our business model. 

This includes:

• Designing to reduce our ecological footprint. 

• Minimising overall energy use and working toward the use of clean 
renewable energy.

• Avoiding the overharvest and contamination of natural resources.

• Ensuring that the business and our supply chain process directly and 
indirectly has positive impacts socially, culturally, environmentally 
and economically for all stakeholders.

• Living our values through our behaviours.

• Leading our sector as a responsible and sustainable organisation.
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What drives 
our practice
Business Excellence 
& Sustainable Practice 
built into our DNA.

Our Culture 

Consolidate the values 
that underpin our high 
performance and reputation

Bring to market inspiring, 
high quality, innovative 
products imbued with brand 
spirit and design flair

Achieve overall the highest 
levels of environmental  
practice possible

Achieve the highest levels 
of social responsibility in  
our practice

Be a financially sustainable 
and resilient business

•  Constantly reinforce 
positive staff and 
stakeholder behaviours 

•  Live our values through  
our behaviour

•  Understand and keep 
abreast of future drivers 
of change

•  To know how much we 
are on or off target, for 
our design and  
production process 
aspirations to be met, 
along with our aspirations 
for our digital and in-store 
retail experiences

•  Reduce our overall 
environmental impact 

•  Continue the lifecycle 
analyses of our supply 
chain products to 
understand our impact 
and inform our practice

•  Encourage feedback, 
ideas and initiatives 

•  Increase collaboration 
with suppliers and other 
‘green’ businesses to 
ensure high ethical and 
responsible business 
practice

•  Constantly review and 
anticipate market trends 

•  Continue supply chain 
review and efficiency

•  Maximise the utilisation 
of our tangible and 
intangible assets

•  Provide time for each 
team within the business 
to identify the behaviours 
they think reinforce our 
values.

•  Culture survey completed 
annually

•  Biannually update our 
sustainability reporting

• Design for sustainability
•  Check lifecycle analyses 

of product range to see 
how well we have done

•  Gather data on product 
performance

•  Monitor and capture  
from invoice our energy, 
water, gas, waste to 
landfill, recycled and 
recovered material, fuel 
and paper use

•  Track and register yarn, 
fabric and major raw 
materials entering the 
business

•  Support and encourage 
personal, technical and 
leadership development.

•  Continue to source 
suppliers who meet 
Untouched World™ goals 
and aspirations 

•  Support Untouched 
World™ Foundation 
leadership programmes 
each year

•  Further embed ‘lean’ 
business approach 

•  Achieve further 
efficiencies in our supply 
chain process 

•  Improve our market 
communication around 
brand and sustainability

•  1% of revenue for 
Untouched World™ 
Foundation

3. Good Health and well-
being (internal for all  
UW staff.)

10. Reduced Inequalities 
(Equal opportunity for 
all – race, gender, age, 
disability, social status)

9. Industry innovation and 
infrastructure

4. Quality Education (High 
quality leadership 
programmes for youth – 
connected with UNESCO 
GAP)

12. Responsible consumption 
and production (impact on 
the environment)

6. Clean water and 
sanitation (linked also  
to UWF work)

7. Affordable and clean 
energy

14. Life below water 
(promoting water quality, 
use and availability)

10. Reduced Inequalities 
(Equal opportunity for  
all staff)

3. Good health and well 
being – promoted  
with staff

17. Partnerships for the ESD 
goals (Business and 
Foundation)

12. Responsible 
consumption and 
production.  
(UW purchasing policy)

8. Decent work and 
economic growth (Fair 
Trade and sustainable 
growth promoted)

Directions

Needs

Actions

UNESCO  
ESD Goals  
Alignment
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Aspirations, KPI’s & outcomesBring to the 
market highly 
desirable products
Bring to market inspiring, high quality, 
innovative products imbued with brand 
spirit and design flair.

This driver includes: 

• Developing products and services that are absolutely 
the most sustainable they can practically be, while first 
and foremost meeting our customer needs and desires.

• Completing in-house life cycle analysis of each product 
at the beginning of the design process to ensure broad 
sustainability aspirations are met.

• Ensuring our production process models our 
sustainability KPI’s.

• Designing products to help connect customers’ thinking 
with our sustainable practice aspirations.

• Review our work against the Higg Index to assess how 
we benchmark internationally.

• Further develop and extend the provensnce and due 
diligence register for fabric and yarn.

Aspirations and KPI’s Outcome Achieved

Designers to design for sustainability and complete 
lifecycle analysis for all garment categories.

16 in-house lifecycle diagrams that follow the 
pathway of our core fabric and yarn have been 
completed. The life cycle process is used to 
ensure designers align fabric and yarn choice with 
Untouched World’s sustainability aspirations.

Test four major product categories against the 
international Higg Index each year to benchmark 
ourselves globally.

Two products tested until Higgs index revamped. 
Higgs Index back online in Nov 2017 and a further 
two products will be tested

Transparency – provide at least five different in-store 
lifecycle diagrams at any one time to demonstrate 
our process to customers.

Five simplified lifecycle diagrams for public display 
have been produced and placed in retail stores. 

Maintain a high level of craftsmanship and  
reduce yarn waste to below 1.5% of purchased  
yarn per year.

Yarn waste reduced to an average of 1%,  
down from 9% in 2009.

Recover 98% of our trademark Mountainsilk™ Merino 
fabric and all jersey fabrics that don’t end up in 
product, and record recovered fabric weights on our 
online environmental management tool.

98% of all waste cut and sew jersey fabric is 
recovered through Textile Recovery, on average 100 
kilo’s diverted from landfill a month.

Collate online feedback that addresses both the 
positive responses and the opportunities to improve 
UW products and service.

Feedback received online is collated. A ratio of 
four positive responses (that stood out) to one 
improvement response were collated, covering 
service styles, sizing and colour.

Education for our customers on minimising the 
environmental impact during the garment life.

Laundering instructions regarding water use and, 
where relevant, using a green dry cleaner are on 
an increasing number of garment tags. This will be 
reviewed and updated when labels and garment 
tags are redesigned.

