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Phi losophy

Journalism 
for Change
 
Suston is a magazine with a mis-
sion. We strive to guide, inspire, 
and push the outdoor community 
towards a more sustainable future. 
Through our printed magazine and 
digital channels, we share solu-
tions and best cases in everything 
from material sourcing to respon-
sible adventure travel. 

We are supported by leading 
outdoor organizations and com-
panies that communicate their 
achievements and goals to Sus-
ton’s growing audience.

In 2024, we are broadening from 
B2B and directing our scope even 
more towards the larger outdoor 
community and its sustainability 
enthusiasts. Come and join us on 
this journey!

sustonmagazine.com
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Editor ia l  Concept

Suston Monthly
Our monthly B2B newsletter, to over 
1200 subscribers. 2x the average 
opening rate of industry newsletters!

Partner Stories & Advertisement
Suston invites leading companies that 
are working systematically with sustai-
nability to share their messages.

26 – suston suston – 27 

Sustainability is no longer a trend; it’s a necessity. And PrimaLoft  
is leading the way with high-performance material innovations.

 Performance & Sustainability 

Equally Elevated

Visit us at Performance Days: C03 
primaloft.com

SPONSORED CONTENT PARTNER: PRIMALOFT

PrimaLoft specializes in develop-
ing high-performance synthetic 
insulations and fabrics, working 
with over 950 brands worldwide.

Since the very beginning, PrimaLoft’s 
business has been rooted in three pillars: 
Performance, sustainability, and inno-
vation. PrimaLoft engineers constantly 
develop new technologies that raise the 
bar for thermal performance, while also 
looking at the entire life of a product 
for ways to reduce impact at every step. 
In recent years, the company has intro-
duced several breakthrough innovations 
that have the potential to change the 
textile industry. 

Product journey reduces footprint 
PrimaLoft is deeply focused on reducing 
impact throughout a product’s journey, 
through the continued use of recycled 
materials, aggressive carbon reduction, 
production of durable products, com-
bating microplastic & waste issues, and 
designing for circularity.

Reuse
PrimaLoft began using post-consumer 
recycled (PCR) content back in 1997, well 
before the industry was ready to em-
brace the practice. Since 2015, PrimaLoft 
has saved more than 692 million water 
bottles from entering landfills or ocean 
waters and transformed them into high 
performance fibers. The company aims 
to move away from virgin polyester en-
tirely while maintaining the same in-

dustry-leading performance. However, 
recycling is not the end goal – it’s just 
the start of a journey. 

Decarbonization
In recent years, PrimaLoft has made im-
portant strides towards decarbonization 
through concerted efforts in all major 
aspects of the business. The use of recy-
cled materials instead of virgin polyester 
can reduce the carbon footprint by 43%.

In 2019, PrimaLoft launched a break-
through technology aimed at disrupting 
the traditional manufacturing process. 
With PrimaLoft® P.U.R.E.™, which 
stands for Produced Using Reduced 
Emissions, technical engineers have 
reduced the carbon emissions produced 
during the manufacturing of synthetic 
insulation by up to 70%.

Durability
PrimaLoft is committed to manufactur-
ing products that last a lifetime, or even 
generations, creating garments that can 
be reused, repaired, and passed on to 
other users. All PrimaLoft products are 
highly durable, enabling them to main-
tain their high level of performance for 
many years. Using highly durable mate-
rials extends the usable life of garments 
and can therefore lessen their potential 
impact on the environment.

Combating microplastics
Microplastics are a significant environ-
mental issue, and textile waste is a con-

siderable contributor. According to a UN 
Environment report, approximately 30% of 
microfibers in the oceans are from textiles. 
To do its part to combat this issue, Pri-
maLoft developed PrimaLoft® Bio™, the 
first-ever technology that uses 100% recy-
cled content and enables synthetic insula-
tion and fabric fibers to return to materials 
found in nature. Highly durable and built 
to last, the high-performance fibers only 
break down when exposed to specific 
environments like marine, wastewater, and 
landfill – reducing the long-term impact of 
microplastics in those environments. 

