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OUTSTANDING OUTDOOR EQUIPMENT



Wiktor Haglöf began his backpack manufacturing in a small 
cabin in Dalarna in 1914. His business concept was to create 
functional products to help the people who worked and 
moved about in forest and farmland. One hundred years 
on, we can look back at a company with a rich history full of 
adventure, where the original concept is still the same – even 
though we use some different words now.

We are there for people who invest in an active  outdoor 
lifestyle – professionals, such as mountain guides and 
 adventurers, and those who devote their free time to outdoor 
experiences, big or small adventures, or people looking for 
functional and sustainable products for everyday life.

Just like Wiktor Haglöf, we are driven by the conviction 
that we are the best at what we do and that our products are 
the best on the market. We also know from the prizes we 
win for our products, the recognition for our comprehensive 
sustainability efforts and our sustained growth as a company 
that many agree with us.

We are proud, but not satisfied. We want to continue 
 providing Outstanding Outdoor Equipment – ideally for 
 another 100 years. This is why we try a little more each day, 
placing emphasis on details and working relentlessly for 
all those who want to be able to engage in outdoor  pursuits 
without compromise. This is part of our culture and it 
 symbolizes what we are.

The journey on which we have embarked will take us to 
global destinations that are new for us, while the investments 
we make will propel us to the position of global leading brand 
in Technical Outdoors and Sustainability. Our journey is full 
of exciting meetings and a multitude of experiences. It is also 
beset by challenges – of course, it has to be, otherwise it 
would not be a proper adventure.

Haglöfs, June 2014

100 YEARS  
OF ADVENTURE

ABOUT HAGLÖFS

Haglöfs develops clothing, footwear and hardware for people 
who invest in an active outdoor lifestyle. From small-scale 
backpack manufacturing in 1914, Haglöfs has developed into 
one of the world’s leading suppliers of outdoor products  
by means of modern product development and strategic 
distribution.

The entire range is characterized by functional design, 
highly technical materials, advanced construction, high 
usability, good fit, light weight, durability and long life. The 
Haglöfs brand is primarily marketed to about 25 European 
and Asian markets. Products are distributed through care-
fully selected sales channels comprising outdoor  specialists 
and sports retailers. Haglöfs has been owned by the True 
Sport Performance brand ASICS since 2010.
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During the year, Haglöfs decides, with effect 
from fall 2014, to label products that are 
most advanced in terms of sustainability 
with the Company’s Take Care symbol, 
which allows end consumers to make an 
active choice in the store. At the same time, 
Haglöfs makes a strategic decision that all 
products from the 2016 season and onward 
will be developed to be Take Care products.

Haglöfs launches its first shoe developed 
in partnership with ASICS. The Haglöfs 
GRAM trail running shoe also marks the 
start of a far-reaching partnership in shoe 
development “Designed by Haglöfs – 
 Powered by ASICS technology”.

2013 is another year of growth for Haglöfs, although the recession 
in Europe, global financial turmoil and a strong Swedish currency 
have had a dampening effect on sales and earnings also this year. 
However, all regions show growth and individual markets are 
achieving good or very good growth. The Footwear business area 
shows the strongest growth, and Asia is the region with the most 
positive growth. However, overall growth is lower than the targets. 

Haglöfs has continued to invest in global expansion, its initiated 
retail expansion and organizational development during the year.

• Net sales SEK 724.5 (690.3) million
• Operating profit SEK 14.9 (48.7) million
• Operating margin 2.1% (7.0)
• Number of employees 206 (191)

HAGLÖFS IN 2013

Haglöfs wins four awards at ISPO 2013, and 
is a Gold Winner in two of the categories. 
The award-winning products include the 
RANDO AS SUIT – the world’s first 3-layer 
ski overalls in Gore-Tex® Active.