Gathering evidence on product performance Mending rates, retail and online feedback is 
recorded to further influence product development
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Our design and 
lifecycle analysis
Our in-store lifecycle review

Our design and 
lifecycle analysis
Our lifecycle review process

Design
We’re into fashion not fads, so design our garments to 
be enduring and timeless.

Our fabrics & fibres
In making our garments we only use sustainable 
materials that are natural, upcycled or recycled.

No nasties
We refuse to use toxic and harmful chemicals or dyes 
in making our garments.

Easy care
Our garments are created to be easy care for so you 
can do more living and less washing.

Less is more
Our garments multi-task and dress up or down 
effortlessly, so you’ll need less in your wardrobe.

Made to last 
We’re renowned for our high quality and want it to 
stay that way.
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Future  
steps & actions

• Complete Higg Index analysis of major Untouched World™ 
products to benchmark globally.

• Explore the feasibility of putting a sustainability score on 
each product, to increase transparency, so customers can 
make choices by garment type.

• Communicate our provenance and sustainability on our 
website in greater depth and clarity. 
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Achieve overall 
the highest levels 
of environmental 
practice possible 
This goal means:

 ⊲ Reduce environmental impact in business process, supply 
chain, product life cycle, and maximise environmental 
renewal at all levels in the business.

Aspirations and KPI’s Outcome Achieved

Design products for efficient use of materials; 
make good choice of elemental materials, 
use ecological, environmentally benign 
materials and processing.

Life cycle of all major style/fabric/yarn types completed and online to identify 
end of life options. Designers have considered laundering impact, quality, fit-for-
purpose, wardrobe/style longevity.

Avoid overharvesting and contamination 
of all natural resources, harvest natural 
resources at a pace they can regenerate.

• 22% reduction on purchased paper (reams) since 2010 through more efficient 
use of paper across the business.

Roydvale Production Operation 

Business operations designed to use less 
energy. Reduce gas use by a further 5% in 
2013, reduce diesel heating use by 90%. 

Monitor new heating and cooling system.

Reduced washing machine cycle, remove 
small fan heaters under desks. 

• 15.58% saving in gas use since 2010 figures. 

• 4.6% (net saving in KWH) in electricity at Roydvale factory between 2012 
and 2013, in spite of all diesel heating being removed and the move to 
electric heating. Further reductions in electricity achieved in 2016 upgrade 
of metering, more efficient machines and staggered start-up of machines to 
reduce electricity spike aligned with pricing. Reduction of approximately 5%.

• All small heaters removed and washing machine cycle reduced by 50%

Roydvale Production and Retail data 

Monitor water use annually: reduce water in 
washing process 

Reduce overall water use in business by 10%.

• On-going water monitoring to check for water leaks due to earthquake 
damage occurs monthly, 2015-17, to ensure we address water leaks quickly. 

• Water efficiency improved across the business – redesigned bathrooms and 
general water use contributed to a further 4% reduction in 2016-17

Reduce Envirowaste Blue Skip to landfill by 
20% to achieve a figure of less than 2 tonne 
to landfill annually.

• 2009 – 7.06 tonnes to landfill, 2010 – 2.6 tonnes to landfill.

• May 2013 to April 2014: 1.74 tonnes to landfill. Reduction of 31% on 2010 
figures.

• 75.35% reduction in waste since 2009 (based on May 2015 figures) due 
to behaviour change. 2016 waste increased due to factory changes and 
cleaning out old plant and materials, this doubled to 4 tonnes. 2017 Data has 
not yet been collated.

Increase the range of recovered materials 
across the business. 

Establish specific Envirowaste metrics in 
2017-18 for cardboard, paper, e-cycle, plastic/
shrinkwrap. Demonstrate we can recover 
twice the weight that we send to landfil. 

Reuse all large Starflex laminated banners 
and turn them into suit bags for clothing 
photoshoots.

•  Types of recovered materials have increased and include metal, wood, 
cardboard, paper, plastic shrink wrap, plastic bags.

• Cardboard – 3– 4 tonnes recovered per year.

• Wool recovery – 1.340 tonnes on average per year. Recovered through 
textile recovery. 

• 3 x 250 litre bins of plastic and shrink-wrap are recovered on average per 
month.

• 4.25 green wheelie bins of paper (size 660 litre) recovered on average per 
month. Note: Not every bin is full with paper at pick-up. Average bin weight is 
90 Kg's x 52 movements equalling 4.650 tonnes recovered.

In 2009 49% of waste to landfill was textiles 
that could not be recovered. Reduce textile 
waste to landfill by 80% by 2018.

Knitting machine production rate is using (average) 98–99% of purchased wool 
per month with remaining 1–2% recovered. 

Set up online systems for measuring 
environmental footprint data against 
an annually agreed matrix of business 
output units, working with most consumed 
resources first.

Online measurement from invoice of all electricity, water, gas, fuel, paper, waste 
to landfill and recovered materials completed.

Aspirations, KPI’s & outcomes
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Future  
steps & actions
• Refine and review suppliers code of practice and update 

supplier review questionnaire.

• Work with our suppliers to encourage them to provide more 
detailed information regarding product origin, production 
process, and appropriate third party certification.

• Continue to review our own measure to manage  
environmental impact data, and seek ways to further  
reduce our footprint.
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Achieve the highest levels 
of social responsibility in  
our practice
This goal means:

• To be responsible and transparent in our business activity that benefits our 
staff, clients, suppliers and society (transparency as far as is commercially 
sound and sensible).

• To ensure our values transfer to lived behaviours and this alignment 
defines our workplace culture.

Aspirations and KPI’s Outcome Achieved

To engage, define, communicate and operate by a simple 
living, breathing code of business principles and practice 
throughout the business. By December 2013.

Completed December 2013.

Ongoing.

To complete a values behaviour alignment process to  
ensure we live our values and define our own culture. 

Revised and included in Staff Social Survey 2017.

Redefined our values with clear value descriptions.

Values reviewed and assessed in 2017 Social Survey

Establish a sustainable practice team to guide, implement 
and embed further a culture and work environment that is 
based on sustainable practice. 

Sustainable practice team has been established covering four key 
areas of the business with responsibilities to ensure a range of 
sustainable practice KPI’s are met and addressed.

