
SUSTAINABLE OUTDOOR NEWS #1/2017

IT’S GREAT OUT THERE

A campaign to get Europe outdoors.

SAVING NATURE

EOCA is funding new projects.

PARTNER PROFILES

Lundhags, AKU and Bergans.

#1

RECYCLING

PIONEER
The entrepreneur who 

wants to solve Ghana’s 

waste problem.

OUTDOOR 

ECO
HIGHLIGHTS

The full program 

with seminars and 

discussions.

EXPERT
INSIGHTS
The need-to-know 

about responsible 

sourcing.

1392
METERS
Suston makes a tough 

pilgrimage to Norway’s 

eco-mountain.

Suston
PREMIER!

Read the first 
issue of Suston 

Magazine!

SUSTAINABLE OUTDOOR NEWS #1/2018

PLASTICS IN THE OCEANS
New problems, new solutions.

PARTNER PRESENTATIONS
Brands share about good things they do.THE OPEN STORE

Staff and customer hang out.#1

BRANDS TAKING 

ACTION
The new nature 
conservancy activists.

THE WAY OF

WOOL
The challenges of 
responsible wool 
sourcing.

5 ECO
PIONEERS
Scandinavia’s minimal 
impact adventurers.

Suston

#1
/2

01
8 

€ 
5,

90

suston_1801_s1_omslag_org.indd   1

2018-01-12   14:36

SUSTAINABLE OUTDOOR NEWS #3/2018

CHINA’S NATIONAL PARKSReceive a much-needed rennovation
PUBLIC LANDS
Was Bears Ears just the beginning?

PETA vs. RWS
Textile Exchange rejects criticism

#3

A FRIENDLY GIANT
A look at America’s  largest outdoor  

retailer

ECO 
MOUNTAIN
A pilgrimage to the birthplace of  eco-philosophy

PARTNER PRESENTATIONS
Like-minded partners  share about the good  

things they do.

PLASTIC  ARMAGEDDON
And what’s being  done to stop it

PREMIERE!
First North  

American issue

MEDIA 
KIT 2019

 
3 Issues in Europe &  

North America!



2   NORR Agency NORR Agency   3  

NOW IN NORTH AMERICA  
AND EUROPE
It hasn’t even been two years since our first issue 
was published ahead of ISPO Munich 2017. 
Now, the overwhelmingly positive response we 
have received from both the industry and the 
outdoor community have encouraged us to 
broaden our scope. In November 2018, we 
launched the first issue of Suston in the North 
American markets, in cooperation with the 
Outdoor Industry Association. 

This expansion also means that we go from 
two to three issues per year. During 2019, Sus-
ton will be distributed at the international fairs 
on both continents and sent out to leading 
retailers like REI in the US, MEC in Canada, 
Globetrotter in Germany, Naturkompaniet in 
Sweden etc.

These latest developments go hand-in-hand 
with our vision of finding and pushing solutions 
together with others who share the same dedi-
cation. We want Suston to be a channel where 
the good teams, cases and projects become both 
seen and heard – and to thereby help lead the 
international outdoor community forward. As 
we all know, environmental problems and haz-
ards know no borders – but we at Suston are 
convinced that the same is true of positive 
forces and solutions.

We hope that you also share our vision and 
will join us on the road in 2019!

Gabriel Arthur, Editor-in-chief
gabriel.arthur@norragency.com

Suston Vision Partner 

OIA
“Outdoor Industry Associ-
ation is thrilled to partner 
with Suston, the first-ever 

publication focused on the 
intersection of the outdoor 
industry and sustainability, 

to bring broader awareness 
to the collaborative efforts 

of the OIA Sustainability 
Working Group.”

Beth Jensen,  
Senior Director of Sustainable 

Business Innovation for OIA

Mountain guide Carl Lundberg started thinking about the impact his 
trips had on the environment. Now he wants to get more people to 
combine spectacular ski experiences with good environmental practices.
BY ANNIKA GOLDHAMMER PHOTO LINUS MEYER

CARL LUNDBERG
Profession: IFMGA 

Mountain Guide
Age: 45

Residence: 
Stockholm, Sweden
More info: skitouring

scandinavia.com

THE PATHFINDER

It’s a little like a traveling circus – the 
international mountain guides that move 
between continents and countries searching 
for the best snow conditions for every period 
of the winter season. From the Wanaka 

mountains in Southern New Zealand to the Lyngen 
Alps in Northern Norway. Carl Lundberg from 
Stockholm started working as a mountain guide 
over ten years ago – an adventurous lifestyle with 
countless flights in planes and helicopters. His 
dream was to follow winter around the globe and 
he sold the same lifestyle to his customers.
 But there was something that gnawed at him. 
While environmental awareness was increasing 
in society, he found it more difficult to defend his 
lifestyle. But even though his awareness of the 
issue was there, making the change wasn’t so easy. 
He thought of things like: “If I don’t offer heli- 
skiing, someone else will,” and “What I do makes 
no difference on the whole.” Then he heard a radio 
program from the world-famous environmental 
professor Johan Rockström and shortly after-
wards, he read Images of the Future City, a book 
about sustainable development.
 “Both the book and radio program hit me like a 
bolt of lightning,” says Carl Lundberg.

