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About Fashion for Good and its role 
within the New Cotton Project
 How can we Make Fashion a Force for Good? 

Fashion for Good is a global initiative aimed at inspiring change and driving the collective movement to make 
fashion a force for good. We work directly with the fashion industry to innovate towards solutions that are better 
for people and the planet and empower behaviour change through our sustainable fashion museum. 

Fashion for Good’s role within the New Cotton Project focuses on communications, dissemination and 
knowledge transfer. In this unit we will discuss the importance of communications within the New Cotton 
Project, share insight to the strategic approach and highlight some of the key moments and activities. 

Learn more at https://fashionforgood.com 

https://fashionforgood.com


Communications role in the project
 
The New Cotton Project ultimately aims to inspire the fashion industry to transition away from a linear model towards 
a circular mode of production. The role of communications within the project is key to driving awareness and 
engagement with relevant external audience groups, helping to ensure effective knowledge transfer to relevant 
stakeholders. 

In order to implement an effective holistic communications strategy, the team focused on developing six key pillars: 

1. Brand guidelines that defined the look and feel of the project. 
2. Launching a series of owned channels including a website and social media channels. 
3. Communications guidelines setting out the core messages and processes for communicating. 
4. A holistic communications and dissemination strategy outlining the key milestones and communications 

activities for the project. 
5. Core communications assets such as press releases, images and engaging video content.
6. Developing and implementing physical activations to engage external audiences where relevant. 

 

Communicating for Influence and Impact



Goals and approach

The first step of the communications process focused on defining the goals and approach for the overarching 
strategy. Key to this was the development of the project’s communications guidelines, which the consortium 
used to underpin all communications throughout the project. 

The document defined: 

• The project’s core messages to ensure effective communication of project’s objectives.
• The core target audience groups along with the relevant channels and methods to effectively reach these 

groups. 
• A project timeline identifying the key milestones of the project. 
• Processes and timelines for internal communications within the consortium. 
• Identified the key channels of communication along with guidelines for each channel. 

Defined before we begin communications activities



Core messaging   

Going beyond cotton.

The New Cotton Project harnesses collaboration and cutting-edge technology to create circular 
fashion. 

In a world first for the fashion industry, twelve pioneering players are coming together to break new 
ground by demonstrating a circular model for commercial garment production.

Over a three-year period, textile waste is collected and sorted, and regenerated into a new, 
man-made cellulosic fiber that looks and feels like cotton – a “new cotton” – using Infinited Fiber 
Company’s textile fiber regeneration technology. The fibres will be used to create different types of 
fabrics for clothing that will be designed, manufactured and sold by global brand adidas and 
companies in the H&M Group. The project also aims to act as an inspiration and steppingstone for 
further, even bigger circular initiatives in the industry going forward.

Defined in the Communications Guidelines 



Audience 

Identifying the relevant target audience groups for the project was central to ensuring knowledge transfer to 
relevant stakeholders. The target audiences were split into two groups, primary and secondary. The primary 
group focused on industry professionals and leaders along with policy makers whilst the general public were the 
main focus of the secondary audience. Once the target audiences were defined, the team worked to build a 360 
overview of the channels and media outlets that would be most effective to reach those groups. 

Primary
• Press: Focus on fashion trade outlets, along with business and finance titles. Additionally, consumer titles 

where relevant. 
• Industry leaders. 
• Public entities.

Secondary 
• General Public / Consumers.

Defined in the Communications Guidelines 



Brand Guidelines and 
Communications 
Channels   
The brand identity for the project was 
developed in collaboration with an external 
agency to define the look and feel of all of the 
project’s owned channels, such as website and 
social media channels, along with internal tools, 
such as presentations.

For this, the team selected suitable brand 
colours, font and design features to ensure a 
strong visual identity for the project. 



Channels

The New Cotton Project website functions as the central 
platform for the project to communicate key insights with 
a wider external audience. The content focuses on 
explaining the consortium’s objectives and processes in 
more detail, whilst also sharing news stories and 
member interviews to help share deeper insights to the 
project.  

The team regularly posted news articles, press releases, 
interviews and activity updates in the ‘News Section’ to 
keep interest and engagement in the project. 

The team continued to measure unique monthly visitors 
and interactions with content to track engagement 
across the project. 

Website



Channels

Relevant social media channels, such as 
LinkedIn and Twitter, proved powerful tools to 
reach and engage relevant industry players.

The team regularly posts news updates and 
project insights to keep the project’s community 
engaged. They also measure organic 
impressions, follower growth and engagement 
rate to ensure the news is reaching the right 
audience. 

Social media channels



Channels

In addition to the project’s owned channels, PR 
and media engagement helped to drive positive 
press coverage around the project’s launch and 
key milestones. 

The team worked to keep editors informed on 
the project’s progress through press releases, 
news updates, in-person meetings and phone 
interviews with consortium members.

Since its launch in October 2020, the New 
Cotton Project has been featured in leading 
trade and business press outlets over 65 times.

Press



Activities and Assets  
As the project progressed, the 
communications team worked closely with 
the consortium and Aalto University to 
identify and disseminate key insights and 
learnings. These were often shared 
externally as white papers and press 
releases. 

Here you can view two press releases, 
which were distributed to the international 
media communicating the project’s 
midway point and also the opening of an 
installation celebrating the launch of the 
adidas and H&M Group’s products. 



Key assets

In addition to press releases, the communications 
team also developed animation and video 
material to help convey key insights in a concise 
and engaging format that would appeal to a wider 
audience.

The New Cotton Project animation video explains 
the project and the processes behind the 
consortium in an accessible and concise format 
which could be used to engage a wider audience. 
The asset was featured on the project’s website, 
social channels along with the consortium 
members channels. 

Animation video

https://youtu.be/C_YJzaxyTWs
https://youtu.be/C_YJzaxyTWs


Key assets

To celebrate the launch of the adidas and H&M 
Group’s pieces, Fashion for Good launched an 
installation within the Fashion for Good 
museum in Amsterdam. Local press and 
influencers were invited to celebrate the launch 
as part of a wider exhibition exploring the past 
and future of cotton.

In addition, adidas also opened an installation at 
the London Design Festival sharing their work 
on circularity, including the production of the 
New Cotton Project pieces. 

Physical installation



Key assets

As part of the launch activity, an additional video 
asset in the form of a 5 minute documentary 
was released. The video documented the 
aspirations and collaboration behind the project 
in the words of the consortium members.

The communications team developed this asset 
over a 6 month period in collaboration with a 
production team.  

Short documentary

https://youtu.be/XWZ9ts5w5QY
https://youtu.be/XWZ9ts5w5QY


Coming next 

The next step of the communications strategy will focus on engaging EU policy makers with the key learnings and 
insights garnered in the project which can be utilised to help inform circular textiles policy moving forward. This 
will take the place of a policy roundtable, which the team will host in Brussels, along with the dissemination of a 
policy paper which will be produced by Aalto University. 

Additionally, the communications team will also support Aalto University and RISE in the dissemination of 
academic papers for peer reviewed scientific publications along with the end of project report. 

Continue to follow the New Cotton Project journey at: 

Website: https://newcottonproject.eu

LinkedIn: https://www.linkedin.com/company/new-cotton-project

Twitter: https://twitter.com/project_cotton

Policy Roundtable and Academic Papers 

https://newcottonproject.eu/
https://www.linkedin.com/company/new-cotton-project/
https://twitter.com/project_cotton