To give our people the maximum possible opportunity for 
personal growth and development, and facilitate each to 
deliver to their capacity to the business.

Company has a policy of promoting from within; supervisory and 
skill development courses including technical skills training in Japan, 
comprehensive annual reviews to identify underutilised personal skills 
and capacity along with development areas. 

To make work fun, a grand journey (we are a long time at 
work). Hold three staff social events and two community 
social events each year to reinforce our values and 
communicate our brand and culture.

Whole staff “cook off”, shared lunches and breakfasts are regularly 
held at UW during the year with staff and the Foundation Board

Alumni from the leadership programmes where hosted at the 
Biannual UW awards Dinner, 2016; 

Untouched World™ personnel attended the Untouched World™  
Leadership programme presentations, October 2016, December 
2016, March 2017, May 2017 .

Define and clarify Untouched World™ employee job 
descriptions and roles annually.

Complete our third snapshot survey of Untouched World™ 
& Snowy Peak staff to check on; what is going well, how 
my job contributes to the business and what difference 
am I making. By Oct 2017.

Ongoing. 

Completed.

Through the Untouched World™ Foundation create 
leadership opportunities each year for 80–100 secondary 
school students, 15 beginning teachers/outdoor  
recreation students, and 15 teachers who are interested  
in sustainable practice.

Through the UWF during the last 15 years we have provided 
leadership opportunities for 1300 secondary school students, 150 
teachers and over 200 tertiary students.

Review another eight suppliers to ensure sustainable  
practice alignment.

Five additional supplier reviews were completed in 2017.

Aspirations, KPI’s & outcomes
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Data sets workplace profile

Workplace Profile Culture

Gender

NZ European

NZ Maori

Australian

South African

British UK

South American - Brazilian

Asian - Cambodian

- Indian

- Korean

- Phillipines

- Indonesian

- Chinese

Japanese

Pacific Islands

European - Belgium

- Dutch

- German

83% Female

17% Male

Full-time Permanent

Part-time Permanent

Casual

68%

17%

15%
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Values and 
behaviour change
Untouched World™ works through a process of aligning 
core business values with identified behaviours to help 
influence and inform workplace culture.

Values for sustainability

Core Values

Value Description of intention

Doing the right thing • Includes: candour, respect, being accountable, self-honesty to admit when we are wrong and 
having the courage to change. 

Personal excellence • Being the best we can and doing the best we can. 

• Taking pride in our work by continually looking at ways for  
self-improvement to develop our capability.

Reliable and accurate data • Back up feedback with meaningful and accurate data when informing business decisions.

Consideration for people 
and planet

• Preserving and maintaining the natural environment.

• Facilitating the human spirit to grow to its full potential.

• Being a positive force for change in our community for the future. 

Teamwork/Collaboration • We recognise and support the range of skills and experience required to achieve our business 
goals and objectives. 

• We establish collaborative internal relationships and cooperative external relationships with our 
supply chain and customers to function at our optimal best. 

COMMITMENT 
TO DO THE 

RIGHT THING

• INTEGRITY 

• CANDOUR

• RESPECT

• BEING ACCOUNTABLE

• HONESTY TO ADMIT 
WHEN WE ARE WRONG

• HAVE THE COURAGE  
TO CHANGE

We encourage staff to give honest feedback that will 
improve company performance. We do so without 

personal attacks on people. 

The same rules apply to everyone. It doesn’t matter 
what position you have in the business. 

Core Value #1

“WITHOUT INTEGRITY IT IS DIFFICULT TO DO 
THE RIGHT THING”

PERSONAL
EXCELLENCE

• BEING THE BEST WE CAN  •  DOING THE BEST WE CAN

• ALWAYS LOOKING FOR SELF-IMPROVEMENT

• WE HELP EACH OTHER OUT IF THERE IS A PROBLEM  

• TAKING PRIDE IN OUR WORK AS A TEAM

We want to see people being rewarded for 
reaching specific goals or benchmarks they have set 

themselves in partnership with the company. 

We support one another to ensure we work  
well together.

“WE ACTIVELY SEEK AND VALUE EXCELLENCE 
IN EACH OTHER AND TEAMS WITHIN 

UNTOUCHED WORLD”

Core Value #2

RELIABLE AND  
ACCURATE 

DATA

• BACK UP FEEDBACK WITH ACCURATE DATA WHEN 

MAKING BUSINESS DECISIONS

• USE RELIABLE DATA FROM THE MARKET

• REVIEW EQUIPMENT, TECHNIQUES

We communicate ideas and new work orders at 
monthly meetings to ensure we are up-to-date.

“WE AIM TO PASS ON OPINIONS, IDEAS OR 
FEEDBACK QUICKLY TO SUPERVISORS OR 

MANAGERS TO HELP US ACHIEVE OUR GOALS”

Core Value #3

RESPECT FOR 
PEOPLE AND 

PLANET

• PRESERVING AND MAINTAINING THE NATURAL 
ENVIRONMENT

• WE ARE POSITIVE & SUPPORTIVE WITH STAFF TO ALLOW 
THEM TO FEEL VALUED AND CONFIDENT

• BEING A POSITIVE FORCE FOR CHANGE IN OUR 
COMMUNITY FOR THE FUTURE

• WE ALL COMMIT TO RECYCLING CORRECTLY TO HELP 
MAINTAIN OUR SUSTAINABLE PRACTICES

We ask questions about product, our practice and 
about our suppliers to further understand how we can 

be more sustainable.

“WE TAKE EVERY OPPORTUNITY TO REDUCE OUR 
IMPACT ON THE PLANET”

Core Value #4

TEAMWORK AND 
COLLABORATION

• WE RECOGNISE AND SUPPORT THE RANGE OF STAFF 
RESOURCE REQUIRED TO ACHIEVE OUR BUSINESS 
GOALS AND OBJECTIVES

• WORKING COLLABORATIVELY INTERNALLY

• WORKING CO-OPERATIVELY EXTERNALLY

• WE DEVELOP PARTNERSHIPS THAT HELP US DO OUR 
JOB EFFECTIVELY

We expect respectful communication between 
people and their various roles. 