 “In the book, for instance, it said that flights 
needed to go down to the same level as in the 
1990s. I lived in the ’90s, and things were great 
despite the fact that we were flying less often and 
eating less meat.”
 First, he questioned if a sustainable lifestyle was 
incompatible with skiing. 
 “It is easy to be affected by a feeling of power-
lessness when it comes to the climate. I went 
through a phase like this, but then I decided to 
turn my reasoning around. Whatever felt like too 
much to change, I put aside for the time-being, 
and then I focused on what was easy to change.” 

Ecolocigal ski adventures 
He realized that – from a climate perspective – the 
range between the worst and best imaginable ski 
trip was enormous. Thus, he continued to ski, but 
in a far more climate-friendly way.
 Taking a train instead of flying when possible 
was one of the things he began doing. For the next 
season, he turned down all guide jobs that requi-
red flying. He then took an additional step and 
launched ecological ski trips with small groups in 
Norway and Sweden.
 “We do not use flights, just trains as long as it’s 
possible, then buses or lastly a car, and preferably 
an electric car if possible. Instead of snowmobiles 
and helicopters, I use dog sleds or we just trek.”
 “I try to optimize my trips in every possible way. 
At the same time, you need to be pragmatic, the 
trip can’t be all chopped up investigating the clima-
te. I want to show that it actually isn’t that difficult 
to ski in an environmentally conscious way.
 He also wants to inspire his guests to make a 
change at other levels.
 “Start with what is easy to change. The most 
obvious thing for a winter sport trip is to choose 
destinations that you can reach without taking a 
flight, to consume less, to choose environmentally 
friendly products, and to eat in an environmen-
tally conscious way.”
 “And don’t lose your perspective – your vaca-
tion is not more important than our planet.”

INSPIRATION
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WOOL SOURCING

In summer 2015, video footage showing the maltreatment of 
sheep in Argentina went viral, with the animal rights organization 
PETA accusing the network Ovis 21. Once seen as a sustainability 

pioneer in the industry, Ovis 21 became a pariah overnight and 
large customers ended their cooperation with the network. 

Suston’s reporter Karen Hensel interviews the founder Ricardo 
Fenton on what has happened since.

BY KAREN HENSEL

Hit by the 
storm
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The sun stands vertically against the 
steel-blue sky and a strong wind 
sweeps over the grasslands on the 
vast estates surrounding the Estan-
cia Montedinero. On this farm,  
located in the province of Santa 

Cruz on the southeastern tip of the Patagonia 
region, 14 000 sheep of the type ”Merino Multi-
proposito” are bred on 26 000 hectares of land. 
The Estancia Montedinero is owned by the fifth 
generation of the Fenton family. 
 Ricardo Fenton, a red-haired man wearing 
sturdy leather boots and a plaid shirt, studied 
and worked in Australia and New Zealand before 
returning to Argentina in 2003. With him, he 
brought important innovations in sheep husband-
ry. Back home again, he invited the agronomist 
Pablo Borrelli to found an organization that could 
introduce this knowledge at a regional level in 
their part of Patagonia. Their mission was to  
develop a more sustainable method of sheep farm-
ing and wool production, focusing on grassland re-
generation and biodiversity. Ricardo Fenton, today 
Sheep and Wool Manager of Ovis 21, explains:
 “Traditional farming in Argentina was not con-
centrating much on sustainability back then. We 
saw the need for an organization that could spread 
knowledge of holistic land management, especially 
to prevent land erosion and help farmers with 
flock improvement.”

Viral footage
When PETA published its video footage in 2015, 
they chose an alarming title with the world famous 
outdoor brand in focus: ”Patagonia’s ‘Sustainable  
Wool’ supplier exposed: lambs skinned alive, 
throats slit, tails cut off.” Among the accused 
sheep farms were two members of Ovis 21.
 The company Patagonia had begun cooperating  
with Ovis 21 in 2011. One of the reasons for this 
cooperation was another campaign by PETA, 
which exposed the painful process of mulesing 
sheep on Australian farms. Mulesing is not used in 
sheep farms in the southern end of South America.
 On Patagonia’s website, there was a long list of 
achievements linked to Ovis 21. Shortly after PETA 
published the footage in 2015, Patagonia released 
a statement in response: “We begin an urgent 
investigation into the practices shown in PETA’s 
video and commit to working with Ovis 21 to make 
needed improvements, reporting back to our  
customers and the public on steps we are taking.”
 Five days later Patagonia announced it would 
cease working with Ovis 21 as the cooperation 
could not assure animal welfare. Other big wool 
purchasing companies like Stella McCartney soon 
followed their lead and cut ties with Ovis 21. 
 But was PETA’s criticism of Ovis 21 fair? At one 
of the farms exposed in the video, the footage 
didn’t show any apparent mistreatment. The 
other farm was expelled from Ovis 21 after further 

Hit by the 

The Argentinian 
province Santa Cruz in 

Patagonia is home to 
tens of thousands of 

merino sheep.
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The REI Product Sustainability 
Standards make it easier for 
customers to find and choose more 
sustainable products.

