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Figure 8: Fjällräven core mission is to enable and inspire more people to spend time in nature, leading them to a strong 
commitment to nature and a sustainable development 
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Social Media activities 
Fjällräven is very active on Social Media as we saw above. A Social Media is an internet 
platform where user can easily interact, contribute, generate and produce content. 
Nowadays, Social Media focus on 10 core platforms (Fig.10). 

On which platforms did Fällräven focus its attention on? 

Fist of all, two Media Sharing Sites, YouTube, with its massive use of the 
channel and Instagram (Fig.11). Secondly, their use of a Blog. And third, 
Fjällräven website shows that the company is active on a Social Network 
(Facebook). Thus, clearly showing a designed Social Media structure 
focusing on their customer target group. 

As shown above, Fjällräven YouTube channel is used for instruction first of 
all, which represent a best practice Media Sharing solution and is therefore 
their most visited platform yet. Interestingly, Fjällräven uses two different 
Facebook and Instagram account for the Kånken rucksack, their 
fashionable item which they seem to differentiate from their main items 
(Fig.11) as discussed above. For this paper, I focus on Fjällräven accounts, 
not Kånken. 

To conclude, all their Social Media present a clear and well-structured profile and seems to 
focus on the right marketing through short texts, quotes and beautiful pictures. All platforms 
are very attractive with massive use of videos and pictures and all of them are related, 
everyone of them directing to their main Website. 

Conclusion 
In conclusion, I think that Fjällräven executes well the concept of IMC, focusing on a well 
defined Social Media Hub that target their right customer group. The beautiful pictures used 
are very attractive for all nature enthusiast alike and their massive use of videos are well suited 
for the e-generation we are all in and the broad use they make off suits everyone focusses. 

Figure 11: Fjällräven is 
present on two main 
Social Media and 
differentiate their 
main products from 
the more fashionable 
Kånken rucksack 

Figure 10: Blogs, Instant Communication, Social Networks, Media 
Sharing Sites, Social Bookmarks, Location based Social Networks, 
Review Sites, Forums and Social Commerce are the 10 core 
platforms used nowadays for Social Media activities 
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Finally, as shown in the strategic information chapter, Fjällräven mission and commitment 
follows a clear and logical pass that reflects they believes and direct all their choices, from 
fabric choices, to ground actions, trough production. Making them one of the most consistent 
brand on the market, where Fjällräven took a clear marketing management orientation with 
a strong commitment to environmental and social responsibility that suits well nowadays 
public needs.  
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7.1 Fjällräven does not accept: 

- real fur in clothing, accessories or any other Fjällräven products. 

- plucking or harvesting of feathers or down from live birds or feathers or 

down from force-fed birds. 

- the practice of sheep mulesing. 

- products from animals which have been slaughtered without stunning. 

7.2 Animals shall be treated in accordance with the European Convention for the 

protection of animals kept for farming purposes. This means, for example, 

that the animals shall receive: 

- proper and sufficient food and water, 

- adequate shelter and a comfortable resting area, 

- opportunity to perform normal patterns of behavior, 

- minimization of pain and distress during handling, 

- minimization of mental suffering during handling, 

- protection from disease by prevention or rapid diagnosis and treatment. 

7.3 Animals that are transported shall be treated in accordance with the latest 

version of the European Convention for the protection of animals during 

international transport and the Council regulation on the protection of 

animals during transport. This means, for example that: 

- transportation must be carefully planned in order to minimize 

transportation times. 

- only healthy animals may be transported, no sick or pregnant animals. 

- during transportation, water, feed and rest shall be offered to animals at 

suitable intervals in appropriate quality and quantity with regard to their 

species and size. 

- transportation of live animals should be replaced by the transportation of 

germ cells or carcasses wherever possible.  

9(10) 
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8. Data Protection 

Fjällräven suppliers shall not disclose information that is not known to the 
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----------------------------------------------- 

Signature 

----------------------------------------------- 

Name 

Company Stamp 

This commitment should be signed and returned to Fjällräven latest by _________ 

Please return signed document to Fjällrävens office. 
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