We expect reliable co-operation between people 
working in different aspects of the business

“WE ARE ACTIVE LISTENERS & WORK TOGETHER TO 
ACHIEVE THE COMPANY GOALS & TARGETS”

Core Value #5

Connected 
and Aligned

UW Values 
Identified

Identifying 
Specific 

Behaviours

Workplace 
Culture  
Survey
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Our people.
Sustainable practice 
training and development.
Professional development in sustainable practice involves face-to-face training sessions in small groups, 
along with individual support for staff involved in specific projects, senior management team training, 
retail staff training and whole company activities to model sustainable practice.

The annual sustainability dinner is a great initiative and involves individuals from different areas across 
the business participating in teams to provide a dinner for between 50–60 people. Teams must 
consider the environmental, social and economic implications of their purchase, preparation and waste. 

This is a highly entertaining evening that recognises and respects a range of cultural practice, requires 
collaboration and encourages thinking about sustainable practice both within and beyond the business. 

Key food themes for the sustainability dinner included “Taste of Asia”, “Taste of the High Country” and 
“Taste of the Coast”. The Untouched World™ Café is transformed for the evening with the chef and 
manager on hand to provide support and encouragement.

A snapshot staff workplace survey was undertaken in October 2017.

The survey reveals that: 

• 100% of our people understand their role and function at Untouched World™ 

• 100% are proud to work at Untouched World™ 

• 90% support the high quality standards set by production 

• 90% support the overall workplace culture

• 90% believe the business is meeting its sustainability aspirations 

Issues and improvements have been identified and these are currently being addressed as part of the 
accountability process aligned with Untouched World’s values, behaviour and workplace aspirations.
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Food life cycles

Sustainable practice 
and our café 

 ⊲ The café is working in a number of areas to address and adopt 
sustainable 'food’ practice. 

 ⊲ Significant progress has been made composting, recycling and 
using BYO containers. Produce and menu provides choice for both 
vegetarian and vegan requirements. 

 ⊲ Fair trade and organic produce is used when it can be obtained 
and free range chicken, pork and eggs are used consistently. Our 
coffee is fair trade organic, supplied by Hummingbird. 

 ⊲ We provide a range of juice that is either 100% natural, organic 
or local. Our wine is mainly local from Canterbury vineyards and 
our bread is sourced daily from a local company using Canterbury 
organic grains. 

 ⊲ We use a range of seasonal vegetables and we are currently 
working to ensure a constant local supply. 

 ⊲ Our scones, muffins, fruit, loaf, cake and slices are all made in-
house on a daily basis. 
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Our design and 
manufacturing
Our passion for sustainable design flows through every element of our collections, from our buttons, zips  
and labels, to fibres, yarns and fabrics, including where and how we produce each and every garment.  
We are focused on building transparency in our sourcing and fair trade manufacturing initiatives.

What we’re making the most of:
• Versatility
• Durability and fit for purpose
• The ability to reuse, recycle and upcycle
• Minimising the environmental impact per wear of 

clothing – easy wear, easy care, easy travel 
• Supply chains that offer a leg up in communities

What we are avoiding or minimising:
• Garments that need laundering each wear
• Garments and products of mixed materials that 

can’t be recycled
• Water use
• Adverse effects on biodiversity 

Process
We have introduced a lean manufacturing model to create better efficiency in planning and production.  
The planning benefits include:
1. Lower work in progress, less capital tied up
2. Faster turnaround through the factory
3. Better able to react to customer requirements
4. Less waste, manufacture close to, and be led by market demand

There are some obstacles that impact on lean manufacturing and they include the following:
1. Achieving true, just in time yarn deliveries is not possible as yarn batches are spun in colour progression 

from light to dark, to optimise plant clean down. 
2. Fabric weavers and knitters have minimum run sizes. Achieving full stock usage relies on the accuracy 

of forecasting. The lead time for re-orders can be long, and minimums high.
3. Our yarns and fabrics are made especially for us, to our specific and tight quality requirements therefore 

stock service isn’t an option.

Supply chain engagement
We have customised and developed a number of SP360 tools to review and engage with our supply chain

Tools Purpose of each tool Examples online

Purchasing guidelines To guide, support and provide transparency to all 
procurement of product and services

Completed – Digital and hard copy

Supplier Code of Practice To provide guidance to all suppliers about Untouched 
World’s sustainability aspirations

Completed – Digital and hard copy

Supplier Review tool for 
identifying supplier issues, 
risk and opportunity

Assist Untouched World™ to align suppliers with their 
own aspirations, expectations and identify risk, issues 
and opportunity.

Examples Online: Envirowaste, OfficeMax, 
YKK Zips, PMP printing, Pacific Hygiene, 
CQ Print, ECO Lab, ISKO Earthfit™ - 
Sanho Group. ABMT Melbourne, Thai 
Interhint Factory Co Ltd,  Pecci Filati Yarn 
Company, Sudwolle Group.

Lifecycle analyses (that 
support UW aspirations) 

To assist the design team to identify potential  
issues and align product with UW aspirations  
and expectations

All UW yarn (online)
All UW Fabric (online)
Total of 31 Yarn & Fabric Lifecycles 
completed

Supplier Questionnaire 
(Product)

Provides supplier details to assist Untouched World™ 
in supplier decision making regarding the most 
sustainable product.

Yarn spinner, Ecostore, Fuji Xerox

Supplier Questionnaire 
(Service)

Provide supplier details to assist Untouched World™ in 
supplier decision making regarding service.

Castle Parcel, FEDEX, NZ Couriers,  
Image labels

NZ International

Knitwear 100% (95% Christchurch & 5% Auckland) 0%

Apparel 97% 3% India

Accessories 70% 30% (India, Italy, Australia, Scotland)

NZ vs International Manufacturing
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Be a financially sustainable 
and resilient business
Be resilient and financially sustainable.
This goal means:
• Being a robust business during global economic, social and 

environmental change.

• Being a robust business through changes in local and trading 
partner currencies.

This goal requires:
• That we are a world-class brand, design and production house. 

We have to be lean and best in class operationally to sustain 
and achieve our overall goal (above), while operating out of 
New Zealand.