Circularity
The textile industry is working towards 
the goal of implementing circular systems 
that enable products to be recycled into 
the same quality products, without need-
ing new resources. Chemical recycling is 
a promising solution to help accelerate 
change, whereby material is broken down 
to its basic components. This maintains 
their integrity, so that it can be rejuvenat-
ed into new high-performance material, 
repeatedly. Through third-party testing, 
nearly all PrimaLoft® fibers have been 
proven renewable in a circular economy, 
via chemical recycling. As the industry 
continues to make progress towards cir-
cular systems, PrimaLoft is prepared.

Social Media
With 35K monthly impressions,  
LinkedIn and Facebook are important 
in reaching our target audiences.

Material Guide
Our bi-annual Material Guide showca-
ses innovations and guides readers 
towards more sustainable materials.

MATERIAL GUIDE

What is cotton and where is it grown? 
Cotton is a natural fiber that grows protec-
tively around the seeds of the cotton plant. 
It is primarily sourced from countries with 
warm climates, such as India, China, USA and 
Brazil. Nearly half of all global textiles are 
made of cotton, and it is the most widespread 
non-food crop in the world.

What are cotton’s production impacts?
Conventional cotton production is land, water 
and chemical intensive. Global cotton produc-
tion uses nearly 35 million hectares of land – 
the equivalent land area of Germany – usually 
in the form of large scale monoculture farms. 
It takes up to 2700 liters of water to produce 
the cotton needed for one t-shirt, and many 
cotton regions have strained water supplies.
 When it comes to chemical use, conven-
tional cotton production has the highest 
impacts of any commonly used fiber. Most 
cotton requires extremely high pesticide and 
insecticides inputs (18% and 25% of total 
global consumption respectively), as well as 
fertilizers and other chemicals to keep the 
crop productive and costs low. These prac-
tices reduce soil quality, contaminate water 
sources and present significant health risks to 
humans and biodiversity.

Can cotton be recycled at end of life?
When unblended with other fibers (such as 
polyester), cotton can be recycled and the 
resulting fiber will have much lower environ-
mental impacts than virgin cotton. Sorting 
by color can additionally save on impacts 
associated with dyeing. But the recycled fiber 
is slightly degraded and will therefore usually 

be mixed with virgin cotton to increase yarn 
strength and improve its quality. Cotton can 
also be downcycled  (another word for recy-
cled to a lower-value product) as insulation, 
filler, mop heads, rags etc.

How much better is Organic Cotton?
While there are many standards in place with 
varying criteria, all organic cotton is strictly 
non-GMO and must be grown without the 
use of synthetic herbicides, pesticides and 
fertilizers. As such, it bypasses conventional 
cotton production’s greatest relative impact: 
chemicals use. Organic cotton also uses far 
less fresh water and energy overall (approx. 
90 % and 60 % reductions respectively).
 On the other hand, organic crops have 
lower yields per plant and as such require 
more land than conventional crops. Due to 
the added diligence and production costs of 
organic standards, organic cotton also tends 
to be more expensive.

Are there other aspects to keep in mind?
Cotton is also biodegradable, but various 
treatments may affect this such as water-
proofing or easy care finishes. Treated cotton 
fibers can therefore lead to microfiber pollu-
tion in marine and land environments.
It is also important to remember that fiber 
production only accounts for a fraction of 
the impact, whereby yarn and textile forma-
tion, dyeing and finishes all contribute to the 
material’s overall impact. For this reason, 
additional certifications that ensure adequate 
chemicals management, climate mitigation, 
and biodiversity protection throughout the 
product’s production are preferable. 

Natural, renewable, recyclable – cotton has the potential to be 
an excellent choice for sustainable apparel. But conventional 
cotton’s chemical inputs are enormous relative to other fibers, 
meaning its potential is only realized with organic practices. 

