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2026 Plans

Sustainability

TODAY’S 
AGENDA



DOMESTIC INTERNATIONAL

FUNDING SOURCES

•Promoting American Brands
•Domestic-only Campaigns

WOOL TRUST FOREIGN AG SERVICE GRANTS

•Diversifying markets through exports
•Promotion of wool in general

~ $50,000 ~ $1,500,000*

WOOLMARK  (USD)
Promotion: $17-27m

Total Budget: $40-50m



AWARENESS

CONSIDERATION

CONVERSION

MARKETING 
FUNNEL:
AWC’S ROLE

LOYALTY



AWARENESS: 
Introduce consumers to American wool as a distinct, values-driven fiber and build 
emotional and cultural relevance before any shopping intent exists.



CONSIDERATION & EDUCATION:
Build preference for American wool by explaining why it matters, how it performs, and 
ƽőǃШŔƣќƚШĤĲƣƣĲƖШƣőċŰШċũƣĲƖŰċƣŔƻĲƚЮ



CONVERSION (SUPPORT):
Connect high-intent consumers to brands that sell American wool, reducing friction 
between interest and purchase



DRIVING TRAFFIC TO 
AMERICAN BRANDS

#3 
MOST VIEWED

+96% 
VIEWS



NEW SUSTAINABILITY HUB

#2
MOST VIEWED

LAUNCHED 
SUMMER 2025









2025 EXPANDED 
HOLIDAY GIFT GUIDE



One-page ad in 
Sheep Industry News Magazine 
              ~ 5,000 sheep producers

2015:

2025: 360 Campaign

GIFT GUIDE EVOLUTION



DIRECT MAIL

DISPLAY



Over

650K
impressions

RESULTS

Over

109K 
engagements

115%
web increase

Funding: Wool Trust Only 



DEMAND, PROMOTION & 
EDUCATION

•Consumer Promotion Metrics:
ḬSocial Media Followers: +10% in 1 year
ḬConsumer Impressions:+10% in 1 year
ḬWebsite views: +20% above average annual views

•Highlight American Wool Benefits:
ḬEmphasize the unique attributes of American 

wool (e.g., loftiness, regenerative qualities).

PROMOTION GOALS:



Program Needs
Program Timeline
(begin or continue)

Budget
Staff 
Time 0-1 years 1-2 years 2-3+ years

PROGRAMS & ACTIVITIES
Consumer Promotion - Digital 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 capability, 
continue to add new content (blogs) and reformat user experience to improve time on 
website.

$20,000       
(FAS cost 

share)
x x x

Develop new content for promotion: video production (multiple shoots) and editing 
(video is highest engaged and shared content on social media)

$150,00
0       (FAS 
cost share)

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 sending 
experts like Roy to visit mills).

$8000       
(FAS cost 

share)
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 and various 
segments of the American wool industry. x x x

Resource Development:
Develop and distribute educational materials, including fact sheets, webinars, and case 
studies. $10,000 x x



SOCIAL
MEDIA 

& WEBSITE

+ 15% 
(over 70k)

FOLLOWER INCREASE

+ 29%

POST IMPRESSIONS

+ 41%

WEBSITE VIEWS

+ 32%

WEBSITE USERS

+ 54%

ORGANIC SHARES

+ 8%

ENAGAGEMENT RATE



SUSTAINABILITY
DIGITAL CAMPAIGNS

MAKE THE LABEL COUNT

IWTO GREENBOOK CASE STUDIES

TRACEABILITY FEASIBILITY STUDY?



TRACEABILITY RESEARCH
мΦ ²Ƙƻ .ŜƴŜŦƛǘǎ ϧ ²Ƙƻ 5ƻŜǎƴΩǘ

Which growers benefit
Risk of a two-tier market
Minimum scale to participate

2. Demand Reality
Which markets actually require traceability today?
What level of traceability is demanded?
Evidence of price premiums or volume commitments

3. Cost to Growers
Upfront vs. ongoing costs (tags, software, labor, audits)
Per-head / per-pound costs by operation size
Mandatory vs. optional costs

4. Operational Fit
Where traceability starts/ends (shearing/?)
Data responsibilities across the chain

5. Technical Feasibility
Low-tech vs. high-tech options (QR, RFID, platforms)
Rural connectivity realities

System failure risks

6. Maintenance & Ownership
Who owns the system?
Long-term costs (5ς10 years)
Exit options if funding or markets change

7. Financial Impact
Expected price premiums
Market access gains
Break-even timelines

8. Risks
Cost without return
Exclusion of smaller growers
Increased compliance exposure

9. Decision Thresholds
Conditions to support traceability
Conditions to limit or oppose
Minimum grower safeguards



UPCOMING PLANS
NEW BLOGS

VIDEO CONTENT

AW LOGO
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