
IN
TE

RN
AL

 
O

PE
RA

TI
O

N
S

SE
RV

IC
E 

EX
PE

RI
EN

CE
PA

RT
N

ER
 N

EE
D

S

Tre
nd

 wave
P

What’s trending 
now?

Let’s ask Woolmark!
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help you?
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We love wool 
because...
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The story of wool
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This will help me 
sell wool!
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Let’s tackle this 
issue!
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Wool content?
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I can wash wool in my 
washing machine!
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I know how this will 
help my business!
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We should go  
this way!
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Oooh Woolmark!

I love wool!
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Who to 
connect to?

P

WMB

B

Business Business

WM

Global local

We have more disruptive plays 
in the market driving more than 
just perception of wool.
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Why Wool
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This is what wool
can do for you...
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Fibre Innovations!

Production
Innovations!

This is the book 
for you...
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 I choose wool because  
it is considered 

fashionable.

 I choose wool because  
I think it is good value 

for money.
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Because we know what the 
ideal wool ecosystem looks 
like and this ‘ideal’ defines a 
system where price pressures 
are countered all along the wool 
supply chain. 

We establish a deliberate 
program of work to address  
price pressures.
We implement a multi-touch journey-
based approach aimed specifically 
at easing price pressures that aligns 
with our vision of ‘the ideal wool 
ecosystem’. 

We drive and promote innovation 
where it will have the greatest 
return.

We share trends coming from 
brands and consumers. 

We are known as the source  
of innovation information,  
not creators of innovation.

We support the future 
manufacturers aiming to get 
them to ‘ideal’.

We ensure ‘wool-positive’ 
companies stay that way.

We inspire companies to look  
for new market opportunities.

We facilitate forums for 
connection and idea sharing  
so that creativity flourishes.

We help partners and consumers 
know their wool source and that 
it is ethically produced. 

We are open and upfront about 
controversial issues.

We know what ethical 
manufacturing looks like  
and drive action to it .

We offer manufacturing support 
to those who most benefit.

We connect new entrants  
to established players. 

We have a view of how wool 
can be used year-round and 
produced across all seasons. 

We enable partners to find new 
customers in emerging markets.

Younger consumers, especially 
those in China prefer wool. China is no longer the only 

manufacturing powerhouse. 

Partners and consumers 
choose wool over other fibres, 
despite costs. 
“I know my consumers value  
wool and will pay more for it.  
I appreciate that it enhances my 
brand and that my consumers will 
ask for it.”

Partners know that using wool 
increases their brand equity.
“Wool not only increases my 
margins, because its attributes 
are well-known and valued, it 
elevates my brand.”

We understand why wool is so 
important to historical mills and 
leverage this in our messaging.

Consumers feel good when they 
buy wool because it’s consistent 
with their values.

Wool becomes an integral 
component of sportswear  
and activewear.

We match niche designers with 
unique suppliers that can meet 
their needs.

We showcase and nurture new 
design talent through wool. 

We know the ideal path from 
emerging designer  
to ‘established with wool’.

We support emerging 
manufacturers to become  
‘ideal’ for wool.

We have the tools and processes 
to keep partners up-to-date 
quickly and easily.
“Being a Woolmark licensee means 
I’m fully up to date on the industry 
and have the most recent information.  
Woolmark helps me keep up and stay 
competitive.”

We enable our partners to 
effectively market to the new 
Chinese consumer. We understand the new Chinese 

consumer and our messages are 
relevant and impactful. 

The new ‘Chinese consumer’ 
values wool and is willing to pay 
more for it.

Customers easily 
choose wool .

Retail customers care about the 
content of their garments and 
request wool garments.  

We foster and support the best 
manufacturers, brands, retailers 
and designers of tomorrow. 

We provide information that  
is valued and unique.

We inspire our partners and  
in turn, our partners share their 
inspirations with us.

We are a trusted source of trend 
knowledge and we provide it 
where its valued.  

The Wool Lab drives up 
connections and wool use.
Partners can use The Wool Lab  
to connect and engage with other 
partners.

We know the right places  
to deliver the right knowledge.

Wool garments sell quicker  
and at higher prices.

We are experimental and playful 
in our approach.
“I trust Woolmark’s ideas to be fresh.”

