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“sustainable cotton”. The remainder is traded as conventional
cotton. This gap presents a serious risk for the future of more
sustainable cotton.

Without market demand, more sustainable cotton will remain a niche
product and the cotton industry’s social and environmental problems
will persist.”

("source: http://www.sustainablecottonranking.org/)



Chodlenge

Beyond CSR, the value chain is disengaged, unaware of the
issues, unable to raise the demand for sustainable cotton.

® J[o date, the full range and impact of solutions to the cotton
Industry’'s many. issues have not been explained in a way that

bridges the divide between sustainability experts and the rest of
the value chain.

The general public Is disengaged and unaware of the issues,
unable to raise the demand needed for sustainable cotton.
‘Consumer Engagement is left at the bottom of companies” and
organisations’ agenda” according to Textile Exchange Report.
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Engage beyond CSR and raise the demand needed for
sustainable cotton.

e (B2B) Brands and retailer
The engagement beyond CSR (Corporate Social Responsibility) is proven
to be challenging. Buyers, Sourcing and Marketing teams...speak a
different language and we need to engage them to in order to guarantee
a long term sustainability for the sector

e (B2C) General public
Consumers increasing appetite for more sustainable products
represents one of the strongest incentives for brands and retailers to
make efforts to source sustainable cotton.
Leaving consumers disconnected from the chain and unable to act

represents one of the biggest untapped opportunities to secure the
demand needed for a sustainable cotton industry.




Solution: Video Stor /%d(mj

Raising awareness and engagement by creating captivating
easy-to-share content to reach a broader audience

Our stories are:

Short and snappy- (Version A - under 4 min each; version B - 1
min) tailored to today’s shorter attention span

Solution-based and informative - encouraging a positive
solution-driven mindset

Authentic and human centric - building an empathetic
human experience that resonates with people

Shareable - fitting existing platforms that people already use to
share and learn from
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Engaging users.with visual stories

Our core content will be formed. of video-stories, to maximise
engagement with our audience.

According to recent research studies:

- Video will account for 79% of global internet traffic by 2020

- Videos also help memorise information more than other content
forms. In fact, the use of both verbal and visual cues helps
audiences retain over 50% more information

People gaze 5.0x longer at video than static content across
Facebook and Instagram
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An online solution-based platform to learn about
sustainable cotton

Cotton Diaries is building solution-driven content where the serious issues
facing the industry are not ignored but covered in a way that activates the
belief that our behavior matters, enables social engagement from viewers,
and provides actionable solutions to the issues covered.

An easy-to-navigate platform where users can create their own
sustainable cotton journey, engage with and learn about:

Standards (Organic, BCI, Fairtrade, Recycled Cotton)

Initiatives (Cotton 2040, Sustainable Cotton Ranking, Sustainable Cotton
Communique...)

Sustainable Cotton Advocates

Latest news on cotton and sustainability




codl to Action

Invite citizens to take action

We want to enable our viewers to take action. We are designing a
call-to-action campaign with a simple but powerful message.
For example:

Many brands have committed to ambitious sustainable cotton targets:

The brands that have now committed to the 1007% by 2025 pledge are: ASOS,
Adidas, A-Z, BiIRBOR, Burberry, Burton Snowboards, Carlings, Coyuchi, Cubus,
Days like This, Dressmann, EILEEN FISHER, F&F at Tesco, Greenfibres, H&M, HanRy
PanRy, House of Fraser, IKEA, Indigenous Designs, KappAhl, Kathmandu, Kering,
Levi’s, Lindex, Mantis World, M&S, MetaWear, Nike, Otto Group, prAna,
Sainsbury’s, SkunkFunk, Timberland, Urban, Volt, Woolworths and Wow.

What if, along with brands, also individuals could commit
to buy only sustainable cotton by 2025?
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2. Explore Solutions

Document examples of best practices - investigate the

problems at their roots, reach beyond them and explore

solutions that people worldwide (from field to end use)
want to share.

Target audience:

Consumers,

Industry experts,

Brands and Organisations
iInvolved in the cotton chain,
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3. Change Behaviours

Initiate a shift in public attitudes - actively mobilize people
to do things differently, not just think differently.
Inspire the general public to demand sustainable cotton.

Target audience:

Consumers,

Industry experts,

Brands and Organisations
involved in the cotton chain,
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Goal 12 - Responsible Consumption and Production

| SUPPORT
GOAL12
RESPONSIBLE
GONSUMPTION AND
PRODUGTION
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We're in touch with many, many people across continents who want to
share their inspirational stories..

So far we've launched our pilot project in the USA. Where we visited and
filmed cotton farmers and sustainable cotton advocates in:

CALIFORNIA
TEXAS? ?
NEW MEXICO
NORTH CAR%LINA
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Where we stond

Our role is facilitators

We provide a space where the user can re-connect and interact with
the inspirational human stories of the sustainable cotton movement.
By designing an empathetic conversation with growers, makers and
shoppers, Cotton Diaries aspires to challenge our relationship with our
products, instigating behavioural changes and ultimately, raising the
demand for "more sustainable” cotton.

We aspire to be a:

Conversation Starter - amongst various players in the value chain
that wouldn't otherwise connect

Potential Solution - that could be mutually beneficial for the
players involved in driving positive change

Shift in Mindset - where the psychological state is a positive and
empowered one




COTTONDIARIES.COM

Instagram = * “Youtube f Facebook
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