PROMOTION, EDUCATION, & SUSTAINABILITY
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Wool Marketing Program Manager
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- FUNDING SOURCES

DOMESTIC INTERNATIONAL

WOOLTRUST FOREIGMGSERVICIERANTS
* PromotingAmericanBrands » Diversifyingmarkets through exports 4
e Domestic-only Campaigns * Promotion of wool in general /
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~ $50.000 $1500,000° /
WOOLMARK (USD) 7 '

Promotion: $17-27m

Total Budget: $40-50m
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AWARENESS:

Introduce consumers to American wool as a distinct, valuesiriven fiber and build

emotional and cultural relevance

2%, experiencewool
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(¥)™® Liked by nrochford9 and others

experiencewool #& American wool is headed to the
Olympics &

This morning on the Today Show plaza, Ralph Lauren
unveiled the official Team USA uniforms for the 2026
Winter Games in Milano-Cortina, Italy.

2% experiencewool

Not all heroes wear capes,
some wear fur.

On the Blog -->
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ANERICAN WOOL
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)™ Liked by nrochford9 and others

experiencewool Livestock guardian dogs are loyal
protectors, born to defend their flock and work in
harmony with nature. Read more about these incredible
animals in our blog.

before any shopping intent exists. .
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experiencewool Spring marks shearing season across
the American sheep industry—a time when ranchers
ensure their flocks are comfortable, healthy, and ready
for warmer weather. Yet, misconceptions about shearing
often overshadow its importance.
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Shepherding Tradition

and Resilience: A Family

Ranch in the High Desert

Q}" Liked by gbhd_hqg and others

experiencewool Think you know ranching? Meet Jorgiea
Raftopoulos, a Colorado rancher blending tradition and
innovation to redefine what it means to sustain a legacy
in the American West. Her story reveals the true grit,
teamwork, and heart behind the ranching lifestyle—far
beyond the Hollywood lens.



CONSIDERATION & EDUCATION:

why It matters, how It performs, and

Build preference for American wool by expla
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@b Liked by gbh_ha and others e s o e experiencewool Evervondered ho raw wool it "

et = : 2 wash frequency, it can help reduce your wardrobe's transforms into the soft, durable fabric you know and experiencewool When a fire '{’reaks out, the matenals n
experiencewool Wool isn't just cozy, it's carbon-smart. environmental footprint over time. Want to dig into the love? your home can make all the difference. Natural fibers like
Discover how wool plays a vital role in the natural carbon data? Check out tAEFTOITaCT SHEETTEDBnsored by us, wool burn slowly and self-extinguish, while synthetic

cycle with science-backed facts. materials ignite quickly, melt, and release toxic fumes.
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Small Business. Big Country.
Support American wool

from the ground up.

MADE TO BE MEANINGFUL
THE 2025 AMERICAN WOOL GIFT CUIDE
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Filter Brands

Clothing

Accessories

VIEWS

Yarn and Crafts

DRIVING TRAFFIC TO
AMERICAN BRANDS




A Step Towards a

LAU N CH E D A n “*"( iy Healthier Planet
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NEW SUSTAINABILITY HUB



The Fiber

Wool is more than a sustainable choice—it's a natural fiber
that embodies responsibility and care for the planet.

1
Explore Wool’s Impact @ n




The Land

Effective land management is at the heart of wool
production, ensuring harmony between agricultural
practices and the environment.

Dig into Land Practices @
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The Animals .
~.

Caring for sheep is the heart of wool ranching, a profession
passed down through generations.

Sheep Care Up Close @



2025 EXPANDED 2

MADE TO BE MEANINGFUL

H IDAY IF ID THE 2025 AMERICAN WOOL GIFT GUIDE
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GIFT GUIDE EVOLUTION

20]5. One-page ad in SOCIAL

® Sheep Industry Newdvlagazine
~ 5,000 sheep producers

DISPLAY
EMAIL

2025: 360 Campaign WEBSITE

DIRECT
MAIL




DIRECT MAIL
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MADE TO BE MEANINGFUL

SHOP THE AMERICAN WOOL GIFT GUIDE



RESULTS

Funding: Wool Trust Only



" DEMAND, PROMOTION &

EDUCATION

PROMOTION GOALS:

[ e ConsumerPromotion Metrics:

~

|  Highlight AmericanWool Benefits;
|

~
~

Social MediaFollowers: +10%in 1 year
Consumer Impressions;+10%in 1 year
Website views: +20% above average annual views

Emphasize the unique attributes of American
wool (e.g., loftiness, regenerativequalities).



Program Needs

Program Timeline
(begin or continue)

studies.

Staff

Budget| Time ||O0-1 years| 1-2 years| 2-3+ years
PROGRAMS & ACTIVITIES
Consumer PromotionDigital Marketing:
* Note: Consumer promotion is largely funded by FAS programs
Continue social media growth and promotion X X X X
Website: launch new sustainability pages, improve navigation, add video capabl$20 00¢
continue to add new content (blogs) and reformat user experience to improve tir| (FAS cos|f X X X
website. share)
Develop new content for promotion: video production (multiple shoots) and editi||$150’0C
(video Is highest engaged and shared content on social media) g)st s(rzi X X X
Advertise the Shop webpage in the ASI magazine. X X
Advertise American Wool logo agreement. X X
Domestic Manufacturer Education:
Educate manufacturers about new technology advancements (potentially sendir $3000
experts like Roy to visit mills). (ZAhirg’S‘ X X
Educate manufacturers about uses of medium and coarse wools. X X
Ongoing Communication:
Facilitate continuous idea exchange and feedback between the Wool Council ar « « «
segments of the American wool industry.
Resource Development:
Develop and distribute educational materials, including fact sheets, webinars, ar$10,00C « «
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FOLLOWER INCREASE
+15%

h (over 70k) Y
4 »
ORGANIC SHARES
+54%

\u 7
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WEBSITE VIEWS
+41%
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POST IMPRESSIONS
+29%
e
~
ENAGAGEMENT RATE
+8%
p/
R
WEBSITE USERS
+32%

- MEDIA
& WEBSITE




&
A

-
-

=



TRACEABILITY RESEARCH

2 K2 . SYySTAlGa 3 2 K2 52 Sestghiaiure risks
WhICh growers benefit

Risk of a tweier market 6. Maintenance & Ownership
Minimum scale to participate Who owns the system?
Longterm costs (§10 years)
2 Demand Reality Exit options if funding or markets change
Which markets actually require traceability today?
What level of traceability is demanded? /. Financial Impact
Evidence of price premiums or volume commitments Expected price premiums
Market access gains
3. Cost to Growers Breakeven timelines
Upfront vs. ongoing costs (tags, software, labor, audits)
Perhead / perpound costs by operation size 8. Risks
Mandatory vs. optional costs Cost without return
Exclusion of smaller growers
4. Operational Fit Increased compliance exposure
Where traceability starts/ends (shearing/?)
Data responsibilities across the chain 9. Decision Thresholds
Conditions to support traceability
5. Technical Feasibility Conditions to limit or oppose

Lowtech vs. higktech options (QR, RFID, platforms) Minimum grower safeguards

Rural connectivity realities



UPCOMING PLANS

NEW BLOGS
VIDEO CONTENT
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