THE GLOBAL 
ORGANIC TEXTILE 
STANDARD (GOTS) 

As the world’s 
leading processing 

standard for textiles, 
the GOTS ensures 

organic textile 
production meets 

both environmental 
and social criteria. 

The standard 
oversees every step 
in the supply chain 

from farm to finished 
product. All this is 
guaranteed to be 

done under fair, safe 
and transparent 

working conditions. 

THE ORGANIC 
CONTENT 

STANDARD (OCS)
The OCS is a 

chain of custody 
standard developed 

by the non-profit 
Textile Exchange. 

Essentially, the OCS 
works at the farm 

level with approved 
national certification 
authorities to verify 
that a final product 

contains mostly 
organically grown 

and harvested 
plants.

Cotton & Organic Cotton

SUSTAINABLE OUTDOOR NEWS /  SUMMER 2022
Suston

  

SCOPE 3 
CLIMATE 
COLABS
Learn how the outdoor 
industry is taking on 
the largest source of 
emissions, together.

UKRAINE’S 
VOLUNTEERS
Meet the alpinist 
legend bringing gear 
to those in need.

REGENERATIVE 
REVOLUTION
What’s holding it back?

SUSTAINABLE OUTDOOR NEWS – FW 22/23
Suston

  

HARD GOODS
CLOSING THE  
LOOP
Low-impact 
innovations in 
Outdoor’s toughest 
segment.

CITIZEN 
SCIENTISTS
Two women’s mission 
to further climate 
science on Arctic 
Svalbard.

GREEN 
CLAIMS
Industry tackles 
sustainability 
communication 
uncertainty.

#11

With one issue per season, we capture the most 
engaging stories, deep dives and personalities from 
the international outdoor community. Our approx. 
4000 copies reach and inspire key decision makers 
and influential sustainability experts.

Reach
+1 500 outdoor store managers (EU).
+500 sustainability VIP’s from the outdoor industry.
+1500 to international outdoor trade shows (EU).

Our B2B website has experienced a 51% increa-
se in traffic over the last two years. For 2024, 
we will launch a new platform with better UX and 
functionality. We will also create more content 
targeted towards the end-consumers.

Reach
5,000 pageviews and 2,500 users per month.
Most visitors from (in order): US, UK, Germany, 
Scandinavia, France and Canada.

Print Magazine Sustonmagazine.com

Editor ia l  Concept

65 % 
opening 

rate!
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Target  Group

The sustainability professional
Our core readers are sustainability 

managers and other experts  
within the industry.

Suston’s followers are influential and are important for the transition 
towards a more sustainable outdoor future.

The store manager
Retailers and their staff are the  

intersection between the industry  
and its end-consumers.

The communicator
Marketing teams and other experts 

stay informed on how to spread  
important messages.

The outdoor activist
The end-consumers who put sustai-
nabiltiy first are searching for both 

inspiration and trustworthy guidance.

naturkompaniet  365 höst 2018  13

INTRO

ANVÄND RÄTT MEDEL
Skalplagg behöver tvättas för att 
hålla porerna i membranet rena 
från smuts och svett. Använd 
alltid flytande tvättmedel och 
gärna ett som är anpassat för 
funktionsmaterial. Använd inte 
sköljmedel eller andra tillsatser 
eftersom det korkar igen porerna 
i membranet och försämrar 
funktionen. Följ tillverkarens 
temperaturangivelse (oftast  
40 grader) och skölj gärna 
plagget en extra gång. 
Centrifugera på låga varvtal.

Goda tvättråd En ren skaljacka fungerar bättre 
och håller längre – det är bra för 
både dig och miljön.

365 GUIDAR HUR DU TVÄTTAR OCH SKÖTER OM DITT SKALPLAGG

TORKA OCH ÅTERAKTIVERA
Hängtorkning är miljövänligast, 
men torktumlare eller torkskåp 
fungerar också. De flesta 
skalplagg har en så kallad DWR-
impregnering (det där som gör att 
vattendropparna pärlar sig och 
rinner av yttertyget) som behöver 
återaktiveras efter tvätt. Kör det 
helt torra plagget tjugo minuter 
i torktumlare eller torkskåp. 
Strykjärn på låg temperatur 
fungerar också, men lägg en 
handduk mellan plagget och 
strykjärnet.