Aspirations, KPI’s & outcomes
Aspirations and KPI’s Outcome Achieved

• Introduce and monitor lean manufacturing 
processes to ensure a higher level of efficiency.

Lean manufacturing process has been integrated and we 
are continuing to explore further opportunities.

• Review supply chain practice and process to 
provide a 5% efficiency gain in invoicing and time 
taken to manage accounts.

We reviewed our supply chain accounts management 
practice in 2015. Further changes and efficiencies have 
been made in 2016 and 2017 related to tracking sheets 
for yarn and fabric.

• Establish a supplier code of practice to ensure that 
all major suppliers are aware of our sustainability 
aspirations, process and specific requirements.

Developed and signed off in August 2014, ongoing.

• Measure and manage waste and energy usage to 
identify potential cost savings.

47% saving in waste cost due to higher levels of 
recycling. 

Removal of diesel heating system and installation of 
new energy efficient heating system, resulting in 4.6% 
saving in electricity costs and 100% of diesel heating 
cost removed. 15.58% saving in gas costs through better 
efficiency and change. 

• Untouched World™ funding facilitates the 
implementation of UWF Leadership Programmes 
annually for approximately 28 participants.

1% of revenue for Untouched World™ Foundation to 
support youth leadership in sustainable practice.
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Supply chain analysis 
efficiency and examples 
of behaviour change 
Paper – Using both sides of the paper, email documents rather than copying, reducing 
hardcopy brochures and increasing online access to documents has reduced overall 
paper use by 22% across the business. In addition the café has also reduced paper use 
by removing the brown paper table covers that were placed over linen tablecloths.

Office supplies – We have joined the OfficeMax green programme to determine the 
percentage of green versus non-green products we buy each month. We will report on 
this in the 2017 end of year sustainability reporting. 

Waste – Envirowaste has helped Untouched World™ review all waste systems and we 
now have a more efficient system that is reducing costs, providing a 31% decrease in 
waste since 2010. A wide range of recycling, upcycling and reuse options for materials 
have been purchased and are currently in use by the business. 

Note: A “Weightwatchers” programme introduced in 2013 to reduce waste to 
landfill resulted in positive staff action and for the first time we sent less than 2 
tonnes of waste in one year to landfill — approximately 6.69 kilo’s a day across 
all manufacturing through Envirowaste. This figure does not include café waste.

Heating – Installation of a more efficient heating system that provides heat in winter and 
cooling in the factory in summer was put in, replacing the diesel heating with electricity. 
With additional energy saving initiatives (removing all small fan heaters providing 
supplementary spot warmth), our electricity bill has not increased, in fact there has been 
a 4.6% net saving in KWHs.

Water – We have continued to work on reducing water across the business, including 
production wash cycles. Water leaks under the building due to earthquake damage are 
monitored monthly. We have achieved an 18.1% reduction in water use.
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Yarn purchase 
& efficiency

How we engage with various 
stakeholders
There has been a long history of supply chain, shareholder, customer and community engagement with the business. Over recent 
years, sustainable practice has become a more global topic and we have increased the communication of our sustainability agenda 
with suppliers, shareholders customers and the wider community. 

Type Process

Customers & Community • Direct communication is through our website, Facebook, Twitter, phone and email,  
as well as fashion events, catalogues & media (print & visual). 

• Customer feedback is recorded through online engagement and through  
retail interface. 

• Face-to-face interaction through customer questions and purchasing.

• Visual lifecycle communication of selected garments in store to highlight  
sustainable practice.

Suppliers • Phone, email, fax and when required face-to-face visits.

• Specific online communication and ordering systems are established with some 
suppliers to ensure efficient supply, reduced lead times, and lower transaction-
processing. 

• Supplier code of practice has been established to guide and align with our formal 
procurement policy and practice.

• Supply chain reviews have been established to check on sustainable practice 
alignment with our suppliers. 

Stakeholder Partnerships 

a. Untouched World™

b.  Untouched World™ Foundation 

Collaborative partnerships have 
been established to create 
mutually reinforcing activities and 
outcomes to address social and 
environmental issues

• Board meetings are held monthly 

• UWF Board meetings are held bimonthly

• There is strong focus on communication and action around a common and agreed 
agenda. Programme partner review meetings are held annually  
(Genesis Energy, Department of Conservation, Meridian Energy, ECAN,  
Ngai Tahu & Ngāti Rangi).

• Funding applications and programme reports are also completed annually with 
Canterbury Community Trust and Marlborough Community Trust.

Our sustainability initiatives and training focus, coupled with 
investment in new technology, have all led to a radical reduction 
in yarn waste.

Our teams’ commitment to “measure and manage” has 
created and cemented behaviour change and led to ongoing, 
increasing efficiency.

2009

Untouched World™  
Yarn Purchase vs Use

2011

2013

2015

2017

Yarn Used  90%

Yarn Used  97%

Yarn Used  99%

Yarn Used  99%

Yarn Used  99%
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Future steps & actions 
(financial sustainability)

 ⊲ Work with Finance and Purchasing teams to implement our supplier code of 
practice aligned with our procurement goals and aspirations.

 ⊲ Continue to review supplies to ensure they meet our sustainable practice 
aspirations to improve efficiency.

Untouched World™ Foundation 
leadership programmes 
An important question for Untouched World™ to answer was: ‘What difference could be made with the profits of 
the company that couldn’t be done through the business alone?’

The result has been the set up and funding of the Untouched World™ Foundation (UWF) through company 
profits. The corporate board and Foundation board cooperate closely to align the sustainability aspirations of 
both organisations. As a result both organisations mutually benefit and reinforce each other.  
The more successful the company is, the more funding can be provided to the Foundation.

The Untouched World™ Foundation delivers five programmes in New Zealand based around water and kiwi.
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UNESCO UNDESD 2005-2015 
UNESCO GAP 2016 
Our commitment
Untouched World™ is committed to working towards a sustainable future. In November 2007, Untouched World™ 

become the first fashion company in the world to be given permission by UNESCO to carry the United Nations 
Decade of Education for Sustainable Development (UN DESD) logo on its labelling, one of a small number of 
organisations internationally permitted to use it. The use of the logo is in recognition for the holistic decision-
making approach taken by the company, which considers not only the environmental, but also the social, cultural 
and economic principles associated with sustainability. 

