PR E S S K I T

Fjällräven Sustainability

“

There must
be a way.
Fjällräven founder Åke Nordin

SUSTAINABILITY AT FJÄLLRÄVEN
Designing for generations to come
As an outdoor company, we are acutely aware that

everything we do has an impact on the world around us
and the people and animals that inhabit it. This is why we
do our utmost to keep our environmental footprint as small
as possible. We consider the
environmental impact when
we design, choose one material over another, and when
deciding where to produce
our clothing and equipment.
But it’s not easy. We know
we are by no means perfect.
We have to make compromises, to sometimes say ‘no’ when we want to say ‘yes’. We
have made, and will continue to make, mistakes. But we
try to learn from them; we innovate and adapt. We are not
the ones to settle. We never sit back and relax thinking
what we are doing now is good enough. The term ‘room
for improvement’ is ingrained in everyone at Fjällräven.
However, we have achieved quite a lot already. Our
Down Promise covering animal welfare through 100%
traceability has been in place since 2014. We have been
pfc-free since 2015. By 2019, 61% of our materials were

rated good and excellent – mostly because they are either
organic, recycled or fully traceable. We are members of the
Fair Labor Association and the UN Global Compact. And,
of course, we have been designing for lifetimes of wear
– the most important yet often
less talked about aspect of sustainability – since 1960.
A well-worn jacket is ingrained with memories. It is
also better for the environment.
We design products to last – and
with a little customer care – for
a lifetime, hopefully several
lifetimes. We use materials that are tough and durable.
We create products that are easy to repair. And we design
garments that don’t go out of fashion.
We are guided by the beliefs of our founder, Åke Nordin,
who said ‘there must be a way’. We are committed to
moving forward and developing more sustainable outdoor
clothing and equipment for people to enjoy for generations.
This press kit details how we are working with sustainability at Fjällräven.

“

Everything we do has an
impact on the world around
us and the people and animals
that inhabit it.

In 1960, Åke Nordin founded
Fjällräven in his basement in the
town of Örnsköldsvik in northern
Sweden. Today the company’s
timeless, functional and durable outdoor equipment enjoys a
global presence and can be found in over 70 countries. Fjällräven’s
product range comprises outdoor clothing and accessories for

men and women as well as backpacks, tents and sleeping bags.
Fjällräven prioritises acting responsibly towards people, animals
and nature and and encourages and sustains public interest in the
outdoors. The company is the initiator of two popular outdoor
events, F
 jällräven Classic and Fjällräven Polar, which attract
thousands of participants every year.

High resolution product images:
www.press.fjallraven.com
For more information please contact:
Philipp Kloeters, +49 8139 8023-21
philipp.kloeters@fjallraven.se
www.fjallraven.com
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Fjällräven’s mission
is to inspire the world
to walk with nature.

”

Keeping nature in business forever
Fjällräven’s vision is to become the world’s most premium

These values guide Fjällräven and keep the brand on
the straight and narrow. Sustainability is ingrained in
all three and they’re intertwined and connected. Those
long-lasting products (Develop) enable people to get out in
nature (Inspire) and with more time spent outdoors they’re
more likely to protect the environment (Act). It all starts
with the gear – the jackets, trousers, sweaters, t-shirts,
and backpacks – so that’s where the journey begins, with
sustainable design.

and sustainable global outdoor brand. This requires a healthy
natural environment from which to source materials and
for outdoor enthusiasts to enjoy and explore, which ties
into Fjällräven’s mission of inspiring the world to walk
with nature. Fjällräven has three guiding principles:
•
•
•

To develop durable, functional and timeless outdoor
equipment that lasts for generations.

To act responsibly towards nature, humans and animals.
To inspire and encourage people to discover
outdoor life and preserve and protect it.

Promise
Forever Nature
Outdoor equipment
and memories that last
for generations.

Vision
The most premium
and sustainable
global outdoor
brand.

Mission
Inspire the world to
walk with nature.

Insp

ire

Act

elop
Dev
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The world consumes

80

billion pieces of
clothing every year
=

400%
more than

20 years ago
The number of times a garment
is worn before it’s discarded has

decreased by
in 15 years.