ÅTERIMPREGNERA
Efter en tid behöver skalplagg 
återimpregneras för att de 
vattenavvisande egenskaperna 
ska bibehållas. Tvätta alltid 
plagget först och impregnera 
sedan med sprej eller med 
impregnering i tvättmaskinen (följ 
tillverkarnas anvisningar). Hur 
ofta impregnering behövs beror 
på hur hårt plagget har använts 
och hur ofta det har tvättats. 
Om yttertyget börjar suga åt sig 
vatten trots värmebehandling 
efter tvätt är det dags!

TÄNK PÅ MILJÖN
Var miljösmart och välj en 
impregnering utan skadliga 
fluorkarboner och lösningsmedel. 
I dag finns det många bra, 
miljövänliga produkter att välja 
mellan. Det man får räkna 
med är att plaggen behöver 
impregneras lite oftare (ungefär 
varannan tvätt), men det är 
ett litet pris att betala för att 
slippa använda de mycket 
skadliga och svårnedbrytbara 
fluorkarbonerna. Fråga gärna oss 
på Naturkompaniet om råd.
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naturkompaniet  365 vår 2021  13

INTRO

1 FÖREBYGG SLITAGE
Det första steget mot ett helt och 
rent tält är att välja rätt placering av 
tältet när du är ute på äventyr. Välj 
en plats som ligger vindskyddad 
och där underlaget är jämnt och 
plant och inte skadar tältbottnen. 
Undvik grenar som kan repa tältdu-
ken och var noggrann när du hante-
rar tältstänger och andra delar. Töm 
tältet på grus, barr och annat skräp 
innan du packar ihop det igen.

Vårda tältet Omvårdnad gör tältet till en långlivad 
följeslagare. Vi har tipsen före, under 
och efter tältäventyret. 

365 GUIDAR TILL HELA OCH RENA TÄLT

2 RENGÖR OCH TORKA 
Rengör alltid tältet och vädra 
ordentligt när du kommer hem, 
oavsett väder. Vid korta äventyr kan 
du spola av utsidan med ljummet 
vatten och städa ur löv och barr. 
Längre tältningar kräver mer nog-
grann rengöring med mjuk svamp, 
milt rengöringsmedel och vatten. 
Kasta ett extra öga på blixtlåset och 
tältpinnarna om du tältat vid havet, 
metalldelarna slits av sand och salt.

3 FÖRVARA TORRT
Att tältet är torrt är det absolut vik-
tigaste när det ska förvaras. Förvara 
gärna det torra tältet i sitt tältfodral. 
Har du mer plats kan du exempelvis 
hänga upp tältet eller förvara det 
luftigt och tätt i ett välventilerat  
utrymme. Ta fram tältet ett par 
dagar innan du ska ut på nästa 
tältning för att vara helt säker på att 
du har komplett och ren utrustning 
med dig ut på äventyret.

4 REPARERA 
Nästan alla tält behöver repa-
reras någon gång under sin livstid. 
Tältlinor och tältpinnar kan ofta 
lagas med en ny knop och att böja 
tältpinnen rätt. Tältdukens revor 
lagas med medföljande tälttyg-
lappar, förstärkningslim och stygn. 
Blixtlåset är den del som oftast går 
sönder. Rengör med en tandborste 
och vaxa in det med jämna mellan-
rum så håller det längre.
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SIREN 3
GTX

Experience outdoor adventure in this 
waterproof hiker designed for women

merrell.com/se

Fler tips på hur  
du tar hand om ditt 

tält hittar du på  
naturkompaniet.se/

kunskap.

