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Recent History of Wool Promotion
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%@ Woolmark Promotion in the 90’s
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. "« * Sub-branding

>, % — Light Wool
" CRC W — Cool Wool
¥ — Merino Extrafine
A — Pure Merino Wool
Pre[nium'» v
Ve © | WOOL PLUS " concepts

. = — Wool Plus Lycra® (with DU PONT)
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1996/7 Global Innovation Projects

‘. %~ 1 Project Micron Retail Product Focus
>+ Lightweight <22 soft handling,
. % | knitwear lightweight yarns
CRC
Casual 22 - 25 machine washable wool
2L © knitwear
Premum « Lightweight <23 New Suit, Wool plus Lycra,
Vi wovens wool for all seasons
‘. Wool w.:
> 2 Casual <18 New Suit, Wool plus Lycra
.+ wovens
\ trousers
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Woolmark 2005 Back to Basics

g Way Forward
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> 'j.Cost Reduction & Product Promotion of Innovation &
wWoel Quality Assurance Development Quality Differentiation

CONSUMER NEEDS
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Woolmark 2005
* Sub-branding Woolmark

— quality differentiation
— Optim as premium product
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 Innovative Blends
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“remum .« Total Easy Care
P52 ¥ — machine wash
: b — tumble dry

§LWooL — Dryel (Proctor & Gamble)

Sport / Leisure wear sector
— Sportwool
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Total Easy Care
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Sub-branding Woolmark
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Innovative Blends
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Competitive Advantages

. "' < new, unique wool product advantages
"™, % - protected by patents
" CRC M - Sportwool - next generation
- fibre engineering
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™.« new processing routes
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Strategic Alliances

. " « “value chain alliances”
ha o S Brand Leaders
— Italy (designers, formal / smart casual)
—— — U.S. (sports)
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¥ Quality -
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Strategic Alliances

> ®_* « Round Table

— financiers, Italian processors, Woolmark

" crRCW
* focus on globalisation
for
.« fundamentals
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s — speed of response
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’ S — company size (maybe)

s Wool - — mutual benefit (most important)
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Promotion of Cotton

.- ™+ Cotton Incorporated « Cotton in Australia
e S WO — US based — industry advertising
. 4 - http://www.cottoninc.com only
LY — Administration - 10% * negative perceptions
— Promotion - 50% . .
for _ Research - 40% - BRAND advertising
W Lr, W — direct marketing to
Premium o« Cotton Council end-users is usual
b3 International — bl et
o uality Southern Star Cotton
: . — US DA based etc.
s Wool - — US raw cotton focus
e
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