%

Designing for lifetimes of wear
Fjällräven was founded in 1960. Back then, people didn’t
have a multitude of jackets, trousers, sweaters and shirts.
Each item had to be multi-functional and fit for purpose.
No matter where you look, from the US and the UK to
Germany and Scandinavia, consumer spending on clothing
has declined from around 10% of household income to less
than 5% in the past half century 1. All the while, the number
of clothes consumers buy has been steadily increasing. In
the 1930s, women possessed around nine outfits. These
days, they have at least 302. And this splurge on garments
has rapidly increased since the turn of the millennium.
Between 2000 and 2014, clothing production doubled
and consumers bought, on average, 60% more garments
each year3.
Although everyone buys more, they don’t keep more.
Two generations ago people bought things to last; these
days many people buy ‘fast fashion’ items that are on trend
now but won’t be in a few months’ time, so they don’t need
to last. The Circular Fibres Initiative analysis shows that
globally clothing utilisation – the average number of times
a garment is worn before it ends up gathering dust in the
wardrobe – has decreased by 36% in 15 years4.
Because clothing has become so cheap to produce and
because our ever-more interconnected world has enabled
production and shipping times to rapidly speed up, peo
ple’s relationship with clothing has changed. People no
longer ‘invest’ in a garment which means they have no
real connection to it or, as Fjällräven likes to say, there’s
no ‘emotional durability.
One of the most underappreciated but most important
facets of sustainability is longevity. The best products are

the ones the last. At Fjällräven, this idea is so innate it
often forgets to talk about it. It’s a way of thinking that
has been present from the start and guides everything
the brand does.
But how do you actually create a product that lasts? At
Fjällräven, this boils down to four key design principles.

Design
Philosophy
High on function, low on impact
1. Functionality
What will people be using the product for? Whether
long-d istance trekking, mountaineering or daily urban use,
there’s a reason Fjällräven puts that pocket there and shapes
that jacket just so. If a product is truly functional,
it will prove itself time and again.
2. Physical Durability
Products should last. It’s a simple as that.
Materials are chosen for their ability to stand up to
the rigors of the trail. And life. At the same time,
Fjällräven must balance a material’s functionality and
efficiency with its environmental impact.
3. Emotional Durability
It’s not enough to ensure materials last a long time. If a
product looks dated in two seasons’ time people won’t want to
wear it. So Fjällräven designs with timelessness in mind.
4. Repairability
Wear and tear are part of outdoor exploration.
Fjällräven accepts this and designs for it. And the brand
educates outdoor enthusiasts on how to repair their garments.

1
U.S. Bureau Of Labor Statistics - Tracking changes in consumers' spending habits, 1How America Spends Money: 100 Years in the Life of the Family Budget, The Atlantic, 1Institute for Fiscal Studies, Jubilees
compared: incomes, spending and work in the late 1970s and early 2010s, 2Sustain Your Style - What You Don’t Know About Today’s Fashion Industry, 3McKinsey - Style that's sustainable - A new fast-fashion formula,
4
Ellen MacArthur Foundation - A New Textile Economy
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Räven Jacket from 1982

Christiane Dolva Törnberg, Head of Sustainability at Fjällräven

The Grandma Jacket
In 1982, a woman named Gerd Dolva purchased a Fjällräven

What good is a garment made with the world’s most
physically durable fabric if it feels outdated a year after
a person buys it? It needs emotional durability to be a
garment that you want to keep and use for a long time
and perhaps pass onto the next generation.
The focus of emotional durability at Fjällräven is timelessness. Designing a truly timeless product requires
thinking beyond the usual parameters of sustainable design,
like material choices and production processes. It means
steering clear of fashion trends, because by definition they
represent a style that is popular during a particular time.
If a piece is timeless, it’s worth an investment because
over the course of its lifetime, wear-for-wear it doesn’t
just become ‘cheaper’ (cost per use) it actually grows in
value, as it becomes part of memories created in nature.

