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1. Introduction
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Transparency communications play a crucial role in the fashion industry, enabling
companies to build trust and credibility with their stakeholders. This module provides a
comprehensive understanding of the importance and implementation of transparency
communications. By recognising the distinctions from regular organisational
communications, identifying stakeholders, and engaging them effectively, fashion brands
can build trust and credibility. Crafting tailored messages, using various communication
channels, and considering ethical considerations further enhance transparency efforts.
Crisis communication and reputation management strategies help brands navigate
challenges, and monitoring and measuring transparency efforts allow for continuous
improvement. Embracing transparency in the fashion industry not only fosters responsible
practices but also cultivates stronger relationships with consumers and stakeholders,
ultimately contributing to a more sustainable and trustworthy industry.

The contents of this document do not necessarily reflect the position or opinion of the European Commission. The European
Commission shall not be liable for any consequence stemming from the reuse of the information that this document contains.
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2. Learning Objectives
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● Understand the concept of Transparency Communications in the fashion industry,
including its purpose, scope, and significance in fostering responsible and ethical
practices.

● Discover how Transparency Communications differs from organisational
communications and the importance of disclosing both successes and challenges in
building trust and credibility.

● Understand the key stakeholders in the fashion industry and their interests and how
to develop strategies for effective stakeholder engagement to address concerns and
build strong relationships.

● Learn how to develop key messages for Transparency Communications, tailored to
specific audiences, and how to create transparent communications materials that
effectively convey ethical and sustainable practices.

● Explore various communication channels, including traditional, digital, and supply
chain channels, and how to identify the most effective means of reaching target
audiences and promoting transparency.

● Evaluate the ethical considerations in Transparency Communications, how to ensure
transparency in sourcing and supply chain information, and how to implement ethical
practices in data collection and disclosure.

● Learn crisis communication strategies to handle negative incidents and reputation
management techniques to build resilience in Transparency Communications.

● Discover how to monitor and measure the impact of Transparency Communications
efforts and understand the significance of measuring effectiveness through key
metrics and data collection and analysis techniques.

The contents of this document do not necessarily reflect the position or opinion of the European Commission. The European
Commission shall not be liable for any consequence stemming from the reuse of the information that this document contains.
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3. Methodology
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The training programme consists of an online module and complementary practitioner-led
activities to cover a variety of approaches to learning. The activities will follow up on the
lessons learned during the online training. Therefore, we recommend that participants go
through the online module first before attending any practitioner-led activities.

3.1. Online Module
The online module comprises the following structure and topics. Each section contains
practical examples to illustrate the concepts covered. We also feature two case studies that
highlight transparency communications best practices.

1. Introduction to Transparency Communications in the Fashion Industry
● Overview of Transparency Communications
● How Transparency Communications Differs from Organisational Communications
● Importance of Transparency Communications
● Benefits of Transparency Communications
● Key Principles of Transparency Communications

2. Stakeholder Identification and Engagement
● Understanding Different Stakeholder Groups and Their Interests
● The Role of Stakeholder Engagement
● Techniques for Building Strong Relationships
● Conducting Stakeholder Consultations
● Addressing Stakeholder Concerns

3. Message Development
● Developing Key Messages for Transparency
● Tailoring Messages to Specific Audiences
● Writing Transparency Communications Materials
● Developing Targeted Communications for Specific Audiences

4. Channels of Communication
● Traditional and Digital Channels
● Using Social Media for Transparency Communications
● Internal Communication Channels
● Customer Feedback Channels
● Transparency through Supply Chain Channels
● Identifying the Most Effective Channels for Reaching Your Audience

The contents of this document do not necessarily reflect the position or opinion of the European Commission. The European
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5. Ethical Considerations
● Importance of Ethical Practices
● Ensuring Transparency in Sourcing and Supply Chain Information
● Ethical Considerations in Data Collection and Disclosure
● Mitigating Risks and Challenges

6. Crisis Communication and Reputation Management
● Understanding Crisis Communication
● Strategies for Handling Negative Incidents
● Reputation Management Techniques
● Building Resilience in Transparency Communications

7. Monitoring and Measuring Transparency Communications
● Evaluating the Impact of Transparency Efforts
● Significance of Measuring Effectiveness
● Key Metrics for Evaluating Transparency Communications
● Data Collection and Analysis Techniques

3.2. Practitioner-Led Activities and Workshops
The online module will be complemented by various practitioner-led workshops and other
activities.