Checking for wool content 
becomes part of the purchase 
and post purchase process.

Wool is considered highly 
desirable and fashionable.

When people buy wool, they 
know it will be easy to care for.

Wool is synonymous with value 
and quality. 

The ‘Story of Wool’ helps  
brands ‘stand-out’.

Wool can withstand price 
pressures and remain more 
costly than other fibres.
“I continue to have a strong 
preference to use wool because 
there is demand for it. Price is no 
longer a pressure or factor in my 
decision process.” 

Woolmark supports and connects 
players across the spectrum for  
a full ‘Wool Story’.

We identify and support best 
practice in manufacturing.

We encourage single origin wool
and also enable partners to tell  
a fully connected wool story.

We help manufacturers create  
a compelling story to sell to brand
In response to the trend that 
consumers want a ‘reason to buy’ 
and are now digging deeper into the 
supply chain to justify their purchase, 
we help partners to package and ‘sell’ 
themselves as part of the ‘Wool Story. 

We help manufacturers ‘sell’ wool
We share information regarding 
campaigns and strategies that are 
targeted at consumers. 

We enable manufacturers use 
the trends of the time to position 
their story
We understand and leverage the new 
values that drive retail consumption. 
We help brands and manufacturers 
use this knowledge to increase 
demand for their wool products.

Brands have strong demand  
for wool garments. 

We know what the ideal relationship 
looks like and we know how to bring 
partners there.
We also have a view as to what the 
ideal relationship looks like for specific 
partner groups based on their needs 
and their propensity to drive demand 
for wool.  We know how to progress 
relationships based on where the partner 
is today and where we believe they can 
be in the future.

We have a unified view of what 
our value proposition is.

Because we are recognised  
as the global authority on  
Merino wool we can help others  
to become ‘ideal with wool’.

Wool is the fibre of choice 
through the supply chain.

We move from a culture of 
busyness to a culture of ‘value 
creation’. 

We use the Woolmark mark  
to identify ‘ideal’ across the 
supply chain. 
The logo is used as a marker to gauge 
and measure quality of product 
and operation throughout the 
manufacturing chain. 

We provide innovation to the 
companies that need it most. 

We know what expertise is needed, 
where, and have ways to share. 
We recognise and know the state the 
partners are at in the supply chain and 
therefore we can provide innovation 
information to them to help them 
become more competitive and closer to 
the known ‘ideal’. 

We look for ways to play up what 
wool can do for you, not wool in 
and of itself. 

We know when to make wool the 
hero and what it offers the hero. 

We know where to target fibre 
innovation and where to target 
production innovation. 

We help our partners prioritise 
and advise them where they 
should be spending their efforts 
based on our shared goals.

We are the trusted facilitator  
of global connections. 

We have ways of matching 
people, creating meaningful 
connections. 

We leverage our local and 
global presence to help grow 
businesses.

We know when to use a human 
touch or other tools to facilitate 
connections. 

We are respected marketing 
advisers.

The Woolmark mark indicates 
a stamp of approval from 
Woolmark. 

We have a shared view of our 
value proposition and prioritise 
based on business value.

Our ability to be proactive  
is much greater than our need  
to be reactive.

We know which relationships  
we need to progress, and which 
we do not.
Relationships are measured 
based on the relevance of wool 
to  a partner’s business and their 
propensity to increase demand 
for the fabric.

We have ways to measure impact.
We can measure and track our 
investments and activities and 
see what is paying off.

We know which levers we need to 
pull to move the system, partner 
by partner towards ‘ideal’. 
We can do this because we have 
a shared view as to what the ideal 
wool ecosystem looks like.

We know how to translate plans 
into every day actions. 

We know how to relate  
to different accounts.

Multiple measures of success 
help us prioritise activities and 
assess efforts. 

Our growers are confident  
in us and support our work.  
They are kept up-to-date  
on our activities and projects.

Have a vision of what the ideal wool 
ecosystem looks like and the program  
of work to get there.

We take advantage of our global 
network, sharing information and 
connecting people, worldwide.
As the global authority on wool, 
we know and are able to share, 
what activities are happening 
where. We also know how to 
connect people to the right 
sources, no matter where they are.

All tools help us with our work 
and we’re confident and happy to 
use them. 