Räven Jacket. Year after year, Gerd created many memories while wearing it and she forged a lasting emotional
connection.
In 2012, that connection shifted when Gerd gave the
jacket to her granddaughter Christiane Dolva Törnberg,
who had just started as Fjällräven’s head of sustainability.
‘My grandmother was surprised she didn’t grow tired
of the jacket,’ says Christiane, ‘but she thought it was
because she wore it for such a long time and had so many
good memories while wearing it.’
‘It’s impossible for me to let go of my grandmother’s
jacket. Not only because it’s incredibly functional, but
because of the nostalgic value that lives in it. She was so
proud of handing it over to me, so it feels like I’m responsible for a piece of our heritage.’

Problem

Solution

80%
of a garment’s CO2
footprint is incurred
during production

40%

of a person’s clothes are
rarely or never worn and half
end up in landfill in less than

3 years.

The more a product is used,
the lower is the environmental
cost per use. Doubling the
lifespan of a product reduces
its impact by

50%
Products need to be
physically durable to
withstand years of use,
but they also need be

timeless

to avoid becoming
unfashionable.

Buy less wear longer
6

We strive to offer outdoor
equipment of unmatched quality and
function, while being at the forefront
of sustainability.
Fjällräven Keb Eco-Shell Jacket

”

Fjällräven Keb Eco-Shell Jacket

Balancing functionality with sustainability
Whether it’s designed to keep you warm, dry or cool, or less resistant to dirt and oil. And, the pfc-free dwr was
a combination of these, a product has to be functional. not as long lasting as those containing pfcs. Customers
But a balance has to be found between functionality and would need to be educated on how to re-impregnate their
environmental impact. A perfect example of Fjällräven’s own garments to maintain functionality. Fjällräven deapproach to this is through its devecided these were compromises it was
lopment of the pfc-free breathable
willing to make in order to phase out
Why PFCs are bad
waterproof fabric, Eco-Shell.
these harmful substances.
PFCs are suspected human carcinogens,
A decade ago perfluorocarbons
In 2012 it launched its first Ecothat have been linked to cancer, kidney
(pfcs) were found in Antarctic penguShell
collection, using pfc-free imdamage and reproductive issues.
ins and Arctic polar bears. Although
pregnation. But like with many first
PFCs are highly volatile and can travel
long-term effects were unknown, there
attempts, the result wasn’t perfect.
long distances of several hundred kilometers
through the air and even into remote
were suggestions that pfcs affected the
The impregnation didn’t perform as
atmospheres.
body’s immune and hormone systems.
well as expected, and fundamentally,
PFCs pose human health risks if they
This was enough for Fjällräven. It
the garments weren’t keeping people
accumulate in drinking water at levels
decided to ban pfcs from all of its
completely dry.
as miniscule as one part per trillion—the
equivalent of less than one teaspoon in 1,000
products. This decision coincided with
Fjällräven’s design team went back
Olympic swimming pools’ worth of water.
Fjällräven’s aim of adding breathable
to the drawing board and came back
PFCs have a very long biological halfwaterproof shell garments to its range.
stronger second time round. The
life — specifically, it takes our bodies more
The challenge was to produce a functioKeb Eco-Shell Jacket won numerous
than four years to flush out half of the PFCs
currently r esiding in our tissues.
nal breathable waterproof shell fabric
awards and set a new standard in more
without the best water-resistant, but
sustainable waterproof garments. It
PFCs virtually never go away, they
accumulate in nature and eventually find their
toxic, impregnant out there: pfcs.
showed the outdoor community that
way back to us. Researchers have found the
The product team got to work deyou could combine sustainability with
chemical in remote parts of the Arctic, in soil
and dust, in fish and meat, in human tissue,
veloping a shell material that was
functionality. By 2015, Fjällräven had
and in drinking water.
breathable, waterproof and utilised a
phased out pfc impregnation from
durable water repellent (dwr) that was
all its existing products and was edufree from pfcs. Using a mix of recycled and virgin polyester cating its customers in how to
as well as a new impregnation treatment, Fjällräven was re-impregnate shell garments
able to create its proprietary material Eco-Shell. However, to maintain their functionality.
a few compromises had to be made. The new material was
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G-1000 and Greenland Wax

Fjällräven Down

Material preference
According to the CEO Agenda 20195, the materials a brand

The idea of preference is key. Whenever possible,
Fjällräven will use excellent-rated materials. But this
has to be matched with functionality and intended use.
There’s no point choosing an excellent-rated material if
it’s going to get worn out because it doesn’t really suit the
way customers will use it.