More specifically, Untouched World™ was recognised by UNESCO for its leadership in sustainability, collective 
and strategic visioning, sustainability auditing, product research and development, the ethical values that 
underpin the design process and for the educational programmes for youth leadership that all focus on ensuring 
sustainable resource use for future generations. The logo recognises the efforts of Untouched World™ and the 
Untouched World™ Foundation in the area of education for sustainability.

“Untouched World™ is an outstanding example of a company that takes a holistic approach to 
business. They are implementing projects that are outstanding case studies for what is possible  
with sustainable business.”

— Hayden Montgomerie, Acting Secretary General 
The New Zealand National Commission for UNESCO

As the Decade of Education for Sustainable Development closes in 2015, the Foundation has committed to the 
UN Global Programme of Action that will see the continuation of UWF efforts towards Education for Sustainable 
Development in partnership with UNESCO.

Dr Barry Law attended the UNESCO Global Action Programme (GAP) meeting in Paris in July 2016 and Ottawa in 
March 2017 to participate in the discussion and Global Action Programme commitments that Untouched World 
and Untouched World Foundation have made to the UNESCO GAP programme. New partnership agreements 
have been established with our NZ  programme partners and we will be launching two new tertiary leadership 
programmes in 2018 in partnership with Otago Polytechnic. In December 2017 we will host our first participants in 
our UWF programme from Mahatma Gandhi Institute (MGIEP) in India.  

UNESCO Global Action Programme on

Education for Sustainable Development

Key Partner
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The importance 
of partnership
Innovative partnerships underpin the work of UWF. 

Partnerships come in many forms. They are used for different purposes and the partnerships centred around the 
Untouched World™ Foundation (UWF) allow the Trust to connect with other socially responsible businesses and 
organisations to achieve outcomes that could not be achieved by the UWF individually.

UWF partners with the following organisations: 

 ⊲ UNESCO – Paris (DESD Logo), Rata Foundation, UNESCO GAP Global Action Program  
& Marlborough Community Trust

 ⊲ Department of Conservation (Wellington Central, Sounds Office Picton, Tongariro) 

 ⊲ Ngai Tahu, Ngāti Rangi, Te Ahi Ka O Paerangi 

 ⊲ Otago Polytechnic, University of Canterbury and Waikato University

 ⊲ ECAN Canterbury, Otago Regional Council, ORC, Contact Energy, ARA Institute, Christchurch

The impact on 
students 
and teachers 

Principle partners

UNESCO Global Action Programme on

Education for Sustainable Development

Key Partner

—”—
Alicia Harrison

Hillmorton High School (Christchurch)  
Science and Biology Teacher - March 2014

I now have a greater understanding of how students 
learn best in real-world contexts and how to bring that 

to my own lessons. I witnessed how students learn 
best from each other and those sharing knowledge 

with them in contexts where all are sharing the same 
experiences. I have learnt how to bring big issues 

and real-world problems into the classroom and have 
students engage with them and take ownership for 

their own learning.

The ability to learn all these lessons from one week 
away, in context, experiencing the learning for myself 

has hugely improved my professional practice and 
restored my faith in my decision to become a teacher.

I wouldn’t hesitate in saying that my happiest memory 
from the week away in Okarito was seeing how 

20 students, who have never met, come together 
in a place they have never been, unite over a 

common theme and produce the standard of work 
they produced, with such high levels of thinking, 
engagement, friendship and collaboration. It’s a 

teacher’s ultimate dream, to see students realising their 
full potential and not only not being afraid to reach it, 

but helping others to reach it too.

—”—

Our Review
A comprehensive review of over 1000 
UWF programme graduates (since 
2002) was undertaken in 2014. It 
amply demonstrated the impact the 
programmes have had over the years. 

A wide variety of students noted their ongoing 
development via tertiary study and/or employment 
was directly influenced by the intensive week’s 
leadership experience they had at a formative time 
in their lives, aged 17/18.

UWF is now focused with its public and private 
sector partners on how we can more directly follow 
through post programme with our graduates in 
terms of the choices they make in early adulthood – 
all are now personally challenged through ‘Project 
U™’ to take personal action and keep engaging with 
us on its direction – ie ‘tell us the story’ through 
social media.

This personal challenge is being extended to 
customers also whose entry point might well be as 
simple as buying an Untouched World™ ‘Project U™’  
T Shirt, to support the work of the Trust.  
(See page 60)

A Teacher's 
Experience
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Key UWF student statements
Student Reflections

Water Wise and CGI
Untouched World™ Foundation partnered with the Clinton 
Global Initiative and worked closely to implement the following 
commitment:

We commit to raising the health and wellbeing of the current 
and future generations by teaching comprehensive awareness 
programmes for society to use as basic templates for building a 
better world.

Through designing and initiating such programmes, current 
problems will be solved and future unnecessary ones will be 
prevented. The practical work on our CGI partnership Water 
Wise programme will focus on water as a resource for present 
and future generations.”

Following an update review with the CGI in 2014, we 
recommitted to expanding our work in water. So far… it has been 
a great success involving all key stakeholders. 

In January 2017 the Clinton Global Initiative was discontinued 
but the UWF is committed to continuing the Waterwise 
programme. The Central Otago Waterwise programme was 
established at the end of 2015. The Canterbury programme is 
ongoing. We are currently working with the Mahatma Ghandi 
Institute to pilot the exchange of students on the Otago 
programme, working together to expand the reach of the 
Untouched World Foundation.

—”—
George Watson 

Darfield High  
– Okarito Kiwi Forever –

I think it is a strength of the 
programme that we were never told 
something and expected to believe 
it. Instead we discussed, debated, 
and deliberated everything before 
coming to our own well-reasoned 
conclusions. The confidence that 

this has given me has encouraged 
me to speak out about issues that 
matter to me and has given me the 

determination to make a difference to 
the sustainability of our planet.