3.2.1. Practitioner Profile
The choice of a practitioner is crucial to ensuring a smooth and effective learning
experience. The practitioner should possess certain qualifications, expertise, and
characteristics relevant to the specific content and objectives of the module. We suggest the
following profile:

1. Communication and Public Relations Expertise:
● Background in communication and public relations, preferably with experience in the

fashion industry.
● Strong understanding of transparency and ethical communication practices.

2. Industry Knowledge:
● Familiarity with the fashion industry, its key players, and current trends.
● Awareness of challenges and opportunities related to transparency in the fashion

sector.
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3. Teaching and Training Skills:
● Experience in facilitating workshops or training sessions on communication-related

topics.
● Ability to engage participants, encourage discussion, and provide constructive

feedback.

4. Crisis Communication Experience:
● Experience in crisis communication and reputation management, preferably in a

corporate or organisational setting.
● Ability to guide participants through realistic crisis communication scenarios.

5. Ethics and Sustainability Understanding:
● Understanding of ethical practices and sustainability in the fashion industry.
● Capability to guide discussions on ethical considerations in transparency

communication.

6. Monitoring and Evaluation Knowledge:
● Familiarity with monitoring and evaluation concepts, especially in the context of

communication effectiveness.
● Ability to guide participants in developing key metrics for transparency initiatives.

7. Adaptability and Innovation:
● Ability to adapt to diverse participant backgrounds and learning styles.
● Innovative thinking to incorporate engaging activities and real-world examples.

The practitioner should be a skilled communicator, adaptable to the needs of the
participants, and capable of creating an engaging and inclusive learning environment. Their
expertise in the relevant areas will enhance the overall learning experience and contribute to
the achievement of module objectives.

The contents of this document do not necessarily reflect the position or opinion of the European Commission. The European
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4. Workshops and
Activities
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The practitioner-led activities and workshops rely on a variety of learning concepts to enable
flexibility in how participants acquire the necessary knowledge.

4.1. Workshops
We have devised the following workshops to complement the online module. The first
workshop. Workshop 0, is more comprehensive, covering many of the topics from the online
module. In the event that participants have a limited time to attend sessions, then we
recommend this workshop in lieu of the others. Alternatively, participants can go through the
other workshops, each of which corresponds to one section of the online module. If time
permits, Workshop 0, can then be done to cap the overall experience.

Each workshop requires some preparation. Practitioners must research and develop case
studies from the fashion industry to be used in various discussions and activities within the
workshops. Mock scenarios of various topics must be created as well.

Tips for Practitioners
● Foster a collaborative and inclusive environment.
● Encourage active participation and open sharing of experiences and insights.
● Use real-world examples to enhance understanding.
● Adapt scenarios and examples to the participants' specific industry roles.
● Encourage honest reflections and discussions.

4.1.1. Workshop 0: Crafting Transparent Narratives: Effective
Transparency Communications in Fashion
Purpose:
This workshop aims to enhance participants' skills in crafting and delivering transparent
communications within the fashion industry, emphasising ethical practices and stakeholder
engagement.

Learning Objectives:
1. Understand the key principles of transparency communications.
2. Develop tailored messages for different stakeholder groups.
3. Practice crisis communication and reputation management strategies.
4. Identify effective communication channels for transparency efforts.
5. Evaluate the ethical considerations in transparency communications.

Timing:
● Duration: Half-day (4 hours)

The contents of this document do not necessarily reflect the position or opinion of the European Commission. The European
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Materials:
1. Case studies of transparency communication successes and challenges.
2. Whiteboard or flipchart.
3. Sticky notes and markers.
4. Scenario cards for crisis communication simulation.
5. Handouts on key principles and ethical considerations.

Introductory Questions:
1. What experiences do participants have with transparency communications in the

fashion industry?
2. Can you share an example of a brand effectively communicating transparency

practices?

Agenda:
1. Introduction (30 minutes):

○ Welcome participants and provide an overview of the workshop objectives.
○ Discuss participants' current experiences with transparency communications.
○ Share key principles of effective transparency communications.

2. Stakeholder Engagement and Message Development (1 hour):
○ Conduct a group activity: Participants identify key stakeholders and craft

messages tailored to their interests.
○ Encourage open discussion and collaboration among participants.