chooses to work with are responsible for up to two thirds
of its impact in terms of water, energy, land use, emissions
and waste. The same report goes on to say that swapping
conventional for organic cotton, can save ‘up to 90% of
the fresh water and 62% of the energy currently used’. In
summary, it’s not just how you do things, but with what
materials.
Fjällräven’s cornerstone material is G-1000. It’s been
around almost since the beginning. It was originally
made from breathable and comfortable cotton with
durable and lightweight polyester. This densely woven
fabric could then be waxed and customised to different
weather situations. It was long-lasting and versatile. And
it remained unchanged for decades. Until better options
came along, cue G-1000 Eco.
‘Some materials we use don’t always have an obvious
better alternative,’ explains Christiane. ‘But sometimes
there are alternatives that are clearly better, sustainability
wise; organic cotton and recycled polyester are two of
these materials. So for us G-1000 Eco is a “step one” when
it comes to more sustainable materials.’
But how do you decide what is better? Fjällräven uses a
Preferred Materials and Fibres List and Chemical Guide
line. These tools help it grade different types of material
so they can balance functionality with sustainability to
continue moving in the right direction. Materials are
graded from excellent to ok, with a category reserved at
the bottom for ‘do not use fibres and chemicals’, such as
angora wool and pfcs.
“No material is perfect. They all have impacts,” explains
Christiane. ‘That’s why we call it our preferred materials
list, not a sustainable materials list. We opt for a material
that is better than the one before it.’

Start at the beginning
Another part of Fjällräven’s sustainability big-picture
approach is traceability. If you know where the material
has come from, you can more easily find out under what
conditions it was produced. One of its biggest traceability
success stories – indeed one of the outdoor industry’s bestin-class sustainability stories6 – is Fjällräven’s Down Promise.
Prior to the implementation of the Down Promise, long
chains of production meant Fjällräven didn’t know exactly
where its down was coming from. So to ensure no harm
was being inflicted on the birds at the source, Fjällräven
decided to take a closer look at its down supply chain.
After years of work, the result was the Fjällräven Down
Promise, regarded as the best and most transparent in the
outdoor industry.
Launched in 2014, the Fjällräven Down P
 romise covers
everything from traceability to animal welfare. Fjällräven
has established a production chain
with strict and repeated controls of its suppliers and
sub-contractors. The
birds’ wellbeing is
its top priority and
this means no live
plucking and no
Ethically produced down
of the highest quality
force feeding. In
Thanks to our 40 years of extensive experience
fact Fjällräven’s
in working with down, we have managed to establish

Fjällräven
Down promise

a unique, traceable chain of production with strict criteria
and controls placed on all the suppliers and sub-contractors
involved. This means that when you purchase a down
product from us, we can guarantee that it contains
100% traceable, ethically produced down of
the highest quality.
fjallraven.com/downpromise

Global Fashion Agenda - CEO Agenda 2019, 6Four Paws - Cruelty Free Down Challenge
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Christiane Dolva Törnberg, Head of Sustainability at Fjällräven

Fjällräven Traceable Wool

down is a by-product of the meat industry, so it’s actually putting a ‘waste’ material to good use. All the while
guaranteeing only the highest quality down is used in
its products.