NEWS
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EUROPEAN SPRING 
CLEANING

From February to 
May 2018, Europe´s 

biggest clean-up 
event will take 

place throughout 
the continent. 
The campaign 
“Let´s clean up 

Europe,” which has 
been organized 
by the European 

Commission since 
2009, aims to 

inspire activists and 
organizations across 

Europe to come 
together and collect 

garbage.
letscleanup
europe.eu

DOWN-FILL 
INNOVATIONS

The down 
manufacturer 
Downlite has 

announced three 
new down-fill 

products for 2018. 
These innovations, 

known as  
Re/charged down, 

Repreve-down blend,  
Wool-Down Halo,  
feature traceable 
wool and GRS 

certified recycled 
down and 

polyester, and are 
said to provide 
unprecedented 
performance for 
100% recycled 

materials.
downlite.com“Every year we dump 

4.8 to 12.7 million 
tonnes of plastic in  

our oceans.”

BLEND RECYCLING 
BREAKTHROUGH 
IN NOVEMBER 2017, the Swedish cross-disciplinary 
research program Mistra Future Fashion announced a 
major breakthrough in recycling polyester/cotton fiber 
blends. The process, the result of six years of research, 
is called Blend Re:wind and generates three circular 
outgoing product streams. Cotton is turned into new 
high-quality viscose filaments and polyester into two 
pure new monomers. The outputs can then be re-spun 
into new threads.
mistrafuturefashion.com

Award-winning 
eco-tourism
LAST YEAR WAS DESIGNATED as the International Year 
of Sustainable Tourism for Development by the United 
Nations. One of the successful ecotourism business-
es that attracted attention over the year was Misool 
Eco Resort in Raja Ampat, Indonesia. Misool won the 
“Environment Award” in the international Tourism 
for Tomorrow Awards 2017, arranged by The World 
Travel & Tourism Council (WTTC). The goal of Misool is 
to preserve important marine environments for future 
generations, and the business reflects the growing con-
servation ambitions found around the world. Misool’s 
protected reef has been described as one of the few 
marine environments where the number of species and 
organisms are increasing instead of decreasing. This is 
particularly appreciated by all the diving enthusiasts 
who come to visit.
misool.info

From the Ministerial declaration of the United Nations 
Environment Assembly in Nigeria, December 2017. 
Read more on page 22– 23.

Grant to students
A GROUP OF STUDENTS from Germany have enjoyed 
their first major outdoor experience thanks in part 
to a grant from the It’s Great Out There Coalition.  In 
September, 13 eighth grade students and their teachers 
from Großhansdorf trekked for 10 days in the Alps, hik-
ing the E5 route from Oberstorf in Germany to Meran/
Bozen in Italy. The participants carried their own kit 
and slept in mountain huts. The project was organized 
in partnership with Primaloft and supported by The 
North Face. This was the first initiative to be awarded 
an #itsgreatoutthere grant. The coalition expects to 
confirm more grants in the near future as it continues 
the campaign to inspire the public across Europe to get 
active outdoors.
itsgreatoutthere.com
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In 2017, Blackrock’s Larry Fink – CEO to 
one of the largest investment companies in 
the world – sent ripples across the financial 
world when in his annual letter, he addressed 
the CEOs of their shareholdings as follows: 

“Environmental, social and governance (ESG) fac-
tors relevant to a company’s business can provide 
essential insights into management effectiveness 
and thus a company’s long-term prospects. We 
look to see that a company is attuned to the key 
factors that contribute to long-term growth: sus-
tainability of the business model and its opera- 
tions, attention to external and environmental  
factors that could impact the company, and rec-
ognition of the company’s role as a member of the 
communities in which it operates.” 
 As the financial world begins shifting into this 
new paradigm, it needs new toolsets for evaluating 
investments and measuring companies around the 
world operate in terms of these “ESG factors.” 
 The more colloquial term for ESG, “Transpar-
ency,” is arguably as accurate in describing these 
same factors. Yet it is also a term that gets thrown 
around far too often. Indeed, so often that we 
can quickly forget what it is actually referring to. 
Transparency is first and foremost about insight, 
clarity and honesty. Insight into what is happening 
within a business, clarity regarding its challenges 
and its strengths, and honesty towards stakehold-
ers at large, to whom these insights matter most. 
Such stakeholders are not only limited to share-
holders and executive management, but also staff, 
supply chain workers, government, civil society 
and many more. 
 How is the outdoor industry performing in 
comparison to other industries? Judge for yourself. 
At ISPO Munich, you will have the opportunity to 
meet pioneering companies who have taken a leap 
in good faith by choosing to be transparent and in-
vite the public “into their home.” Go and pay them 
a visit– you are one of the stakeholders as well.