3. Crisis Communication Simulation (1 hour):
○ Present a simulated crisis scenario related to transparency.
○ Participants, in groups, devise crisis communication strategies and

responses.
○ Encourage creativity and emphasise the importance of maintaining

transparency during crises.
4. Communication Channels and Ethical Considerations (1 hour):

○ Discuss various communication channels and their appropriateness for
different scenarios.

○ Explore ethical considerations in transparency communications.
○ Encourage participants to share real-world examples and challenges.

5. Group Discussion and Reflection (30 minutes):
○ Open a group discussion on lessons learned.
○ Reflect on the importance of transparent communications in fostering trust.
○ Encourage participants to apply the concepts learned to their professional

contexts.
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6. Conclusion (30 minutes):
○ Summarise key takeaways.
○ Provide resources for further learning.
○ Encourage participants to apply workshop insights in their work.

4.1.2. Workshop 1: Navigating Transparency in Fashion
Purpose:
This workshop establishes a foundational understanding of transparency communications
in the fashion industry, emphasising its role in promoting responsible and ethical practices.

Learning Objectives:
1. Define and explain Transparency Communications in the fashion industry.
2. Recognise distinctions between Transparency Communications and organisational

communications.
3. Understand the importance of disclosing both successes and challenges for trust

and credibility.

Timing:
● Duration: 2 hours

Materials:
● Presentation slides
● Case studies
● Flipchart and markers (optional)
● Reflection questions
●

Introductory Questions:
1. What does transparency mean to you in the context of the fashion industry?
2. Can you recall a situation where a fashion brand's transparency positively or

negatively impacted your perception?

Agenda:
● Presentation (30 mins):

○ Provide an overview of Transparency Communications.
○ Highlight distinctions from organisational communications.
○ Share real-world examples.

● Group Discussion (20 mins):
○ Divide participants into groups.
○ Discuss differences found in Transparency Communications.

The contents of this document do not necessarily reflect the position or opinion of the European Commission. The European
Commission shall not be liable for any consequence stemming from the reuse of the information that this document contains.

14



● Case Study Analysis (30 mins):
○ Analyse case studies highlighting transparency impacts.
○ Discuss outcomes and lessons learned.

● Reflection Exercise (15 mins):
○ Individually reflect on the importance of transparency.
○ Share insights in pairs.

● Conclusion (15 mins):
○ Encourage participants to ask questions.
○ Discuss experiences related to transparency.

4.1.3. Workshop 2: Stakeholder Engagement Strategies
Purpose:
This workshop focuses on identifying and engaging key stakeholders in the fashion industry
effectively.

Learning Objectives:
1. Identify different stakeholder groups and understand their interests.
2. Develop strategies for effective stakeholder engagement.
3. Learn techniques for conducting stakeholder consultations.

Timing:
● Duration: 2.5 hours

Materials:
● Presentation slides
● Group discussion prompts
● Mind map templates

Introductory Questions:
1. Can you name stakeholders in the fashion industry beyond consumers?
2. How do you think engaging stakeholders can impact transparency?

Agenda:
1. Introduction (20 mins):

○ Define stakeholders and their significance.
○ Discuss the impact of stakeholder engagement on transparency.

2. Group Investigation (40 mins):
○ Participants research and present on various stakeholder groups.
○ Discuss findings in small groups.
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3. Mind Map Exercise (40 mins):
○ Visualise stakeholder interests and relationships.
○ Share and discuss mind maps.

4. Group Discussion (30 mins):
○ Discuss challenges and opportunities in stakeholder engagement.
○ Share experiences and insights.

4.1.4. Workshop 3: Crafting Transparent Messages
Purpose:
This workshop concentrates on developing key messages for transparency communications
tailored to specific audiences.

Learning Objectives:
1. Develop key messages for Transparency Communications.
2. Tailor messages to specific audiences effectively.
3. Create transparent communication materials that convey ethical and sustainable

practices.

Timing:
● Duration: 2 hours

Materials:
● Presentation slides
● Flipchart and markers
● Examples of brands doing effective transparency communications.
● Transparency scenarios.

Introductory Questions:
1. How do you think crafting transparent messages contributes to building trust?
2. Can you recall a brand whose communication effectively conveyed transparency?

Agenda:
1. Introduction (15 mins):

○ Present the importance of messaging with regard to transparent
communications in the fashion industry.

○ Share examples of brands crafting effective messaging in their transparency
efforts.