Target  Group

“It is through collaborations and action together that the outdoor industry can create 
real momentum. We believe that Suston is an important platform for our community 

to get new insights, find solutions and engage with like-minded partners.”
Dr. Katy Stevens, Head of CSR and Sustainability

European Outdoor Group, Suston Vision Partner since 2017.
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Partner  Info

PARTNER CONTENT

Advertorials
Using a journalistic style and effective layout, advertorials are an excellent 
way to make sure your sustainability message actually gets read. Sponso-
red content can be distributed in both our print and digital channels. 

Native Advertising
We can help with defining the message and writing the text for your adver-
torial in an editorial manner. The partner provides us with images. Individu-
al pricing based on the amount of work. Get in touch for more information!

ADVERTISING FORMATS

Spread page
Winter & Summer issue: 400x267 mm + 5 mm bleed.

Full page
Winter & Summer issue: 200x267 mm + 5 mm bleed.

Digital Banner
2000 x 1000 px (w x h)   Get in touch for campaign formats.

FINANCING AND PRICES

Suston is made possible by the support of our partners. We only reach  
out to a select group of companies, with high standards and ambitions, 
sharing our mission to create positive change.

Gold Partner Print & Digital
1 spread page advertorial/ad in 1 magazine issue. Advertorials will  
be published on Suston’s website for 12 months and in 1 newsletter.  
Banners will be in 1 newsletter and get 10,000 ad impressions online. 
Advertorial: 2,500 EUR   Ad+Banner: 2,100 EUR

Silver Partner Print & Digital
1 full page advertorial/ad in 1 magazine issue. Advertorials will be 
published on Suston’s website for 12 months and in 1 newsletter.  
Banners will be in 1 newsletter and get 10,000 ad impressions online. 
Advertorial: 1,800 EUR   Ad+Banner: 1,600 EUR

NEW! Gear Guide Print & Ditigal
1 product on 1/3 of a full page in the magazine issue, with text and 1 image. 
Published on Suston’s website and in 1 newsletter. More info on the next page.
1 product: 800 EUR

Gold Partner Digital
Digital advertorial (text + 2-3 images) published on Suston’s website for 12 
months and in 2 newsletters. Five percent of the investment is spent on 
social media marketing.
Advertorial: 1,300 EUR

Silver Partner Digital
Digital advertorial (text + 2-3 images) published on Suston’s website for 
12 months and in 1 newsletter. Alternatively, the banner option will be in 1 
newsletter and on the website until it gets 10,000 ad impressions.
Advertorial: 1,000 EUR   Banner: 500 EUR

Discount
Partner for 2 packages per year, booked at the same time: 10%.

Suston 
Vision Partner

Get in touch, and we can 
share more about this 

long-term cooperation.

32 – suston

PARTNER: ISBJÖRN SPONSORED CONTENT

Fall/Winter 2023 is no exception 
for the bluesign® approved 
brand that only fine-tunes 
existing products to make them 

even more sustainable. Highlights for the 
season include: Going completely PFA-
free to even include zippers; using 100% 
recycled polyester in its popular Lynx 
microfleece range; and being one of the 
first to use PrimaLoft® Insulation with 
Ocean Bound Plastic, made from 100% 
recycled content with 60% sourced from 
coastal areas, in a new collection.

When it comes to designing products 
that can be handed down to siblings and 
friends again and again, Isbjörn’s famous 

Penguin Snowsuit is the perfect exam-
ple. Still going strong after more than 15 
years and winner of the coveted “Best-in-
Test” (Bäst-i-Test) award in the premium 
category for nine consecutive years, the 
bluesign® approved Penguin Snowsuit is 
graded highly for its excellent durability 
and quality to ensure a long lifespan. 
Children also love the fact that they can 
easily take it on and off, having the inde-
pendence to dress themselves, as well as 
enjoying wearing it in the snow. 

The longevity of Isbjörn products is 
not only demonstrated by the durable 
materials used, but also in their clever 
design. All hardshell and padded prod-

ucts have grow-cuffs on the arms and 
legs, which add a further 3cm in length to 
grow with the child.