—”—

—”—
Tasmin Woolf 

Head Girl, Queen Charlotte College  
– Blumine Island –

Long before the engines of the 
Tutanekai roared to take us to our 
destination, I had been told by a 

former Blumine Islander that I would 
have made friends within the first 
half an hour. I didn’t believe him. 
This was exactly what happened! 

When we made ‘natural sculptures’ 
on the beach, my group coined the 
phrase: ‘bonded by nature’, which I 

think says it all really. It was inspiring 
how the trip brought together people 
from different geographical locations 

throughout New Zealand, with 
different viewpoints and had them 

all work together towards a common 
goal.

—”—

—”—
Heather Hood 

Taupo-nui-a-Tia College  
– Tongariro Kiwi Forever –

The experience gave me the chance 
to grow, to realise my own potential, 
while working with others so that we 
may all contribute to a sustainable 
future. It was the first time in my life 
that I was able to take ownership 
of my learning. Being handed the 
reins was daunting at first, but I 
quickly decided that I wanted to 
test the limits, to see what I was 
really capable of. It wasn’t until I 
reflected on the experience, that 
I noticed the changes in myself. I 

had been equipped with invaluable 
skills that have been and always 
can be applied into everyday life. 

The entire programme was a crucial 
experience for me in reaffirming the 

idea of my role in the future. I am 
now a determined young woman, 
with a thirst to share and integrate 
the experiences, knowledge and 

leadership skills in my life, but also 
into the lives of others

—”—
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Student Award Winners 2016
Sam Kilsby 
Otago Boys High 
School, Dunedin

Kate Steadman 
Riccarton High School 
Christchurch 

Tom Hanson 
Rangiora High School 
Rangiora 

Javan Rose 
Lake Taupo Christian 
School, Taupo

Tertiary Award 
Jodi Apiata 
Teacher Award

Awards and Recognition
Our Awards Dinner  
and recognition of alumni

1990 Business Excellence Award. 

1992 Export Commendation presented by 
Prime Minister Jim Bolger at opening of 
new Snowy Peak Ltd premises.

1992 Founder/CEO made a Member of  
Order of British Empire (MBE) for 
services to New Zealand  
(Manufacturing and Export).

1995 New Zealand Way brand quality 
assessment (highest score ever 
achieved at that time). 

1995 Official supplier of garments to state 
leaders in New Zealand for CHOGM (22 
Commonwealth Heads of Government). 

1998 Untouched World™ brand launched its 
flagship store opened by Prime Minister 
Jenny Shipley. 

1999 CEO presented keynote speech at 
welcome ceremony for SME (Small and 
Medium Enterprise) APEC meeting held 
in Christchurch.

1999 CEO presentation and panellist at APEC 
Women’s leaders network meeting in 
Wellington.

1999 CEO at Untouched World™ café hosted a 
satellite link up of international speakers 
at APEC breakfast.

1999 CEO presented at APEC Auckland 
business symposium.

1999 President Clinton endorsed his 
Untouched World™ APEC leaders 
garment as ‘smartest of a large number 
of garments I’ve been given in seven 
years of being President.’

1999 CEO named one of 100 New Zealander's 
who made the most contribution to  
New Zealand.

2002 Further endorsement of President 
Clinton’s appreciation of garments 
when he returned to personally shop at 
Untouched World™ Auckland in May.

2002 Untouched World™ Auckland won top 
Fashion Shop — Auckland in Top Shop 
Awards 2002 at the end of its first year 
in Auckland. 

2002 Gold medal print/package award. 

2002 ‘Most Ethical Company’ award, runner 
up, Deloitte Top 200 companies. 

2002 CEO named New Zealand 
Businesswoman of the Year.

2004 Best Retailer Award. 

2005 CEO named New Zealander of the Year 
2006 by North & South magazine.

2006 Most innovative Retailer (Auckland 
TopShop awards).

2006 Winner Management/Deloitte Top 200 
Ethical Governance Award.

2007 CEO receives honorary doctorate in 
Commerce from Lincoln University.

2007 The company becomes the first fashion 
company in the world to be given 
permission by UNESCO to carry the 
United Nations Decade of Education for 
Sustainable Development (UNDESD) 
logo on its labelling, one of only three 
corporate entities internationally 
accredited.

2008 CEO winner of Supreme Award, 2008 
World Class New Zealander Awards. 

2008 CEO personally invited by President 
Clinton to attend the 2008 Clinton 
Global Initiative in Hong Kong, 
December 2008. 

2009 Invited by UN to exhibit at Mid Decade 
World Conference in Education for 
Sustainable Development in Bonn.

2010 Minister of Conservation released first 
Kiwi on Blumine Island since predator 
free status achieved by students, 
teachers and DOC staff involved 
in Untouched World™ Foundation 
programme.

2010 Untouched World™ wins coveted 
European IF design award.

2012 Prince Harry appears on front cover  
of ‘In Style’ Magazine wearing 
Untouched World™.

2013 Untouched World™ invited to review 
Decade of Education Sustainable 
Development for UNESCO, Bonn.

2014 Untouched World™ named Best 
Sustainable Brand in Sublime Magazine 
Awards, UK.

2014 US President Barack Obama celebrated 
his favourite holiday, Thanksgiving, 
wearing Untouched World™. 

2015 Untouched World joins forces with Child 
Labor Free to become Child Labor Free 
Accredited. 

2015 Untouched World™ invited to be 
Founding Member of the Partner 
Networks of the UNESCO Global Action 
Programme (GAP) on ESD. CEO/UWF 
Chair Peri Drysdale and Dr Barry Law 
travel to UNESCO, Paris to inaugural 
programme meeting. 

2016 UWF recognised on UNESCO website 
as one of three global exemplars 
on ESD (Education for Sustainable 
Development) for youth.

2017 Untouched World attended UNESCO 
Gap development meeting in Ottawa. 
Piloting partnership with Mahatma 
Gandhi Institute to expand UWF 
programmes to India and beyond.