2. Creative Experiences Session (60 min):
○ Divide participants into small groups.

The contents of this document do not necessarily reflect the position or opinion of the European Commission. The European
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○ Provide each group with a transparency scenario (e.g., sustainable sourcing,
ethical production).

○ Instruct groups to collaborate and develop key messages addressing the
scenario.

○ Have the participants match their key messages with relevant stakeholders
groups.

3. Group Discussions (30 mins):
○ Have each group present their developed key messages.
○ Facilitate discussions on the effectiveness of the messages and the clarity of

conveying transparency to their relevant stakeholders.
4. Reflection Exercise (20 mins):

○ Ask participants to reflect on the challenges faced during the crafting process
and the lessons learned.

○ Encourage sharing reflections with the larger group.

This workshop aims to not only enhance participants' understanding of transparent
messaging but also to develop practical skills in crafting materials that effectively
communicate transparency in the fashion industry.

4.1.5. Workshop 4: Navigating Communication Channels
Purpose:
This workshop aims to explore diverse communication channels within the fashion industry
and guide participants in identifying the most effective means for promoting transparency.

Learning Objectives:
1. Explore traditional, digital, and supply chain channels of communication.
2. Understand the role of social media in transparency communications.
3. Identify the most effective channels for reaching target audiences.

Timing:
● Duration: 2.5 hours

Materials:
● Presentation slides
● Flipcharts and markers
● Case studies on successful social media transparency campaigns
● Transparency scenarios.
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Introductory Questions:
1. What communication channels do you believe are most effective in the fashion

industry?
2. Can you recall instances where a brand effectively used social media for

transparency?

Agenda:
1. Introduction (15 mins):

○ Briefly introduce the importance of communication channels in transparency
efforts.

○ Discuss the prevalence of traditional, digital, and supply chain channels in the
fashion industry.

2. Group Discussion (30 mins):
○ Facilitate a discussion on the advantages and disadvantages of traditional

and digital communication channels.
○ Encourage participants to share their experiences with different

communication methods.
3. Case Study Analysis (45 mins):

○ Present case studies of successful social media transparency campaigns in
the fashion industry.

○ Discuss the impact of these campaigns on brand transparency.
○ Encourage participants to extract key learnings.

4. Group Investigation (45 mins):
○ Divide participants into small groups.
○ Provide each group with a transparency scenario (e.g., sustainable sourcing,

fair labour practices).
○ Instruct groups to investigate and identify the most effective communication

channels for their given scenario.
5. Presentation and Discussion (30 mins):

○ Have each group present their findings, highlighting the chosen channels and
reasoning.

○ Facilitate a discussion on the diversity of identified channels and their
potential impact.

6. Conclusion (15 mins):
○ Summarise the key takeaways from the workshop.
○ Conclude with an open discussion on challenges and opportunities in

navigating communication channels for transparency.
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This workshop is designed to empower participants with insights into the dynamic
landscape of communication channels in the fashion industry and enable them to
strategically choose the most effective channels for promoting transparency.

4.1.6. Workshop 5: Ethics in Fashion Communication
Purpose:
This workshop aims to delve into the ethical dimensions of transparency communications
within the fashion industry, emphasising responsible sourcing, supply chain transparency,
and ethical data practices.

Learning Objectives:
1. Understand the pivotal role of ethical practices in fostering transparency within the

fashion industry.
2. Ensure transparency in sourcing and supply chain information for ethical

communication.
3. Implement ethical practices in data collection and disclosure to build trust with

stakeholders.

Timing:
● Duration: 3 hours

Materials:
● Presentation slides
● Flipcharts and markers
● Case studies on brands with ethical transparency practices

Introductory Questions:
1. How would you define ethical practices in the context of fashion communication?
2. Can you think of a brand that effectively communicates its ethical sourcing

practices?

Agenda:
1. Introduction and Reflection Exercise (30 mins):

○ Begin with a brief introduction to the workshop's purpose and objectives.
○ Conduct a reflective exercise where participants individually contemplate the

ethical implications of transparency in fashion communication.
○ Encourage participants to share their reflections with the group.
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2. Group Discussion on Ethical Practices (45 mins):
○ Facilitate a group discussion on the importance of ethical practices in fashion

communication for building trust with stakeholders.
○ Explore different perspectives on what constitutes ethical behaviour in

transparency efforts.
3. Independent Research and Investigation (60 mins):

○ Have the participants conduct independent research and investigation into
current ethical issues in the fashion industry.

