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BRAND PROMISE

INSIDE OUTSIDE

Fabric that feels good physically, that is 
super soft and made to last, because 
clothes are our second skin.

A brand you can feel good about wearing, 
because we weave ethical production and 
impact reduction into the fabric of 
everything we make and do.

Designs that make you feel good about 
yourself — that fit, flatter, and function, 
letting you shine through.

NEW BRAND WILL STAND FOR APPAREL THAT

FEELS GOOD FROM THE INSIDE OUT



PRINCIPLE 1

MATERIAL MATTERS

As the first house of the body, clothes are first and foremost 
tactile. That’s why fabric is this brand’s foundation. The kind that 
feels good, and that you can feel good about. Our obsession is 
finding materials we love. Materials you can trust because they’re 
made to last with our lasting values. So whether it’s clothes for 
chilling out or going out, running a meeting or walking through 
the park — sustainability, safety, quality, integrity, and honesty 
are always woven in. We want our clothes to keep up with the 
times, and stand the test of time, so we make threads our 
touchstone. Because in a world of poorly made material and 
excess matter, good material matters.

Having a point of view on whatever the material is and whatever you are 
going to be using…Step one, that’s where you start. 

— Lewis Perkins



PRINCIPLE 2

TRUE TO FORM

We believe apparel should look good on real people in real 
life, not just in a magazine or on a mannequin. That’s why 
our clothes are true to form. They fit, flatter, and don’t easily 
falter. We also believe in staying true to yourself. So when 
we forecast styles, we don’t just chase the look of the week. 
We thoughtfully curate the fabrics, cuts, and designs that fit 
the moment and fit our timeless aesthetic. Because we know 
that when we create apparel that’s truly timeless, true to 
size, and true to our values, the true you can shine through.

We just assume that fashion is all about image. And so we don't 
necessarily get clothes that fit our bodies very well…Image 
obsession has taken us away from our relationship with clothes. 

— Hazel Clark



PRINCIPLE 3

THE STORY ON YOUR SLEEVE

Today, the apparel industry is opaque. People don’t know 
where or how their clothes are made. But for people to feel 
good about what they’re wearing, they need to know the full 
story: what it’s made of, who made it, where it came from, 
what it stands for. So we become experts in honest 
storytelling — building trust by wearing transparency and the 
truth of our brand on our sleeves. 

If I were to ask for a anything as a consumer, it would be that at the 
very least companies would make a pledge to have visibility on who 
was making their clothes. 

— Sarah Stillman



PRINCIPLE 4

TAKE IT BACK

Sustainability means taking responsibility for the full life cycle of the 
product. And that means more than compliance, it means acting 
with conviction. We take a bold stand on taking it back — the 
ultimate no-(wo)man-left-behind mentality. So when you’ve worn 
your New Brand clothes to your heart’s content, we take them back 
to up cycle, down cycle, or donate them.

One of the most important questions to ask is, “Is this fashion designed in a 
way that will go somewhere else, or will it end up in a landfill?” Such a big 
piece in the apparel industry is how much clothing ends up in the landfill.

— Lewis Perkins



BRAND PROMISE
SUMMARY OF BRAND PRINCIPLES
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WE FEED THE HUMAN SPIRIT BY CREATING
APPAREL THAT FEELS GOOD FROM THE INSIDE OUT

MATERIAL MATTERS TRUE TO FORM THE STORY ON YOUR SLEEVE TAKE IT BACK

FITS RIGHT PRICED RIGHT AND DOES RIGHT



BRAND PROMISE
WHY WE CAN DO IT
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This brand promise is both foundational – building on our strengths – and 
aspirational – stretching us to do things differently. We have the permission and 
the ability to make apparel that feels good from the inside out because:

• Kroger is already on the journey of sustainable and transparent sourcing and has invested 
significantly in chemical testing, labor standards, etc. We are starting from a strong base. 

• Many of our existing products and brands perform well on quality fabric feel for the price, a 
foundation upon which we can continue to build, adding more materials we truly love. 

• The new director of sourcing and supporting team will bolster Kroger’s ability to build, 
monitor, track, and tell transparent stories about its supply chain. 

• We are building a lean production cycle that can create quality, timely clothes — not 
throwaway fashion — with less waste.

• We can leverage our scale to tell a consistent brand story throughout the store and across 
the country.

• Consumers trust Kroger; it’s a values-based organization. We can deepen that trust by  
building the new apparel brand even more explicitly on Kroger values — sustainability, 
safety, timelessness, quality, integrity, honesty. 



BRAND PROMISE
THE STORY OF OUR APPAREL BRAND
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WE FEED THE HUMAN SPIRIT BY MAKING
APPAREL THAT FEELS GOOD FROM THE INSIDE OUT

Clothes are our second skin; they protect us and reflect us. They tell the world who we are, what we stand for, how 
we’re feeling today. Clothes also say what we value — and those values are changing.

It’s no longer enough for what we buy to meet a basic need. We want our clothes to make us feel good about who we 
are. And we want to feel good about buying them. We want them to be made right, the right way: with responsible 
practices and renewable products.

As we aspire to wear clothes in line with our values, we also want to be inspired. Each season is a chance for new 
looks and style innovation — an opportunity for uplift — that Kroger can uniquely provide. As shoppers search for style 
recipes, mixing and matching amid our fresh fashion, we can excite people with the story of our wearables, and make 
them more aware of what they’re wearing.

It’s more than compliance. It’s living our beliefs with every fiber of our being. It’s bettering our fabrics and bettering our 
supply chain. It’s creating garments that are true to size, true to our taste, and true to their own story. If we start with 
clothes we believe in wholeheartedly, we can create a wardrobe that can be worn for years, then recycled when it’s all 
worn out. By weaving our values into our products, we can make apparel that feels good inside and out.



N A M E S ,  L O G O S ,  A N D  D E S I G N  
I M P L I C A T I O N S
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