2018 Lux magazine Global Excellence Awards 
named 'Sustainable Fashion Brand of 
the Year 2017'. 

2018 Founder/CEO inducted into the  
New Zealand Hall of Fame for Women 
Entrepreneurs.

Left to Right:

Mark Prain - Executive Director, Sam Kilsby, Kate Steadman, Peri Drysdale - Founder and CEO, Tom Hanson, Javan Rose,  
Jodi Apiata, Barry Law - Education Advisor
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Summary of what 
we have achieved 
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Responsibility 
Untouched World™ has developed 
a range of policies, standards and 
guidelines to inform its sustainability 
journey. The natural capital footprint of 
Untouched World™ is continually being 
reviewed as we increase knowledge, 
change behaviour, and improve our 
overall performance.

Untouched World™ has developed a range of policies, standards and guidelines to inform its 
sustainability journey. The natural capital footprint of UW is continually being reduced as we 
review, change behaviour, and improve our overall performance.

This in turn leads to greater opportunity to meet the profitable opportunities of the company.

Responsibility 
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We live in an age when it is all too easy to 
simply “write a cheque” and let others do the 
work. The same is true of charitable giving.

Don’t get us wrong. Untouched World™ will happily take your money, 
but with this special product, the ‘Project U™ T-Shirt’, designed to 
support our Foundation’s world leading programmes with young Kiwi 
adults, we’d like to challenge you (U) to do more.

Here’s what happens when you buy a Project U™ T-Shirt
• You add a fabulous example of our multiple award-winning 

sustainable Untouched World™ clothing to your personal 
wardrobe (or you give it to a very lucky person!).

• The entire post-cost proceeds of your Project U™ T-Shirt purchase 
get donated to the Untouched World™ Foundation, every little bit 
of which helps us to continue to run our leadership programmes. 
These programmes enable students’ development, which in turn 
inspires their own “Project U” initiatives (that’s how it seems to be 
working so far anyway!).

The cherry on the top would be for you to add your “Project U™. To 
make a personal commitment to taking a simple action (alone or with 
others) for the greater good. Perhaps it’s something of benefit to 
your wider community or indeed the planet. Whatever it is, why not 
share your action story with us, so we can share it with our followers, 
and keep inspiring others.

PROJECT U™ 
The power of one

—”—
Margaret Mead 

Never doubt that a small group of thoughtful, committed citizens 
can change the world; it’s the only thing that ever has

—”—
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Peer reviews of this document

—”—
Markus J. Milne 

Professor of Accounting, School of Business and Economics, 
University of canterbury

The honest truth for most companies is that sustainable 
development remains an add-on. To remotely meet the 
challenges we face today, UK Sustainable Development 

Commission Chair, Jonathan Porritt, suggested sustainable 
development needed to be not left on the fringes but put 
at the heart of things — it needed to become the central 
organising principle underpinning all our lives. Reading 
Untouched World's Sustainability Statement, it is clear 

environmental sustainability resides at their heart. They 
understand the need for change at their core. A rare 

endeavour indeed, and as they make great strides to make 
sustainable development their key organising principle, they 

offer a genuine beacon of hope to others.

—”—

—”—
Mark Prain 
Executive Director,  

Hillary Institute of International Leadership

Corporate reporting on sustainable best practice varies 
widely – most in terms of what constitutes ‘best practice’. 
Accepting that, at day’s end the best reportage is about 

authenticity and integrity in the marriage between a 
company’s values and how those values are expressed in 

the daily practicalities of the journey (as Ray Anderson puts 
it), up the many faces of ‘Mt. Sustainability’. 

Untouched World™ has very high aspirations and it has been 
a privilege for me personally to play a small, ongoing role 

in their formation and execution. But although they've ‘been 
hard at it’ for over 10 years, and have received a plethora of 

accolades along the way, UW is not (yet) a perfect show-
case for best practice, no one is. This report demonstrates 

that fact with a high degree of transparency – which 
should be applauded. Therein lies the essence of both the 
company’s internal value proposition and its value-add to 

those externally who may want to join the journey.

—”—

—”—
Judy Brown 

Professor of Accounting, School of Accounting and 
Commercial Law, Victoria University of Wellington

“Applying a systems concept such as sustainable 
development at the organisational level provides a 

significant challenge. It is good to see organisations like 
Untouched World™ trying to grapple with these issues. I 

particularly appreciated their acknowledgement of issues 
such as accountability, social justice and the limits to 

growth which are ignored in many corporate social and 
environmental reports. I look forward to watching the 

ways Untouched World™ continue to develop reporting 
of their performance against their economic, social and 

environmental aspirations. In terms of transparent reporting, 
I would encourage them to think about reporting on targets 
against which future performance might be assessed (e.g. 
reduction of ecological footprint, workplace diversity, fair 
trade wage and supplier payments, occupational safety 

and health) and engaging their various stakeholding 
communities in these endeavours. This might help to further 
illustrate some of the tensions Untouched World™ recognizes 

for business in the sustainability concept. Too often, 
corporates gloss over these in pursuit of a ‘business case’ 

approach to sustainability which focuses on simple win-wins.

—”—

—”—
Professor Rupert Maclean 

Former Director, UNESCO-UNEVOC International Centre 
for Education, Bonn, Germany; currently Chair Professor 
of International Education and Director of the Centre for 
Lifelong Learning Research and Development, the Hong 

Kong Institute of Education

There is an ancient Chinese saying that ‘when the winds of 
change blow, some build walls while others build windmills’. 

There is a storm, rather than a gentle wind, blowing at 
the current time regarding the need to change the ways 
in which we treat planet earth. Part of this involves the 

need to achieve sustainable development, which involves 
a balanced blending of the natural, economic and social 

environments. This is a major global concern and challenge 
for all individuals, communities and societies, regardless of 

whether they are in developed or developing countries. The 
challenges are far too large and important to be left just 
to Governments to handle. Success will only be achieved 
through effective partnerships between individuals and 

groups in civil society, various levels of government and, in 
particular, by fully involving the business sector.

In this regard Untouched World™ New Zealand is a very 
positive role model for the corporate sector. It is a powerful, 
giant ‘windmill’ on the New Zealand and world landscape 

that is addressing the challenge of sustainable development 
head on, by turning environmental sustainability problems 
and challenges into opportunities for the betterment of our 

planet and humankind.

—”—
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