Pamela Ravasio, Head of CSR & Sustainability
European Outdoor Group

CARBON-NEUTRAL 
MEMBRANE

Sympatex has 
introduced a PFC 

and PTFE free, 
100% recycled 
and recyclable 
membrane that 

generates 50 times 
less C02 than a 

comparable PTFE 
membrane. It is 

now also carbon-
neutral, thanks to an 
offsetting program in 
the Kasigau Wildlife 
Corridor in Kenya.

sympatex.com

AWARD FOR 
RECYCLED PET

In conjunction with 
America Recycles 

Day, Unifi Inc. 
introduced the 

Repreve Champions 
of Sustainability 

Award on November 
15th. The award 
acknowledges 

companies 
that produce 

sustainable products 
using Repreve 

performance fibers 
made from recycled 
PET bottles. 2017’s 

winners will be 
announced at the 

2018 Outdoor 
Retailer Winter 

Market in Denver, 
USA.

repreve.com

TRANSPARENCY 

A GROWING KEY 
CONCERN

BOLD PLEDGE BY RÖJK
IN WHAT MIGHT BE SEEN as the natural end-game of 
the outdoor industry’s march towards sustainability, 
the 7-year-old Swedish brand Röjk Superwear has 
made the ambitious pledge to make their entire line 
100% biodegradable and natural by 2020. Zippers, 
buttons, fabric, dyes – everything. Perhaps bolder still 
is their pledge to discontinue all products that cannot 
be made 100% biodegradable.
rojksuperwear.com

OZONE HOLE SHRINKING
FOR THE FIRST TIME, scientists have shown that levels 
of ozone-destroying chlorine are declining. Resulting 
from an international ban on chlorofluorocarbons 
(CFCs), this decline has led to about 20 percent less 
ozone depletion during the Antarctic winter than there 
was in 2005, the first year that NASA began taking 
measurements.
 “We see very clearly that chlorine from CFCs is going 
down in the ozone hole, and that less ozone depletion 
is occurring because of it,” says Susan Strahan, Senior 
Research Scientist at NASA’s Goddard Space Flight 
Center in Greenbelt, USA.
 The Antarctic ozone hole was discovered in 1985. 
Two years later, nations of the world signed the Mon-
treal Protocol on Substances that Deplete the Ozone 
Layer. Later amendments to the protocol phased 
out production of CFCs globally. These international 
agreements are often seen as positive examples of how 
nations together can successfully tackle global environ-
mental problems.
nasa.gov
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MICROPLASTICS

What are microplastics and where 
do they come from?
Microplastics are defined as tiny frag-
ments of plastic measuring from 1 to 5 
mm. They can be formed unintentionally 
when plastic objects begin to wear and 
shed particles, or when we do not reuse, 
recycle or dispose of plastic materials 
correctly. Then the plastic ends up in 
landfills, gradually breaking down into 
smaller and smaller pieces in nature. 
There is also plastic that is actually 
manufactured as tiny pellets or grains. 
Currently, the primary sources of this are 
roads and tires, artificial turf, industry, 
boat bottom paint and general litter.

What are microfibers and microbeads?
When talking about plastic pollution, 
fragments that are smaller than 1 mm 
are called microfibers. Microfibers can 
come from fishnets, plastic items that 
are subjected to wear and so on, but 
more and more research shows that the 
greatest source of microfibers in nature 
is synthetic clothing—polyester, nylon, 
rayon and more. Microbeads are used as 
a functional ingredient in many skin care 
products, such as body scrubs. Several 
countries have banned the use of mi-
crobeads in recent years. 

How do microplastics end up in  
waterways and oceans?
New research shows that the majority of 
all plastic in the world’s oceans comes 
from poor countries, where the rivers are 
often used as garbage dumps. Plastic is 
carried out to sea and is gradually ground 
down to smaller and smaller particles. 
But richer countries, too, contribute 
significant amounts of plastic pollution. 
Because microplastics and microfibers 
are so small, they pass through sewage 
treatment plants, eventually ending up in 
the sea.

Are microplastics toxic?
There are different kinds of plastic, and 
not all are harmful to health. PVC is 
considered an environmentally harmful 
plastic (which more and more companies 
are trying to phase out of their produc-
tion), while polyethylene is considered 
a less harmful type. The big problem is 
really the substances that are added to 
the plastic to give it certain character-
istics such as plastic softeners, which 
later leach out of the plastic and harm 
the environment. We already know that 
additives such as bisphenol A (BPA) can 
disrupt hormone production, as do cer-
tain types of phthalates.