○ Instruct participants to explore various sources to understand the ethical
challenges faced by the industry.

4. Case Study Analysis (45 mins):
○ Present case studies of brands that have successfully implemented ethical

practices in their transparency communications.
○ Facilitate a discussion on the strategies employed by these brands and the

impact on their reputation.
5. Group Reflection and Discussion (45 mins):

○ Divide participants into small groups to discuss the challenges and
opportunities in incorporating ethics into fashion communication.

○ Each group presents their reflections, and the practitioner guides an open
discussion.

6. Conclusion (15 mins):
○ Summarise key insights from the workshop.
○ Emphasise the importance of ethical considerations in transparency

communications.
○ Provide additional resources for further exploration.

This workshop is designed to sensitise participants to the ethical dimensions of
transparency in fashion communication, empowering them to navigate challenges and
contribute to the industry's responsible and ethical practices.

4.1.7. Workshop 6: Crisis Communication Simulation
Purpose:
This workshop is designed to immerse participants in the complexities of crisis
communication within the fashion industry. By analysing real-world cases, engaging in
discussions, and participating in a simulated crisis scenario, participants will develop
practical skills in handling negative incidents and preserving brand reputation.
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Learning Objectives:
1. Conceptual Understanding:

○ Grasp the fundamentals of crisis communication in the specific context of the
fashion industry.

○ Understand the importance of crisis communication in maintaining
transparency and ethical practices.

2. Strategy Development:
○ Develop effective strategies for handling negative incidents that align with

transparency and ethical communication principles.
○ Learn to mitigate potential damage to brand reputation through strategic

communication.
3. Practical Application:

○ Engage in a role-playing scenario to simulate a crisis situation in the fashion
industry.

○ Apply crisis communication strategies in real-time to address challenges and
maintain transparency.

Timing:
● Duration: 4 hours

Materials:
● Presentation slides
● Flipcharts and markers
● Case studies on fashion brands facing crises
● Role-playing scenario briefs
● Reflection exercise prompts

Practitioner Preparation:
● Identify a few case studies on fashion brands facing crises.
● Create a few crisis scenarios for the role-playing exercise.

Introductory Questions:
1. Can you recall a recent crisis situation faced by a fashion brand? How do you think

they handled it?
2. What, in your opinion, are the key elements of effective crisis communication in the

fashion industry?
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Agenda:
1. Introduction to Crisis Communication (45 mins):

○ Begin with an overview of crisis communication, emphasising its significance
in the fashion industry.

○ Present case studies of fashion brands that faced crises, discussing the
impact on transparency and reputation.

2. Group Discussion on Crisis Strategies (60 mins):
○ Facilitate a group discussion on effective strategies for handling negative

incidents.
○ Encourage participants to share insights from the case studies and explore

different approaches.
3. Role-Playing Exercise (90 mins):

○ Provide participants with role-playing scenario briefs, assigning roles related
to crisis communication (e.g., PR manager, spokesperson).

○ Conduct the simulation, allowing participants to apply crisis communication
strategies in real-time.

4. Debrief and Discussion (45 mins):
○ Facilitate a debriefing session immediately after the role-playing scenario.
○ Discuss the challenges faced, strategies implemented, and lessons learned.
○ Encourage participants to reflect on the alignment of their actions with

transparency and ethical principles.
5. Reflection Exercise (30 mins):

○ Conclude with a reflection exercise where participants individually reflect on
their experiences during the simulation.

○ Provide prompts for participants to consider how transparency and ethical
considerations guided their decisions.

6. Conclusion (15 mins):
○ Summarise key takeaways from the workshop.
○ Emphasise the ongoing importance of crisis communication in maintaining

transparency and ethical practices.
○ Distribute evaluation forms for participants to provide feedback.

This workshop aims to enhance participants' crisis communication skills, preparing them to
navigate negative incidents while upholding transparency and ethical standards within the
fashion industry.
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4.1.8. Workshop 7: Measuring Transparency Impact
Purpose:
This workshop is designed to give participants the knowledge and skills needed to
effectively measure and evaluate the impact of transparency communications efforts in the
fashion industry. Participants will explore various metrics, engage in case study analysis,
and collaboratively develop a mock monitoring and evaluation plan for a transparency
campaign.

Learning Objectives:
1. Understanding Evaluation Techniques:

○ Learn different techniques for evaluating the impact of transparency efforts.
○ Understand the role of metrics in assessing the effectiveness of transparency

communications.
2. Importance of Key Metrics:

○ Recognise the importance of selecting and prioritising key metrics to
measure the impact accurately.