“The outstanding durability of our 
products is our silver bullet, doubling 
or even tripling the lifespan of our 
garments and reducing environmental 
impact by more than half,” shares Maria 
Frykman, CEO, Isbjörn of Sweden. 

“The future wellbeing of children and 
nature has always been our DNA.” 

Durability is  
Our Silver Bullet
Isbjörn of Sweden is committed to making long-lasting 
outdoor clothing for adventurous kids and teenagers, 
choosing the highest performing and responsible 
materials and manufacturing processes each season. Isbjörn’s ambitious sustainability 

roadmap is clearly set, and Maria 
Frykman and her team are committed 
to becoming fully circular by 2030, 
completely microplastic-free by 2026 
and Net Zero by latest 2045.

Isbjörn’s booth will use the ISPO Easy 
Package, which is designed with 
reusable parts. This, in combination 
with not shipping the booth back and 
forth to Sweden, results in large money 
and resource savings as well as a 
lower-impact stand.

SUSTAINABILITY ROADMAP

ISPO Munich: A2:634
isbjornofsweden.com

suston – 33 

SPONSORED CONTENT PARTNER: GORE

Less weight, less CO2 emissions, 
less water consumption, PFC 
free: Is this the future of func-
tional outdoor wear? According 

to the company who invented not only a 
new material but laid the foundation for 
a completely new category of clothing, 
footwear and gloves back in the 1970s, 
the answer is yes. 

For more than 40 years, W. L. Gore & 
Associates (Gore), better known for the 
GORE-TEX brand, together with world-
class brands, has been on a continuous 
journey of using science and innovation 
to find solutions for real, complex prob-
lems. Gore is holding its commitment 
to sustainability to the same high level 
as the commitment to performance – 
through innovating more sustainable 
materials, technologies and processes. 

This autumn, new GORE-TEX prod-
ucts with an innovative ePE membrane 
will be available from leading brands like 
Adidas, Arc’teryx, Patagonia, and Salo-
mon. The new products are a milestone 
on Gore’s sustainability journey and an 

example of what’s possible when a global 
material science company commits to 
“Responsible Performance.” In the words 
of W. L. Gore & Associates founder, Bill 
Gore, “The most fundamental and criti-
cally important aspect is the conviction 
that what you are doing is important… 
And that the things you’re doing and the 
things you are planning to do change the 
world and make it a better place.”

The year 2022 is marked by truly 
game-changing developments. The new 
GORE-TEX products with ePE mem-
brane are not just scientific innovations. 
Lara Wittmann, Strategic Marketing 
Gore Consumer Fabrics, explains: 

“New GORE-TEX products with the 
new membrane provide trusted perfor-
mance and durability and are a further 
step on our sustainability journey. With 
that we can help our partners to become 
steps closer to their sustainability goals.”

Benefits of the new GORE-TEX 
products with ePE membrane 
•  absolutely waterproof, windproof and 

New GORE-TEX products with innovative ePE 
membrane – a further step on the sustainability journey.

“Our Work is Never Done”
breathable protection

•  membrane, laminates and DWR treat-
ments are PFC free*

•  reduced carbon footprint**
•  durability and a long product life lower 

environmental footprint
•  can be combined with recycled, solu-

tion or undyed textiles

The journey continues. The work for 
real scientists, inventors and creators is 
never done, so it isn’t for the GORE-TEX 
brand either. In the coming seasons, the 
innovative ePE membrane will also be 
used in other technologies, in a much 
wider range of laminates and for ex-
tended end uses. Industry leading brand 
partners like Hestra, Lowa, Mammut or 
Norrøna will introduce functional wear 
with Gore’s latest technologies.