For spring 2013, Haglöfs launches its new 
Intense collection in a monochrome color 
scheme common to all of the Intense 
products – clothing and footwear and 
backpacks. The initiative attracts consid-
erable interest and the global marketing 
 campaign to launch the collection also 
wins an ISPO Award (ISPO 2014).

Haglöfs has expanded its own retail 
 business during the year, with two  stores 
in Japan, two in Norway and one in 
 Denmark.

Haglöfs enters into cooperation with the 
Swedish adventure racing Team Silva, 
which is renamed Team Haglöfs Silva.   
The cooperation is aimed at harnessing  
the experience of a team of elite world-
class athletes in the development of  
new products.
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HAGLÖFS’ OFFERING

Versatility and boundlessness are two words that have captured 
the spirit of Haglöfs’ offering throughout our history. Our Nordic 
origin, and a climate that often throws up challenges in the form of 
fluctuating temperatures and downpours (often on the same day), 
provides us with knowledge and experience of what is required 
from really good outdoor products. Our global presence gives us 
energy and provides new information about what attracts people 
to natural environments around the world. Whatever the activity, 
weather or season, Haglöfs offers products that enable participants 
to get the most out of their outdoor experience – their adventure – 
wherever in the world they happen to be.

Wiktor Haglöf laid the foundation for our product range in 1914 
by providing backpacks of superior quality, with a careful choice 
of materials and a robust and durable design – product  promises 
which still apply today. With modern product development and 
 design, our heritage has evolved into today’s offering, which 
is a complete range that covers everything from gear for large 
 expeditions to functional products for everyday living. 

Haglöfs’ offering is characterized by:
• Functional and minimalistic design
• Innovative construction with a focus on usability
• Durable, functional materials
• Optimized fit
• Good warmth-to-weight ratio
• Long life
• Sustainable materials and production

Today, our product range is divided into different segments and 
concepts that focus on specific outdoor activities. Our approach is 
to develop a product that is best for one thing, but without taking 
away its ability to function perfectly well for something else. One 
good example is a jacket that is designed for skiing – by giving it a 
detachable snow skirt, we increase the area of use, giving free rein 
to the imagination.

FOOTWEAR

Footwear developed for  
everything from hiking to challenging 

multi-sport activities.

HAGLÖFS’ OFFERING 

HARDWARE

Functional backpacks,  
sleeping bags and accessories  
for all types of outdoor activity.

HAGLÖFS’ PRODUCT RANGE  
IS DIVIDED INTO THREE BUSINESS AREAS

CLOTHING

Versatile, functional clothing based on 
the layer-on-layer principle.
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DESIGN AND PRODUCT DEVELOPMENT

Haglöfs’ design is a result of our combined experience and our 
passion for outdoor. All construction and all materials have a 
purpose and fulfill a function. Many of our more advanced products 
are technical in several dimensions. This may relate to selection 
of materials, technical construction or different product properties, 
depending on the activity inspiring us.

Our goal is to develop products with the functionality, fit 
and quality that allow users to carry out their activities without 
 compromise. Consequently, each individual part and each detail 
must be justified from a user perspective. Our design tool, Haglöfs 
Design DNA, helps us by giving everyone who works in the areas 
of design and product development at Haglöfs a common basis and 
a common vision. The tool, which encompasses everything from 
what should emanate from a product to how we draw our lines, 
covers all our products in all our business areas.

When choosing different materials, product features and details, 
we always put function first. To ensure functionality, we also test 
all our products before they are launched. Sometimes the solution 
may be to remove a material or detail, rather than adding one, to 
create a function. Some of our products developed for the most 
advanced activities are ones with the fewest details.

HAGLÖFS PRODUCT CORE VALUES

The work involved in developing a new product normally spans 
several years. The process involves large parts of the Company, and 
our subsidiaries, distributors and Haglöfs’ friends bring  valuable 
knowledge about trends and demand in different markets. All 
 development is based on an evolutionary staircase, which means 
that a new product must always be better than one it is replacing. 
This is a crucial consideration, which affects everything from our 
success as a company to our work in the area of sustainability. 