○ Understand how key metrics contribute to demonstrating the success of
transparency initiatives.

3. Data Collection and Analysis Techniques:
○ Explore various techniques for collecting relevant data to measure

transparency impact.
○ Understand methods for analysing data to derive meaningful insights.

Timing:
● Duration: 4 hours

Materials:
● Presentation slides
● Flipcharts and markers
● Case studies on brands with successful transparency measurement
● Mock transparency campaign scenarios

Introductory Questions:
1. Can you name any fashion brands that are particularly transparent about their

practices? How do you think they measure the impact of their transparency efforts?
2. What challenges do you think brands face when trying to measure the impact of

transparency?

The contents of this document do not necessarily reflect the position or opinion of the European Commission. The European
Commission shall not be liable for any consequence stemming from the reuse of the information that this document contains.

23



Agenda:
1. Introduction to Impact Measurement (45 mins):

○ Provide an overview of why measuring transparency impact is crucial in the
fashion industry.

○ Discuss the challenges and opportunities associated with transparency
impact measurement.

2. Group Investigation into Metrics (60 mins):
○ Facilitate a group investigation where participants explore different metrics

used in the fashion industry to measure transparency impact.
○ Encourage discussions on the relevance and effectiveness of each metric.

3. Case Study Analysis (60 mins):
○ Conduct a case study analysis on brands that have successfully measured

the impact of their transparency communications.
○ Discuss the methodologies used and the outcomes achieved.

4. Creative Experiences Session (60 mins):
○ Engage participants in a creative session where they collaboratively develop a

mock monitoring and evaluation plan for a transparency campaign.
○ Provide sample scenarios and templates to guide the process.

5. Group Discussion on Challenges and Opportunities (30 mins):
○ Conclude with a group discussion on the challenges faced by brands in

monitoring and measuring transparency impact.
○ Explore opportunities for overcoming these challenges.

6. Reflection Exercise (30 mins):
○ Facilitate a reflection exercise where participants individually reflect on the

most valuable insights gained during the workshop.
○ Encourage participants to consider how they can apply these insights in their

professional roles.
7. Conclusion (15 mins):

○ Summarise key takeaways from the workshop.
○ Emphasise the role of effective impact measurement in advancing

transparency goals.
○ Encourage participants to continue exploring innovative ways to measure

transparency impact.

This workshop aims to empower participants with the knowledge and skills needed to
measure and evaluate the impact of transparency communications efforts in the dynamic
landscape of the fashion industry.
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4.2. Activities
In addition to workshops, there are various activities that can complement the module.
These activities provide a mix of individual and collaborative learning experiences, allowing
participants to explore, apply, and reflect on the concepts covered in the module.

● Independent Research Project: Assign participants a research topic related to
transparency in the fashion industry (e.g., the impact of transparency on consumer
behaviour, trends in sustainable fashion). Participants present their findings in a
written report or short presentation.

● Online Reflection Journal: Have participants maintain an online journal throughout
the module, reflecting on key concepts, personal insights, and connections to
real-world examples. Encourage periodic submissions and provide feedback to
facilitate continuous reflection.

● Case Study Analysis Assignment: Assign participants a set of case studies related to
transparency in the fashion industry. Ask them to analyse each case, identify
communication strategies employed, and propose alternative approaches.
Participants can submit a written analysis or present their findings.

● Discussion Forums: Create an online discussion forum where participants can
discuss weekly topics, share relevant articles or resources, and pose questions.
Encourage active participation, and assign discussion topics related to each module
section.

● Interviews with Industry Professionals: Have participants conduct interviews with
professionals in the fashion industry involved in transparency communications. They
can explore challenges faced, successful strategies, and emerging trends.
Participants share their insights through written summaries or short presentations.

● Portfolio Development: Throughout the module, have participants curate a portfolio
showcasing their work, including crafted transparent messages, communication
materials, and reflections. This can serve as a tangible representation of their
learning journey.

● Social Media Campaign Analysis: Ask participants to choose a transparency-focused
social media campaign in the fashion industry. Have them analyse the campaign's
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effectiveness, identifying strengths, weaknesses, and areas for improvement.
Participants can share their analyses in a written report or short presentation.