Are fleece garments a particularly 
large source of microfibers?
It was previously thought that fleece 
garments made of polyester were the pri-
mary source of microfibers, but in fact all 
garments made of synthetic fibers shed 
a certain amount of plastic. Unbrushed 
fleece is better than brushed.

How can I help to reduce emissions 
of microplastics?
Wash your synthetic garments less 
often—air them instead. Laundry bags 
like Guppy Friend are a clever tool for 
preventing microplastics getting into the 
rinse water. Keep an eye out for textile 
innovations—there’s a lot happening in 
the field. Reduce your use of plastic in 
your daily life and recycle the plastic you 
do use.

We are becoming increasingly aware of the problems caused by 
microplastics. Suston gives you a quick lesson on the subject.
BY GABRIEL ARTHUR & NICOLAS JÄNDEL

Facts you should 
know about 

microplastics

suston – 21 
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RETAIL

REI has been on the Forbes’ list of 
the top 100 best companies to work 
for every year for the past 20 years, 
gives back nearly 70% of its profits 
to the outdoor community, and 
sources 100% renewable energy 

for its operations—just to name a few examples 
from its stellar list of CSR achievements. Now, 
its product sustainability initiative seeks nothing 
less than a quantum leap for the entire outdoor 
industry. More about that in a bit. But first—what 
exactly is the deal with REI?

Looks can be deceiving
A visit to one of their stores might fool the 
uninitiated to think that REI is just a regular 
outdoor retailer, but the truth is outfitting people 
is only a part of what they do. Behind the retail 
focus on highend outdoor performance gear 
lies an organizational structure that is truly 
unique in the business world: REI is not just a 
company, it’s a cooperative. Suston asked REI’s 
Product  Sustainability Manager Greg Gausewitz 
to explain the pragmatic origins and unfamiliar 
logic behind REI’s cooperative business model: 

 “REI began 80 years ago with a group 
of  climbing buddies who started to import 
 quality European climbing equipment that was 
in short supply in the States. Outdoor enthusi
asts were able to sign up as members and buy 
the gear at reasonable prices. And so, the coop 
was born.”
 Like a publicly traded company, whose 
loyalty lies with its shareholders, REI works 
in the best interests of its members who have 
paid a onetime $20 lifetime membership fee. But 
whereas corporations traditionally define their 
success in terms of profits, REI takes on a much 
broader  definition: 
 “As a coop, we believe that financial, social and 
environmental sustainability is in the best interest 
of our members. Therefore, we use a quadruple 
bottom line perspective in all our actions. We 
focus on business, members, employees, and 
society at large, including the communities where 
we operate, the environment and animals,” Greg 
Gausewitz explains. 
 Being purposedriven first and profitdriven 
second enables REI to take on CSR projects that 
a regular company could only dream of, which 

17 million members, 152 stores and US $2.6 billion in annual 
revenues—when the American outdoor retailer Recreational 
Equipment Inc. (REI) makes a move, the outdoor industry 
pays attention. Luckily, this is a friendly giant.
BY JONATHAN FRÆNKEL-EIDSE

A Rising Tide

80 YEARS OLD
REI was founded in 
Seattle, Washington 
in 1938 by a group 

of 23 climbing 
buddies looking to 
import European 

climbing gear. Over 
the last 80 years, 

REI has grown into 
a high-end outdoor 

retailer with 152 
stores across 36 

states, with flagship 
stores located 

in Cascade and 
Seattle, Washington; 

Bloomington, 
Minnesota; 

Washington, DC; 
New York City; and 
Denver, Colorado. 
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SUSTON ISSUE #1, JANUARY–FEBRUARY
Before and during:
ISPO Munich (GER).
Outdoor Retailer Snow Show, Denver (US).
Respond before: December 3, 2018.
Material deadline: December 10, 2018. 

Themes
In every issue of Suston, we feature selected retailers and how they work 
with sustainability. We look into sourcing, materials and products, feature 
outdoor ambassadors with a greener lifestyle and much more. Also, we 
choose two main themes for each issue. 

• Ski & snowboard on the move. Meet dedicated manufacturers, pioneer-
ing ski resorts and hardcore skiers and snowboarders going green.

• Bio – the new “it” word? Bio-based & biodegradable – what are the pros, 
cons and how much do we actually know?

SUSTON ISSUE #2, JUNE–JULY
Before and during:
Outdoor Retailer Summer Market, Denver (US).
OutDoor by ISPO (GER).
Respond before: April 26, 2019.
Material deadline: May 3, 2019.

Themes
• Responsible consumers in focus. How can retailers and brands support 

the growing number of outdoor enthusiasts who want to buy and act 
sustainably?

• Sustainable shoes. The long tradition of craftsmanship and repairing on 
one hand, innovative technology and design on the other.

NORR Agency   5
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“Think global, act local.” For Swedish glove manufacturer LillSport, 
this means building an environmentally adapted tannery and starting 
a solar-powered glove factory with their partners in Ethiopia.