We understand there are 
differences in partner types and 
therefore, needs will vary.
We are selective in our collaboration 
because we know how to prioritise 
our relationships.

We know which tools to use  
and when.  
Tools support us rather than create 
an extra reporting and processing 
burden.

We use digital tools to enhance, 
but not replace, the human 
connection.
Digital platforms supports and 
enhance the human connection that 
is valued by partners.

We capitalise on our existing 
partnerships to entice new  
partners to work with us.  

We know what we need from 
our partners and what we can 
provide to them.

Wool is perceived as being  
all it is and could be.

Wool is widely promoted  
by proponents of ‘Conscious 
Consumption’.

We have powerful well 
executed campaigns that work. We are a creative and nimble 

marketing consultant. 

Woolmark celebrates innovation 
and drives awareness where it’s 
necessary.

We drive and promote creativity.
“When I see the logo, I know the 
garment is creative and I feel part of 
an exciting process.”

We collaborate globally,  
but can act locally. 
We know enough to make our own 
decisions and do not need to get 
HQ involved with every decision.

Every country-based employee 
is empowered to make 
decisions.
As all offices and HQ are powered 
by the same strategic vision, it’s 
easy to do.

We are a global wool 
information provider.
All information on local channels  
is translated and up-to-date.

We facilitate connections with 
growers so partners can tell  
a valued ‘Story of Wool.
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Wool

Other fibres

bin

Having a relationship with 
Woolmark is valued.

Our partners see us as one 
unified entity, because we all 
share the same vision.

We build off and progress, 
positive relationships.

We have ways of measuring  
the success of relationships.

We have a view of global  accounts 
We learn from our peers and present  
a unified face to global partners.

We have a content strategy that 
enables us to focus.

Training

M

I am confident 
wool will sell

I can counter price 
pressures

My innovations are 
relevant and have 
strong customer 

support

I have strong 
demand for my 
wool products

I deliver against 
consumer demand 
for ecological and 

ethical goods

I tell a ‘Story of wool’ 
that resonates with 

consumers

I know how to 
market to the 

Chinese consumer

My stocked 
garments sell 

quickly

I can keep up with 
changing trends  

and markets
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effective and 

efficient processes
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Wool is perceived 
as a modern and 
ubiquitous fabric
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I have the technical 
support I need to set 

up my mill
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My wool business  
is sustainable in the 

long run
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Even though I am  
a small player, 

Woolmark supports me

We provide  
education and 

knowledge
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We provide 
inspiration 
and trends
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We provide 
intelligence
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We know who we 
are and what our 

purpose is

We have strong 
influence along the 
points in the supply 

chain that matter most

Our stakeholders are 
kept up-to-date and 
are confident in us We can leverage the 

Woolmark Company as  
a global connector and 

influencer in the supply chain

We provide 
tech and fibre 

innovation
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We provide advice 
and technical 

training
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We provide  
connections
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Relationships
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We provide 
guarantee of quality
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Risks to my 
business are 

reduced
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I am well-connected 
to others in my 

industry
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I have strong 
demand for  

my brand
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We provide 
marketing 
promotion.
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We are able to 
respond swiftly 
to local markets
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We can 
prioritise our 

efforts
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We know how  
to create value
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This map represents the future state 
service and experience for  
The Woolmark Company.

It was created by Meld Studios  
in collaboration with The Woolmark 
Company staff and partners over  
a three month process from May 
through July 2014.
This future service and experience map  
is enabled by the following principles:

•	 Have a vision of what the ideal wool ecosystem 
looks like and the program of work  
to get there

•	 Know what the ideal relationship looks like  
and how to bring partners there

•	 Establish a clear value proposition

•	 Serve partners based on ‘needs groups’  
and tailor our services based on needs

•	 Create connections that are relevant,  
valuable and trusted

•	 Provide a unified, powerful message  
to consumers and don’t divert from this

•	 Implement a content strategy that helps  
staff prioritise

•	 Build on the strengths of a global company,  
but empower staff to act locally 

•	 Use digital tools to enhance, but not replace 
the human connection

•	 Measure success and learn from interactions

•	 Leverage the new values that drive  
retail consumption.

THE WOOLMARK COMPANY  
FUTURE SERVICE  
& EXPERIENCE MAP