To guarantee the performance and quality of our products,   
we have developed a system called Haglöfs Product Core Values, 
which serves as a tool in the development, verification and approval 
of our products throughout the product development process. 
At the central level, we have a concept called Our Way, which 
 summarizes our way and our solution to the challenge of creating 
Outstanding Outdoor Equipment.

HAGLÖFS’ DESIGN

   

TESTED &  
APPROVED

OUR WAY

LONG  
LASTING

CRAFTMAN-
SHIP

SUSTAIN-
ABLE

NO 
COMPROMISE
IN FUNCTION

COMFORT

HAGLÖFS’ DESIGN IS A 
RESULT OF OUR COMBINED  

EXPERIENCE AND OUR  
PASSION FOR OUTDOOR

PERSEUS



HAGLÖFS’ CULTURE

Haglöfs has a very strong corporate culture, which is rooted in our 
history and reflects the authentic outdoor life and an innovative 
entrepreneurial spirit. The corporate culture has developed over 
the years as Haglöfs has grown larger and stronger.

Our culture is the sum of all the people who work at Haglöfs. 
A large number of them are genuine outdoor enthusiasts, many 
of whom are advanced users of Haglöfs’ products. Above all, we 
all share the same passion – to develop Outstanding Outdoor 
 Equipment for people who want to engage in an active outdoor 
lifestyle without compromise.

HAGLÖFS’ TARGET GROUPS

Haglöfs’ core target group is made up of people who invest in 
an active outdoor life and whose main interest or occupation is 
outdoor activities. This is a group which follows, and contributes 
to, developments in the area of outdoor activities and products. 
We  primarily look at the core target group when developing our 
products.

There is also a large group of users for whom outdoor life, with 
varying levels of activity, is one of their interests. Common to both 
groups is a need for products with functional design and an interest 
in identifying with the Haglöfs brand.

HAGLÖFS’ MARKETS

The Haglöfs brand is present in about 25 markets in Europe and 
Asia. As Haglöfs has its roots in Sweden, the Nordic region is our 
natural home market. The region’s terrain plays host to wind, 
water, snow, cold and all the elements that an outdoor enthusiast 
encounters and is challenged by. The region has a long outdoor 
tradition, covering both traditional life in the wild and more modern 
outdoor activity and expression.

The Alpine countries represent an important part of the market 
in Europe. The high mountains in these countries are attractive for 
a variety of outdoor activities. Many new activities and strong trends 
are also developing in these countries – both for summer and winter.

The markets in Asia differ somewhat depending on which 
 country you are in. Asia is home to the world’s highest mountain 
range and many people take part in outdoor pursuits in and around 
the mountain areas, with hiking and skiing being particularly 
popular activities. There are also all kinds of climates, ranging from 
cold, inaccessible areas to hot and humid environments. Outdoor 
is showing strong growth in many Asian markets, with new users 
constantly being attracted to an active lifestyle.

TRENDS

Now that the outdoor industry has become global, there are fewer 
country-specific or region-specific trends. In general, high-pulse 
and faster outdoor activities are attracting increasing numbers 
and these new activities, new participants and new forms of 
 energy require products that are light, durable and adaptable. The 
boundaries between outdoor activities and traditional sports and 
recreation are also becoming less distinct. Running is increasingly 
taking place in natural environments and we are also seeing new 
variants of skiing. Many people are seeking activities that combine 
a challenge during the day with relaxation and more comfortable 
surroundings afterwards.

At the same time, many people are attracted to a more classic 
type of big adventure, which involves carrying a tent, sleeping bag 
and food in a well-filled backpack from one point to another, setting 
up and breaking base camp several times and enjoying the full 
benefits of peaceful nature, far away from civilization.