A sustainable craft

It sounds easy in theory when 
company CEO and founder Lasse 
Granqvist talks about the venture:
“The best glove leather in the world 

comes from the Ethiopian Highlands, so 
it makes sense to tan the skins and sew 
the gloves on site in Ethiopia.”

In reality, however, it is not that 
easy. The family business LillSport was 
founded in Karlstad in 1984. Today, it is 
one of the world’s leading manufacturers 
of premium cross country gloves. The 
production takes place in the company’s 

own factory in Poland, employing 200 
seamstresses.

“Sewing gloves is a craft that requires 
great skills. If you can sew gloves, you 
can sew basically anything,” Lasse 
Granqvist says.

Up to now, Ethiopia has lacked this 
craftsmanship, though the country 
actually meets most requirements for 
its own glove industry. The Ethiopian 
Highlands, with peaks up to 4 550 metres, 
are sometimes referred to as the Roof of 
Africa. Here, over 20 million of the large 

Highland Hairsheep graze. They are one 
of Ethiopia’s main sources of income. 
Milk and meat are important elements, 
but most important are the soft yet du-
rable skins, which in the leather industry 
are considered some of the best for glove 
manufacturing.

According to the government-run 
Ethiopia Sheep and Goat Productivity 
Improvement Program (ESGPIP), 14–18 
per cent of Ethiopia’s export income 
comes from hides, leather and skin from 
sheep and goats. Almost all are sold as 

Glove making is a 
craft that requires 

great skills.
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uncultivated raw materials. The tanning, 
punching and sewing takes place in other 
countries. Granting Ethiopia a larger part 
of the value chain is one of ESGPIP’s 
main objectives, in addition to improving 
animal husbandry and land use.

These are goals that LillSport share.
“We want to be part of starting up a 

glove industry in Ethiopia and not just 
buy their raw materials. This way we 
contribute to development in a more 
sustainable way than if we had just 
donated money to an aid agency,” says 
Lasse Granqvist.

“Sure, we also have long-term eco-
nomical goals here. But if we were only 
interested in making money, there are 
plenty of easier roads to take.”

Collaboration with local partner
LillSport has used Highland Hairsheep 
skin for decades. Eight years ago, the 
company came in contact with an 
Ethiopian entrepreneur who wished to 
develop his tannery, Bahir Dar Tannery. 
LillSport assisted in improving the 
tannery until it could produce leather 

with the same high quality as is found in 
countries with a major tanning industry. 
Controlling and reducing the tannery’s 
environmental impact was an important 
aspect in their work.

“Tanneries are usually a dirty industry. 
Today, you can drink the waste water 
coming out of Bahir Dar Tannery.”

In parallel, the idea was born to begin 
glove manufacturing in connection with 
the tannery. LillSport received a grant 
from the Development Finance Insti-
tution of Sweden, Swedfund, to build a 
glove factory in the town of Bahir Dar 
together with the Ethiopian entrepreneur. 
The factory opened in 2011 and has 35 
staff seamstresses.

After five years of cultural pitfalls, recur-
rent power cuts and time-consuming red 
tape, Lasse Granqvist and his co-workers 
still considered the project a big success. 
LillSport and the local entrepreneur de- 
cided to start a new, larger glove factory 
and close down the old one.

His daughter, Erika Granqvist, was 
one of those responsible when the new 
factory was built.

“We decided to go ‘all in’ on sustain-
ability. For instance, the entire power 
supply will come from rooftop solar 
panels,” Erika Granqvist says.

“But the way we see it, the most 
important sustainability aspect is the 
transfer of knowledge. Now, we take 
the craftsmanship to the next level. Our 
best seamstresses from Poland have held 
courses on site, we have improved the 
punching and several Ethiopian seam-
stresses have been trained in Poland.”

The factory is due to open early  
2018. Since 2011, Erika Granqvist has 
visited Ethiopia about fifteen times 
and she has also lived there for longer 
stretches of time.

“It is important to remember that we 
get a lot back from this. It is incredibly 
rewarding and instructive to build 
something together with the generous 
and committed people that we work with 
in Ethiopia.”

Ethiopia’s sunny weather 
means perfect conditions 

for solar power.

LillSport at ISPO: Hall A2 125
lillsport.com
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Jack Wolfskin has been  
a bluesign® partner  
since 2011. 

By 2020, Jack Wolfskin's 
entire clothing collection 
is supposed to be free of 
flourine chemicals. The 
childrens collection is 
already PFC free. 

Jack Wolfskin has set 
up an impregnation 
service for customers 
in Germany that 
is completely free 
from perfluorinated 
compounds.

TAKING FULL
RESPONSIBILITY

TRANSPARENT 
SUPPLY CHAIN
Jack Wolfskin has been 
an official member of 
Fair Wear Foundation 
since July 2010. The 
company published a 
list of all its production 
partners and all product 
components come from 
approved factories. 