Meet at ISPO Munich: 
A1:401
gore-tex.com

* advances Gore Fabrics´ goal of being free of PFCs of 
Environmental Concern over the lifecycle of its consumer 
products. In this case, the goal is accomplished using non-
fluorinated materials. Learn more at https://gtx.is/pfcec
** through laminates with a lower mass membrane and 
select textile(s) (per Higg MSI)
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Partner  Info

CONTENT AND THEMES

Summer Issue, June 2024 
Before and during: OutDoor by ISPO, Outdoor Retailer (US) 
Respond before: April 1, 2024. 
Material deadline: April 29, 2024. 

Themes 
Over-production – bad for economy, worse for the environment. We  
investigate how it can be avoided. 
A Fair Deal. Few brands pursue fair labor certifications. Does this mean 
the majority of sourcing is from unfair trade, or is the story more nuanced?

Winter Issue, November 2024 
Before and during: ISPO Munich, Outdoor Retailer(US)
Respond before: September 23, 2024.
Material deadline: October 21, 2024. 
Themes 
Materials on the Move. Yesterday’s pioneers have become business as 
usual. Which new, innovative materials are taking the lead?
Climate Forerunners. Meet thought leaders and hear how they want to 
create change - and what they most fear.

NEW: Gear Guide for innovative products
Showcase your product highlights in our seasonal 
Gear Guide. (You decide if it is from the coming 
season or next year’s; this is part of the product 
presentation). Published twice per year, in our 
print magazines and online.

Suston Magazine is published by NORR Agency. We are an 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 are producing magazines and content in 
several languages. Examples from the portfolio include:

HANWAG BLUESTRAIT MID LADY ES

OUR 
    WAY

OUR GOAL?
To use resources in a 

responsible and planet-

friendly manner and encourage 

a more sustainable and 

innovative future. 

OUR WAY!  
The BLUESTRAIT ES is made 

exclusively in Europe, with a 

PFC-free EcoShell membrane, using 

resource-efficient manufacturing 

methods and recycled materials.

More about ‘our way’ at STORIES.HANWAG.COM 

22_Hanwag_Bluestrait_210x280_SWE_EN.indd   122_Hanwag_Bluestrait_210x280_SWE_EN.indd   1 20.10.22   10:3520.10.22   10:35

Ett m
agasin från N

aturkom
paniet  /  Jul  2022

Gör vardagen till ett äventyr | Jul 2022

Fira tillsammans i naturen

LUSSEBAK PÅ STORMKÖK
Vinnaren av SM i surdeg julbakar i skogen 

MED SEGELBÅT TILL 
TOPPTURER I NORGE 
365 steg ombord och testade  
Naturkompaniets unika skidresa

ISAR NÄRA RÄLSEN
Experterna tar tåget till riktigt  
stora skridskoupplevelser

SKÖNA JULETIDER
365_2205_s1_omslag_regular_5mmrygg.indd   1365_2205_s1_omslag_regular_5mmrygg.indd   1 2022-10-26   15:012022-10-26   15:01

NORR Magazin 
Our German-language out-

door magazine, focusing 
on low-impact nature travel 

in Scandinavia.

365
The customer magazines of 
Sweden and Finland’s largest 
outdoor retailer chains: Natur-
kompaniet and Partioaitta.
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GEARGEAR

WHEN: 2021
WHAT: Abrasion resistant carabiner with low-impact surface treatments.
PROS: The highest wear on an HMS carabiner comes from rope running 
through it in top-rope or belay situations. Steel is often used in professional 

equipment but considered too heavy for recreational 
climbing. With a stainless-steel insert, this 

aluminum carabiner extends useful service 
life considerably and protects the rope 
from burrs or sharp edges. Since the wear 
surfaces are made of stainless steel, the 
rest of the carabiner body can be 
produced in a natural, oxidized state that 
totally eliminates the anodizing chemical 

surface treatment process.
CONS: The non-anodized surfaces do not 

look as shiny as anodized surfaces and may 
need some explanation for customers. It is also 

more sensitive to corrosion, an issue mainly for 
equipment that is either stored wet over longer 

times or exposed to salt water and not rinsed.