● Guest Speaker Sessions: Invite guest speakers from the fashion industry who
specialise in transparency communications. Allow participants to engage in Q&A
sessions, gaining insights from professionals with hands-on experience.

4.3. Vocational or Work-Based Learning Activities
Vocational and work-based learning opportunities allow participants to bridge the gap
between theory and practice, gaining valuable experience and developing skills that are
directly applicable in their future careers within the fashion industry.

● Internship Opportunities: Collaborate with fashion companies or organisations
willing to host interns. Participants work on transparency communication projects,
gaining practical insights into crafting messages, using various channels, and
addressing ethical considerations.

● Organisational Shadowing: Facilitate opportunities for participants to shadow
professionals in fashion organisations with strong transparency practices. This
exposure helps them understand day-to-day responsibilities and challenges in the
field.

● Transparency Campaign Development: Assign participants the task of developing a
transparency communication campaign. They can collaborate with a local fashion
brand to apply their knowledge in a real-world context, creating materials and
strategies for communication.

● Guest Speaker Series: Organise a guest speaker series featuring professionals
specialising in transparency communications in the fashion industry. Participants
attend these sessions, engage in Q&A, and potentially network for future work-based
opportunities.

● Portfolio Development: Throughout the module, participants work on projects that
contribute to a comprehensive portfolio. This portfolio can include crafted messages,
communication materials, and reflections, serving as a tangible representation of
their capabilities.
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5. Assessments
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5.1. Online Module
The online module contains self assessments for each section. These assessments enable
the participant to gauge their understanding of the concepts presented. The module ends
with a final quiz consisting of randomly ordered questions covering the entire module.
Participants must pass with a score of 84% to complete the module.

5.2. Practitioner Assessments
Practitioners leading the offline activities can assess the participants in a variety of ways.
During the completion of the workshops and group activities, practitioners can directly
observe and determine how the participant is understanding and integrating the knowledge.
The following can also be used to engage the participants and assess their understanding.

5.2.1. Reflection Questions
This exercise consists of asking a series of questions that reflect participants’
understanding and help the practitioner gain insight into what has been absorbed from the
learning.

● Conceptual Understanding:
○ What key concepts related to transparency communications did you find most

enlightening or challenging in this module?
○ How has your understanding of transparency in the fashion industry evolved

throughout the learning process?
○

● Personal Values and Alignment:
○ Reflect on your personal values. How do these align with the ethical and

transparent practices discussed in the module?
○ In what ways can you integrate your personal values into future transparency

communication efforts?
○

● Stakeholder Engagement:
○ Consider the stakeholder engagement strategies discussed. How might you

tailor these strategies to build strong relationships with stakeholders in your
future professional endeavours?

○ Can you identify any potential challenges in stakeholder engagement and
propose strategies to address them?

○
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● Communication Channel Effectiveness:
○ Evaluate the effectiveness of different communication channels discussed

(traditional, digital, social media, etc.). Which channels do you believe would
be most effective in conveying transparency messages to different
audiences?

○ How might the choice of communication channel impact the perception of
transparency?

○
● Crisis Communication and Reputation Management:

○ Reflect on the importance of crisis communication and reputation
management in transparency efforts. How would you approach handling a
negative incident in a transparent and effective manner?

○ What strategies can enhance resilience in transparency communications
during challenging times?

○
● Ethical Considerations:

○ Consider the ethical considerations in transparency communications. How
can you ensure transparency in sourcing and supply chain information while
maintaining ethical practices?

○ Reflect on potential risks and challenges in implementing ethical
considerations and propose mitigation strategies.

○
● Impact Measurement:

○ Reflect on the significance of measuring the impact of transparency efforts.
How can effective measurement contribute to continuous improvement in
transparency communications?

○ Identify key metrics that would be valuable for evaluating the success of
transparency initiatives.

5.2.2. Reflection Exercises
These reflection exercises encourage participants to introspect, connect theoretical
concepts to practical experiences, and derive meaningful insights that can contribute to their
personal and professional development in the fashion industry.

● Personal Values Alignment: Ask participants to reflect on their personal values and
how they align with the principles of transparency in the fashion industry. What
values are most important to them, and how do these align with ethical and
sustainable practices in fashion?

○
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● Case Study Reflection: After analysing a transparency communications case study,
have participants reflect on the challenges faced by the brand and the effectiveness
of the communication strategies employed. What alternative approaches could have
been taken?