HAGLÖFS’ CULTURE AND  
VALUES, TARGET GROUPS,  

MARKETS AND TRENDS
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HAGLÖFS’ CORE TARGET GROUP IS MADE UP 
OF PEOPLE WHO INVEST IN AN ACTIVE  

OUTDOOR LIFE AND WHOSE MAIN INTEREST 
OR OCCUPATION IS OUTDOOR ACTIVITIES



HAGLÖFS’ SUSTAINABILITY WORK IN BRIEF

Awareness and responsibility are long-established watchwords 
for us here at Haglöfs. Issues such as the environment, labor 
and human rights have been parameters throughout the years of 
our modern development. We were quick to acknowledge that, 
like many other companies, our operations have an effect on the 
 environment – both positive and negative.  

Five years ago, in 2008, we made a strategic decision to inte-
grate sustainability into our business development. The decision 
was based on two objectives working in tandem – to ensure long-
term profitable growth and at the same time to contribute towards 
a sustainable society. Since then, Haglöfs’ business concept and 
vision have contained a clear definition of the Company’s position 
on sustainability issues.

Today we see the interaction between the environment, ethics 
and the economy as something obvious and we have gradually 
integrated our sustainability program into all parts of the Company.  
Sustainability is not a management matter anymore. Instead, it is 
an integral part of our daily work, with the majority of our  initiatives 
originating from individual employees. The level of awareness 
and commitment in Haglöfs’ organization is one of our Company’s 
greatest assets.

SUSTAINABLE DESIGN – SUSTAINABLE PRODUCTS

A product’s environmental impact is determined by product 
 development and design. This includes everything from choice of 
materials and manufacturing methods to durability, quality and 
long life. Haglöfs’ offering is based on developing high-quality 
products with a long life-span. This is also a key factor in sustain-
ability work, as products that are used often and for a long period 
have a low environmental impact over their full lifecycle.

We are well advanced in the process of increasing the percent-
age of bluesign®-approved materials in our products. The focus is 
now also on increasing the percentage of recycled fabrics. Even 
now, several of Haglöfs’ product lines are made mainly of recycled 
polyester, and many of the materials we use are fully recyclable.

Another important aspect of sustainability is to ensure that 
 people who work for our producers have acceptable conditions. 
In May 2102, Haglöfs became an affiliate member of Fair Wear 
Foundation (FWF). This is an international initiative for independent 
control, which aims to improve labor conditions and wages for 
garment workers worldwide. When we appoint new manufacturers 
for our products, we give preference to those who are approved 
by FWF. As a direct result of our work with FWF, we have made an 
active decision to eliminate production in some countries where 
fair working conditions cannot be guaranteed.

ADDING VISIBILITY TO OUR SUSTAINABILITY WORK 

We market our sustainability program under the Take Care concept. 
In the 2014 fall/winter season, more than 60 percent of our range will 
be labeled with the Take Care symbol – a guide to consumers looking 
for Haglöfs products that are the most advanced in terms of sustain-
ability. In order for a product to carry the Take Care symbol, it must 
meet at least one of the following criteria:

• Be a bluesign® product
• Be made of recycled materials
• Be made of organic cotton.

TAKE CARE AS A STARTING POINT

Over the years in which Haglöfs has worked on sustainability, we 
have constantly sought solutions, mainly in the form of materials, 
for making our products sustainable. During the development 
 process for each new product, one of the questions has been 
whether there is scope for using bluesign®-approved or recycled 
materials. Haglöfs is now facing a paradigm shift that will change 
the entire way in which we work. 

With effect from the 2016 season, for which preparations are in 
progress, we shall work on the basis that all our product develop-
ment will result in sustainable products that can be labeled with 
the Haglöfs Take Care symbol. For various reasons, not all products 
will be able to achieve this level, but they will be exceptions by 
definition.

HAGLÖFS’  
SUSTAINABILITY WORK
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For a detailed account of Haglöfs’ sustainability work see 
Haglöfs’ Sustainability Report 2013.