to source it,’ explains Christiane. ‘We haven’t taken the
easiest path to learn more about wool. But it’s really unique.’
But what about emissions? Both Brattlandsgården Farm
in Sweden and the farms working with ZQ Wool are all
holistically managed, which helps to improve soil quality
From down to wool
and sequester carbon.
Another animal-derived material
‘Wool farming often scores poorly when it comes to
Fjällräven is particularly fond of is its co2 footprint. A big part of the footprint comes from
wool. And like down, traceability is environmental degradation. Regular sheep farming
an important aspect to ensure control involves large herds grazing intensively on small areas
over animal welfare and environ of grass. This degraded soil absorbs less co2,’ explains
mental impacts.
Christiane. ‘Holistic management, on the other hand, not
Fjällräven used what it knew about only minimises the negative aspects of sheep farming by
down and started a two-pronged using fewer chemical fertilisers and pesticides, but it also
approach to its wool supply chain. The first was to improves grass and soil quality. Sheep are frequently moved
look for a supplier that shared their values on nature and around to give the grass and soil a chance to regenerate
animals but that could deliver the volumes and qualities and carbon is captured in the soil and grass. It’s all part
they wanted. The resulting partner was New Zealand- of a big cycle that tries to restore balance.’
based ZQ Wool.
Speaking of cycles, Fjällräven is moving towards a more
ZQ Wool accredits and works with farms across New circular economy and waste cycles are a big part of that.
Zealand and Australia and ensures wool supply, quality
What goes around comes around
and integrity. But above all else it ensures animal welfare,
and environmental and economic sustainability.
There’s a huge amount of waste in the garment industry.
The second option was far more hands on. Fjällräven According to the un, a rubbish lorry of textiles is burned
partnered with a small farm near Åre in Sweden, called or dumped in landfill every single second7, while Fashion
Brattlandsgården. The farm is close enough for Fjällräven Revolution states that ‘textile waste is estimated to increase
staff to visit and check on the sheep. And the sheep them- by about 60% between 2015 and 2030, with an additional 57
selves are a unique breed called Jämtlands sheep.
million tonnes of waste being generated annually, reaching
Most sheep in Sweden are bred either for wool or meat, a total of 148 million tonnes per year’8.
not both. This is because they’re bred for optimum quality
In the garment industry, waste is divided into preof one or the other. Uniquely, Jämtlands sheep find the and post-consumer. There’s surplus waste from factory
sweetspot between the two. The wool is of fine quality and floors. There’s by-product waste, as in the meat and wool
the sheep can still be used for meat at the end of their lives. example explained above. There’s unsold inventory waste.
‘A big part of the Brattlands pilot project was to help And then there’s consumers throwing away stuff, from
us streamline our global wool supply chain to ensure clothing to plastic bottles. But one person’s waste can be
traceability across the board. And over the past few years another person’s treasure.
we’ve learned a lot about wool as a material and about how
Fjällräven has been incorporating more and more recy

7

UN Environment Programme - Putting the brakes on fast fashion, 8Fashion Revolution - Waste - Is it “really” in fashion?
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Fjällräven Re-Wool

Jämtlands sheep

‘I usually say if a material has recycled as a prefix it’s
cled products into its fabric mix. And not just the obvious
ones like recycled polyester – used to make Re-Kånken, of interest to us,’ says Christiane. ‘Of course, you need
for example. But recycled wool,
to look at each material in detail.
too, which at Fjällräven, is called
Some require so many resources to
Re-Wool.
recycle it’s not really worth it. But
We are moving in the right when the quality and functionality
The Re-Wool story starts in Prato,
northern Italy. The recycled wool direction on the road to a fully is good enough and the impact is low
comes from different sources, from
enough I’d say recycled materials
leftover wool from sweaters, leftover traceable global wool supply are always preferred.’
yarn still on the cones and even
for all Fjällräven products.
offcuts from suits. It’s all collected
Christiane Dolva Törnberg, Head of Sustainability at Fjällräven
together, colour sorted and shredded, then transformed into new products.
Another pre-consumer leftover material is the wool
that’s a by-product of the meat industry. The idea for what
Fjällräven calls Recovered Wool was born out of the fact
that a lot of wool is thrown away in Sweden – roughly 100
tonnes of wool goes to waste just from farms on the island
of Gotland. The wool was readily available, good quality and
sustainable. It has a variety of uses, including insulation
inside jackets or even to create the innovate backplate
for Fjällräven’s award-winning Lappland Hike backpack.
Fjällräven also uses post-consumer recycled materials,
with recycled polyester being the largest by volume. The
systems in place for recycling post-consumer polyester
– usually from plastic bottles – is now quite advanced.
According to the CEO Agenda 2019, ‘it’s estimated that
substituting polyester with its recycled counterpart can
reduce toxic substances by up to 90%, energy consumption
by 60% and emissions by up to 40%5,
Fjällräven's award-winning Lappland
Fjällräven uses a lot of recycled polyester in its material
Hike backpack f eaturing an innovative
mix, from G-1000 Eco to Eco-Shell.
backplate made from recovered wool.