Edelrid HMS Bulletproof Eco

WHEN: 2021
WHAT: Climbing rope using 50% recycled material.
PROS: The NEO 3R 9.8 mm is the first rope to be 
made from 50% reused rope material. Edelrid has 
succeeded in producing a recycled rope that meets 
the high safety standards for climbing ropes. The 
challenge lies in fine-tuning processes to achieve the 
desired strength and elasticity in recycled yarns. They 
can now re-utilise production scraps into high-end 
use in ropes and minimize the production waste, with 
a maximum material value.
CONS: There may still be customers not trusting 
recycled materials, even with thorough controls and 
certifications in place.

Edelrid NEO 3R 9.8 mm

WHEN: 2022
WHAT: Gas canisters that help scale up biogas.
PROS: Until now, there have only been fossil fuel 
options for outdoor gas stove canisters. By buying 
biofuel certificates, Primus reserves production of 
bio-propane and stimulates the upscaling of a 
European bio-propane market. Through the 
certificates, they buy gas production for SIP Power 
Gas in biogas. The actual gas in the canisters is still 
fossil-based due to transport limitations, but their 
intentions are clear – they want to increase the 
purchased volumes of biofuel until they can fill actual 
Primus canisters with biobased propane gas. 
Certificates are excellent tools for upscaling new 
energy sources. The GHG emissions are reduced by 
approximately 50%, the production is in Europe - and 
doesn’t cooking with biofuel in nature just feel much better?
Cons: The solution requires a bit of explaining but with clear goals, this is a truly 
ground-breaking initiative in the outdoor gas market. The standard EN 417 gas canister 
itself is still a challenge, though. Re-filling is not permitted for safety reasons and there is 
currently no dedicated recycling method for them.

Primus SIP Power Gas

COOKING & FOOD EQUIPMENT 
The cooking segment is covered by strict 
standards and regulations. Stoves and fuel 
systems need approval according to 
product safety standards, and food 
contact materials need approval according 
to food contact regulations. This makes 
sustainable development slower than in 
many other areas, as new materials often 
need formal approval for the specific use 
before entering the market.

WHEN: 2022
WHAT: Lightweight headlamp for hiking and camping.
PROS: The Terra Scout has a shell made from recycled polypropylene and hemp fibre, offering a 
CO2-footprint reduction of up to 90 percent compared to standard plastics. A rechargeable battery with 
USB charging is included in the top model, reducing the need to change batteries.
CONS: While this bio-composite is recyclable and hence can be re-purposed in new products, it needs to 
be correctly sorted and returned to the manufacturers at end-of-use to avoid its fiber content becoming 
a contamination of pure plastic fractions. This return and sorting system is not yet realized.

Silva Terra Scout headlamp
ACCESSORIES
Outdoor accessories 
and electronics have 
few examples of 
products demonstra-
ting sustainability 
innovations. However, 
this may change fast as 
electronics are within 
scope for EU circularity 
and chemistry 
initiatives.

SAFETY EQUIPMENT
The Personal Protection Equipment (PPE) requirements that apply to 
safety equipment provide an extra challenge to sustainability efforts. The 
standards are strict with high safety factors, meaning that any change of 
design, materials or processes must be rigorously tested and proven safe 
to make sure the product integrity is unaffected.

WHEN: To be introduced 2023.
WHAT: Eco-design ski with a 
recycling solution.
PROS: With reduced number of 
materials, low-impact materials 
and focus on recyclability, this ski 
is defining a new direction in 
design for Rossignol. It is made in 
France with renewable energy and 
materials that are either recycled, 
certified natural or biobased. In the 
development, Rossignol has 
teamed up with a recycling partner 
to assess and develop a recycling 
method for the product where up 
to 77% can be recycled and 17% 
incinerated, leaving only 6% 
residual waste.
CONS: The recycling looks 
promising, but the method does 
not currently seem to recover the 
valuable fiber materials which 
become residual waste, not 
possible to incinerate. 

Rossignol 
Essential Ski
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