Lining I Lining II 

Zip 
Centre 
Front

Zip Hip 
Pockets

Zip 
Puller

Ribbon

BindingMain Label

Size 
Label

Care 
Label

Main 
Fabric

Sesamflag

The various stations of our supply chain are spread all over 
the globe. Nevertheless, we guarantee full transparency 

down to the smallest detail. Take for example the 
production of a jacket – 205 different factories work on all 

its different components.
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SPONSORED CONTENT PARTNER: JACK WOLFSKIN
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“W e love being at home 
outdoors, we love  
nature and we love sus-

tainability. Fair production, eco-friendly 
processes, technical innovations and 
transparency are the hallmarks of our 
brand. We are doing pioneering work 
here and want to serve as a role model 
for the industry,” says Daniele Grasso, 
Jack Wolfskin’s Apparel Director. 

The brand has been the first outdoor 
apparel manufacturer to present its  
innovated Texapore Ecosphere pieces as  
a part of a complete Eco product series 
on the market. 

One of Texapore Ecosphere’s most im- 
portant properties is its resistance to 
moisture. A fabric is considered to be 
waterproof by the TÜV (German Tech-
nical Inspection Association) if it has a 
hydrostatic head rating of 1,300 mm or 
higher. The 2-layer jackets are wind-
proof, with a 20,000 mm water column 
specification and a 15,000 g/m2/24 h 
breathability rating.
  
Pre- and post-consumer recycled
Jack Wolfskin has employed a zero-waste 
approach for the membrane manufac-
turing process, where material remnants 
are recycled again, and adopted an up- 
cycling concept using post-consumer 
plastic bottles for the fabrics and trim-
mings. The outer fabric of the Texapore 
Ecosphere jackets is 100 % post-consumer 
recycled and 100 % PFC free. 

The Texapore Ecosphere membrane 
is made entirely of other membrane 

offcuts. Membrane scraps 
from when the apparel is cut 
comprise the basis for a new 
membrane. The membrane 
scraps are cut up into frag-
ments. A granulate is formed 
from the fragments, which is 
then reprocessed to become 
a membrane. The lining in the 
Texapore Ecosphere models are 
100 % post-consumer recycled  
and certified by the Global 
Recycling Standard. 

PET for inner jackets
As material for inner jackets, Jack 
Wolfskin uses Nanuk, a range of differ-
ent, good insulating and warming fleece 
versions, that are compact and dry very 
quickly. With Nanuk Ecosphere the 
company now manufactured a material 
with the same performance, made from 
recycled PET. Some inner jackets consist 
of Microguard, a synthetic fiber interlin-
ing of spiral fibers with high loft 
combined with microfibers that store 
heat, making them robust, durable and 
moisture-resistant. Even Microguard 
Ecosphere is now produced as a 100 % 
recycled PET version. Jack Wolfskin  
now applies fully recycled materials in 
Fleece, Shells and Hybrid Styles. In total, 
the product collection contains 46 
different pieces.

With Texapore Ecosphere Jack Wolfskin launched 
a 100 % recycled outer fabric, membrane and 
lining. Even the inner jackets are now made 
as an eco-version from recyled PET. 

Ecological Styles: 
100 % recycled membrane 
100 % waterproof

FROM OLD TO NEW: 
TAIGA TRAIL 3IN1 JACKET 
In the Taiga Trail 3In1 Jacket the 
functional Texapore Ecosphere 
material of the outer jacket combines 
recycled membrane with a recycled 
outer fabric and recycled lining. 
The detachable inner jacket consists 
of the new Microguard Ecosphere 
and Nanuk Ecosphere. This thermal, 
breathable combination is made 
from recycled PET. The jacket has  
zips under the arms, a detachable 
hood stowed in the collar, and 
reflective detailing. Jack Wolfskin at ISPO: Hall A1 406

jackwolfskin.com
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Branded Stories 

We can help your brand in defining the message and writing the 
text for your advertorial in an editorial way. The partner provides us 
with images. Individual pricing based on the amount of work. Get 
in touch for more information!  

SUSTON ISSUE #3, OCTOBER–NOVEMBER
Before and during:
Outdoor Retailer Winter Market, Denver (US).
European Outdoor Summit, Interlaken (CH) and selected sustainability and 
outdoor events around Europe.
Respond before: August 16, 2019.
Material deadline: August 23, 2019.

Themes
• Why we need innovation. From business models to materials to up- 

cycling solutions – a look at the best cases and why they are so important.
• Together for nature. How the outdoor industry, brands, NGO’s and 

communities join forces to protect and restore the nature we love.
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FINANCING AND PRICES
We want to work closely with those at the forefront of the  
outdoor industry; the leading sustainability and CSR brands,  
suppliers, consultants and retailers. Our goal is to establish partnerships  
with these companies that involve advertorials, advertising and distribution.

Gold partner: 2,400 EUR
1 spread page advertorial in 1 magazine issue.
The advertorial is also published on Suston’s website.
The partner can provide us with a list of up to 25 selected retailers that we 
send the magazine to.