Global Fashion Agenda - CEO Agenda 2019

5

10



The Arctic fox and its ability
to survive in the extreme
Arctic climate fascinated
our founder, Åke Nordin,
so much that he n
 amed
his outdoor equipment
company with its Swedish
name – Fjällräven.

Night camp at Tjäktjajåkka river, Kings Trail, Sweden

The Arctic Fox - Fjällräven's namesake

Better together
From design to production, sale to end of use, sustainability is only achieved by working together. From forging
close and lasting relationships with suppliers to educating
customers on how to repair and take care of their gear,
Fjällräven believes in a team effort.
As Fjällräven has grown and become more international over the years, both in terms of production and
sales, it has sought to maintain relationships and work
on educating its existing suppliers rather than constantly
seeking new ones. It’s been able to achieve this because
it has always sought out suppliers that share its views on
the environment and quality.

shares information and best practices, to work towards
reducing the environmental and social impacts of the
apparel industry.
In 2013 Fjällräven joined the Fair Labor Association
(fla)10. Like the sac, the fla is a multi-stakeholder organisation, but its focus is on promoting workers’ rights
and improving working conditions globally. It has enabled
Fjällräven to improve its approach to ethical sourcing
around the world.
Then there’s UN Global Compact, which Fjällräven has
signed on to, which is a partnership between businesses
and the United Nations. Members are committed to align
ing their operations and strategies with 10 universally
accepted principles relating to human rights, labour,
anti-corruption and the environment.

Common language
Having said that, a common language, defining this shared vision of putting nature at the centre of everything, is
necessary to ensure everything works towards the same
goal in a streamlined way. That’s where Fjällräven’s Code
of Conduct comes in.
This document is the basis for how Fjällräven does
business and it’s non-negotiable. It’s based on the Fair
Labor Association’s Workplace Code of Conduct and covers
human rights, animal welfare, environmental protections,
sustainable development and anti-corruption.

The Arctic Fox Initiative

Collaboration not Competition

9
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Sustainable Apparel Coalition, 10Fair Labor Association
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AT I V E

Fjällräven doesn’t just collaborate with its suppliers. It
also collaborates with its competitors, because when it
comes to sustainability there is no competition. Together
some of the biggest names in the outdoor industry and
beyond work as a team to improve working conditions,
reduce environmental impacts and eradicate malpractice
and corruption.
Fjällräven is part of the Sustainable Apparel Coalition
(sac)9, an industry-wide group of more than 80 leading
clothing and footwear companies and ngos. Together it

TI

Collaboration extends beyond suppliers and big industry
players. Fjällräven also collaborates with its customers,
charities, scientists and artist reaffirming its belief that
we truly are better together.
It all started with a tiny little animal from
the north of Sweden, which is Fjällräven’s
namesake. The Arctic Fox was – and still
is – a threatened animal in Scandinavia.
It was hunted to the brink of extinction
and in the early ‘90s it was on the edge of
an existential crises. A team of researX I NI
chers at Stockholm University, led by
FO
Professor Anders Angerbjörn, were
trying to help this humble little
fox re-establish itself in the wild.
In 1994 Fjällräven’s founder,
Åke Nordin, decided to support
Angerbjörn’s research and spread
awareness of the Arctic Fox’s

The more time we spend
in nature, the more we care
about protecting it.

Fjällräven Classic Sweden

   Fjällräven Classic USA

plight. Fast-forward to now and there are more than 300
Arctic Foxes in the wild in Scandinavia.
In 2018 Fjällräven wanted to expand its support beyond
Arctic Foxes into other environmental causes. It couldn’t
accomplish everyone on its own; but it knew there were
others out there that were doing their part and Fjällräven
was in a position to help financially. So in 2019 it launched
the Artic Fox Initiative, which supports non-profit projects
and organisations that help conserve nature or enable more
people to spend time enjoying it. Find out more about the
Arctic Fox Initiative and its projects here.