○
● Ethical Considerations Journal: Throughout the module, participants maintain a

journal where they record instances where ethical considerations in transparency
communications became apparent. They reflect on how these considerations impact
their perception of brands.

○
● Communication Channel Evaluation: After exploring various communication

channels, participants evaluate each channel's effectiveness in conveying
transparency messages. They reflect on which channels might be most impactful for
different audiences.

○
● Crisis Communication Simulation Debrief: Following a crisis communication

simulation, conduct a debrief session where participants reflect on their experiences.
What challenges did they face, and what strategies proved effective in managing a
crisis scenario?

○
● Stakeholder Engagement Reflection: Ask participants to reflect on their

understanding of stakeholder engagement. What strategies resonate with them for
building strong relationships with stakeholders, and how can these be applied in their
future roles?

○
● Impact Evaluation Reflection: After learning about monitoring and measuring

transparency communications, have participants reflect on the significance of impact
evaluation. How can effective measurement contribute to continuous improvement in
transparency efforts?

5.2.3. Assessment Exercises
These assessment exercises are designed to gauge participants' understanding, application
of concepts, and practical skills in the areas of transparency communications and
collaboration for fashion transparency.

● Case Study Analysis: Provide a case study involving a fashion brand facing
transparency challenges. Ask participants to analyse the case, identify key
communication strategies, and propose solutions.

○

The contents of this document do not necessarily reflect the position or opinion of the European Commission. The European
Commission shall not be liable for any consequence stemming from the reuse of the information that this document contains.

30



● Message Development Task: Assign participants a scenario (e.g., launching a
sustainable fashion line). Task them with developing key messages tailored to
different target audiences, emphasising transparency.

○
● Communication Channel Evaluation: Provide a list of communication channels and

scenarios. Ask participants to match the most effective channel to each scenario,
justifying their choices based on transparency communication principles.

○
● Ethical Considerations Quiz: Create a quiz with scenarios related to sourcing, data

disclosure, and stakeholder engagement. Participants answer questions on
maintaining ethical practices.

○
● Crisis Communication Simulation: Conduct a simulated crisis scenario. Participants

respond to a crisis, demonstrating effective communication strategies and ethical
decision-making.

● Monitoring and Evaluation Plan: Ask participants to develop a monitoring and
evaluation plan for a transparency initiative, including key metrics, data collection
methods, and evaluation criteria.
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6. Resources
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Fashion Transparency Index 2023

The Sustainable Fashion Communication Playbook
● UNEP and UN Climate Change provide fashion communicators with practical guide to

contribute to sustainable change
● The Sustainable Fashion Communication Playbook

Communicating Digitalised Supply Chain Transparency: Towards a Guide for Fashion SMEs

How e-commerce managers can bring more transparency and help consumers make more
sustainable choices

Sustainable fashion communication: The new rules

Engaging the fashion consumer in a transparent business model

Digital Consumer Engagement with Transparency-related Content of Sustainable Fashion on
Instagram

Engaging consumers with sustainable fashion on Instagram

Unlocking sustainability secrets: 100 fashion industry professionals share their experience
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https://www.fashionrevolution.org/about/transparency/
https://www.unep.org/news-and-stories/press-release/unep-and-un-climate-change-provide-fashion-communicators-practical
https://www.unep.org/news-and-stories/press-release/unep-and-un-climate-change-provide-fashion-communicators-practical
https://www.unep.org/resources/publication/sustainable-fashion-communication-playbook
https://link.springer.com/chapter/10.1007/978-3-031-38541-4_7
https://www.goodbrand.guru/sustainable-e-commerce/
https://www.goodbrand.guru/sustainable-e-commerce/
https://www.voguebusiness.com/sustainability/sustainable-fashion-communication-the-new-rules-un-fashion-charter#:~:text=The%20guidance%20for%20the%20industry,encourages%20a%20more%20equitable%20industry.
https://www.researchgate.net/publication/320022680_Engaging_the_fashion_consumer_in_a_transparent_business_model
https://www.theseus.fi/bitstream/handle/10024/511211/Tran_Song.pdf?sequence=5&isAllowed=y
https://www.theseus.fi/bitstream/handle/10024/511211/Tran_Song.pdf?sequence=5&isAllowed=y
https://www.researchgate.net/publication/348278129_Engaging_consumers_with_sustainable_fashion_on_Instagram
https://fashionunited.uk/news/business/unlocking-sustainability-secrets-100-fashion-industry-professionals-share-their-experience/2023120672968
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