Silver partner: 1,500 EUR
1 full page advertorial in 1 magazine issue.
The advertorial is also published on Suston’s website.
The partner can provide us with a list of up to 10 selected retailers.

Bronze partner: 1, 000 EUR
1 advertorial on the website and in the digital newsletter.

Ads and banners in addition to partnership
1 spread page ad: 1,800 EUR
1 full page ad: 1,000 EUR
1 half page ad: 600 EUR
Panorama banner on website: 60 EUR for 10,000 ad impressions.
Rectangle banner on website: 45 EUR for 10,000 ad impressions.

Discounts
Partner for two issues per year, booked before December 10, 2018:  
10 % of the prices above.
Partner for three issues per year, booked before December 10, 2018:  
20 % of the prices above.

DISTRIBUTION
Sustainability is a fast growing focus area at the international fairs in Europe 
and North America. Outdoor Retailer in Denver and ISPO in Munich are 
becoming hubs for these issues where experts meet, news is presented and 
debates take place. Therefore, these fairs are the natural highlights in our 
yearly editorial calendar.

Also, retailers are asking for more information, know-how and inspiration. 
We distribute to all the leading retailers in North America and Europe, like 
REI, MEC, Globetrotter, Naturkompaniet etc – as well as to the dedicated 
smaller stores. 

Print
Total circulation: 7,000 copies.
• Approx. 2,000 copies by post to selected retailers and key industry players 

around North America and Europe. 1–2 weeks before the fairs.
• Approx. 5,000 copies at the fairs; at press boxes, sustainability events, 

lounge areas and more.

Digital
• Website for mobile and desktop platforms.
• Newsletter via e-mail.

ADVERTISING FORMATS
Spread page
400x267 mm + 5 mm bleed / 15.8x10.5 inches + 0.125 bleed.

Full page
200x267 mm + 5 mm bleed / 7.9x10.5 inches + 0.125 bleed.

Print profiles are sent to you after booking.

Get in touch, and we can share more about this long-term cooperation.

Suston  Vision Partner



NORR AGENCY
We are a small, independent publishing house and editorial agency based  
in Stockholm. The focus of NORR Agency is on outdoor, travel and 
sustainability. We work both with print and digital media, and have done 
productions in English, Finnish, German, Norwegian, Russian and Swedish.  
Examples from the portfolio include:

S C A N DI N AV I A N O U T D O OR N E W S 1 

SCANDINAVIAN
OUTDOOR NEWS
 Issue #1 2018 from Scandinavian Outdoor Group – the top Nordic outdoor companies

Everything you need to know for ISPO Munich 2018 

Innovation  
insights  
Experts offer their best tips

Gear up for 
next winter
Selected products 
from the North 

roads 
to nature 

Brands taking novices 
by the hand

7

NORR
Skandinavien
Magazin
Our own outdoor and 
travel magazine for the 
German speaking markets.

Scandinavian
Outdoor News
A B2B-magazine from
the Scandinavian Outdoor
Group, published two
times per year.

365
The customer magazines
of Sweden and Finland’s
largest outdoor retailer 
chains: Naturkompaniet 
and Partioaitta.

Contact us for more information:
Jonathan Fraenkel-Eidse 
jonathan.eidse@norragency.com
+47 912 401 01

BECOME A SUSTON PARTNER

Karen Hensel (German speaking countries)
karen.hensel@norragency.com
+49 174 371 2871
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KURS AUF SPITZBERGEN
Segeltrip im Polarmeer:  
ein Skipper-Interview

DIE KÄLTE FEIERN
Traditionen, Märkte und 
Feste im nordischen Winter

ICELAND AIRWAVES
Festival-Fotoreise zu
Reykjavíks Musikevent

Was wir von Lapplands Urbevölkerung lernen können.
Fotografische Begegnungen auf dem berühmten Jokkmokk-Markt.

Samisch leben

GESCHENKE 
DES NORDENS
Die größten Freuden für  
Skandinavien-Freunde

HUSKYTRAUM
Neuanfang auf einem 
norwegischen Berghof
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uFreeride-Paradies    
    Narvikfjell 
uHüttentour zu 
    Finnlands Gipfel 
uMit Fatbikes ins  
    Schneevergnügen 

OUTDOOR-
HIGHLIGHTS

W
IN

TER
 2017

24
Tipps &

Gewinne

EINFACH
COOL!
20 arktische 

Abenteuer 
für alle
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Gör vardagen till ett äventyr | Höst 2018

HÅLLBAR HÖST
Grönare friluftsliv – året runt

ELEKTRISK ROAD TRIP
Fjäll och surf med litet avtryck 

PROFESSORN  
VISAR VÄGEN
Johan Rockström på  
klimatsmarta äventyr

GRÖN VÅG I STAN
Här odlas framtidens mat

NORR Agency • Metargatan 11, SE-116 66 • Stockholm • norragency.com