The event was a success and it planted a seed. Fjällräven
thought that if they made trekking accessible to people
more would be able to join and they’d inspire others to
follow suit, until eventually a whole community of trekkers
would be created that wouldn’t just enjoy the outdoors,
they’d protect it, too.
These days, Fjällräven Classic events are held in a variety of locations all over the globe, collectively attracting
thousands of enthusiastic walkers, both beginners and
experts. Fjällräven Classic is not a competition or a race.
It’s a chance to socialise with other hikers and enjoy the
trek of a lifetime. You can learn more about Fjällräven
Classic here.
While Fjällräven Classic is about sharing the simple
pleasure of trekking, Fjällräven Polar is about education
and experiencing the power of nature. Fjällräven Polar is
a 300km dog-sled adventure through the Scandinavian
Arctic. Availability is limited and access is via competition
only. And the competition is as fierce as the arctic winter
weather, but the outcome is life changing. This event is
about showing the world, through a select group of 24-30
participants, that with the right equipment and knowledge,
and a positive attitude anyone can experience even the
toughest outdoor environments. It’s about appreciating
all sides of nature because without the challenges you
wouldn’t have the rewards. You can learn more about
Fjällräven Polar here.

Without nature we’re nothing
At the core of sustainability is the idea of longevity, both
physical and emotional. If a customer connects with and
values a well-built product they’re more likely to take care
of it and use it into the future. And as with products, so
too with the natural environment. A 2017 study 11 found
that children who play outside are more likely to cherish
and protect nature when they become adults. And beyond
that, nature has been proven to be good for us. A 2019
study published in Nature12 found that 120 minutes a week
outside boosts our health and wellbeing. The science is
only just now catching up to something we’ve all felt for
a long time: nature is not only physically essential, it’s
psychologically essential to the survival of human beings.
In 2005 Fjällräven held its first trekking event: Fjällräven
Classic brought together a couple of hundred like-minded
hikers from around the country to walk and camp in the
wilderness of northern Sweden.
The idea came directly from Fjällräven founder, Åke
Nordin. He had always been inspired by the dramatic
landscapes and breathtaking scenery of the Swedish
mountains and wanted others to explore the same landscapes and, more importantly, the same feeling of freedom
from spending a few days trekking on the trail. That trail
being Kungsleden (The King’s Trail), 110 kilometres long
from Nikkaluokta to Abisko.

The dog-sled adventure Fjällräven Polar

Catherine Broom - Exploring the Relations Between Childhood Experiences in Nature and Young Adults’ Environmental Attitudes and Behaviours,
Mathew P. White et al. - Spending at least 120 minutes a week in nature is associated with good health and wellbeing
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Tjäktja Plateau, Kings Trail, Sweden

Keep on trekking
Today: Fjällräven’s range spans from everyday clothing
to enjoy casual trips to nature through to a collection for
summiting mountains with sustainability built into every
aspect of its being. As a percentage of the total, 60% of all
polyester was recycled and 70% of all cotton was organic
in 2019. 100% of its water repellent treatments are pfcfree. All of its wool is mulesing-free, 42% is traceable and
24% is either recycled or recovered*. For emissions it can’t
eradicate it compensates.

it can develop within the necessary planetary boundaries
of sustainable development.
As it moves forward, it’s looking at material developments, enhanced production methods, the possibility of
renting gear and further education to equip its customers
with the tools they need to preserve their gear and the
nature around them.
Fjällräven has come a long way, but it’s not there yet.
But will it ever be? Will any of us ever think, ‘that’s it; job
done’, when it comes to sustainability? Or is there always
room for improvement. As Åke Nordin said, ‘we’ve been
trekking for more than fifty years now. I hope we never
get there’. Sustainability is a journey, not a destination.
But it’s a journey Fjällräven is committed to continuing.

Tomorrow: Sustainability is about balance. The pure definition of sustainable development is meeting our needs
today in a way that does not compromise the future generation’s ability to meet their needs too. Fjällräven believes
that through its combination of develop, act and inspire,
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…. continue the path with future CSR Goals until 2025:
- 100% traceability on all materials.
- 25 % reduction of energy consumption on all
operations.
- 25 % reduction of emissions from transportation.
- 100% green energy.
- 30% reduction of scope 3 emissions.
- 30% reduction of emissions on all events.