IN 2013, 57 PERCENT OF ALL PRODUCTS SOLD IN  
THE CLOTHING BUSINESS AREA WERE BLUESIGN® 

PRODUCTS. THIS REPRESENTS AN INCREASE OF MORE 
THAN 70 PERCENT COMPARED WITH 2012

L.I.M Q POWER DRY TOP

HAGLÖFS’ SUSTAINABILITY TARGETS AND STATUS IN 2013

Sustainability targets 2015 Status in 2013

50% of all products sold in Clothing to be made of 
recycled materials 32%

80% of all products sold in Clothing to be  
bluesign® products 57%

50% of all products sold in Hardware to be made of 
bluesign®-certified and/or recycled materials 22%

40% of all products sold in Footwear to be made of 
recycled materials 0%

90% of Haglöfs’ total production volume at the 
Company’s manufacturers’ production facilities  
to be inspected under the FWF framework 79%



Wiktor Haglöf began his backpack manufacturing in a small cabin 
in Torsång, Dalarna, in 1914. Wiktor designed patterns and bought 
fabrics, while his neighbor, who owned a sewing machine, acted as 
his seamstress. Wiktor traveled around the neighborhood by bike 
and on foot selling his backpacks to farmers, forestry workers and 
school children. 

Wiktor’s backpacks gained popularity and gradually, the 
 business grew. When Wiktor’s two sons, Rolf and Hans, took over 
the  business in 1955, “Haglöfs Ryggsäcksfabrik AB” had the whole 
of Sweden as its market. Traditional backpacks like the Alaska, 
Grönland and Skarja originate from that period and the following 
decades.

In 1975, the Haglöf brothers sold the company and Haglöfs had 
various homes and was a member of several corporate groups 
during the remainder of the 1970s and the 1980s. However, in 
the early 1990s, the Company was standing on its own two feet 
again. With Mats Hedblom as CEO, Haglöfs started to call itself an 
outdoor company and market the layer-on-layer principle. Haglöfs’ 
present business concept, values and culture that characterize the 
 Company were also established in this period.

During the 1990s, the Company developed a number of new product 
lines which were to play a key part in the development of Haglöfs 
as a modern outdoor brand. 1993 saw the release of the Tight back-
pack, which had a design and body-hugging fit that set it apart from 
the other backpacks of the period. The Tight was developed to suit a 
new, young and modern user and its launch was  ground-breaking 
in many ways. Haglöfs decided to replace the traditional liter 
 measurement system with small, medium and large, in order to 
make it easier for the target group to choose the right size.

A new generation of Climber backpacks was launched in 1994. The 
backpacks were developed with the help of Lars Kronlund (the first 
Swede to climb Mount Everest) and users included the adventurer 
Göran Kropps who took them on his expeditions. The following 
year, Haglöfs introduced a line of hiking boots, To-Go, which was 
developed in collaboration with an orthopedist. After being granted 
a license to use Gore-tex® in the same year, Haglöfs launched a 
clothing line that was marketed with the slogan “Save money – buy 
more expensive clothes”. The campaign had a significant impact –  
the Haglöfs brand was strong, the Company was on the brink of an 
international breakthrough and the market presence was expanded 
by establishing subsidiaries in Finland and Norway.

In 2000, Haglöfs was given a new logo and the brand was launched 
in Europe. To strengthen the new logo, the motto Outstanding 
Outdoor Equipment was introduced – a motto which has come 
to symbolize everything that Haglöfs stands for. The rate of 
 innovation is high and Haglöfs has won numerous prizes and 
awards for its products. In the late 2000s, Haglöfs also started 
work on  sustainability issues and subsequently added the word 
 “responsible” to the business concept.

In 2010, Haglöfs found a new home in ASICS. Together with ASICS, 
Haglöfs now enters a new phase of expansion, with a focus on 
global expansion – a phase that will become an exciting new 
 chapter in future history descriptions.
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HAGLÖFS’ HISTORY
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