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Before buying something, think again.
Even though more sustainable product innovations and solutions 
are great, they seldom have a positive net effect. They still use 
resources. To become truly sustainable, the most important step 
is to consume less.
For us, as individuals, that means not getting things that we don’t 
need. The second most important thing is that when you do get 
something you need, you make sure that you choose a product 
carefully and look after it so that it serves the intended purpose 
– for you or somebody else – for as long as possible.
This is really quite old school and it’s common sense too, so it’s 
strange that it now seems nearly radical. But along the way, most 
of us have acquired other habits.
For a brand, the logical conclusion is that we only make products 
that people really need and we make them very durable, user 
friendly, easy to take care of and repair.
With those principles in place, we come to what we normally mean 
when we talk about sustainability: selecting materials, production 
method and location, and transport in the least resource consum-
ing and polluting way, while also not exploiting people.
And then, when we’re finally at the end of the product life cycle 
(once the products are not fit for use anymore after exhausting all 
possibilities for repairing and passing on), they should not end up 
in landfill but be recycled or break down (ideally not only being 
biodegradable in a controlled setting, but actually being com-
postable).

Does this seem austere?
”Simple”, as in a ”simple lifestyle”, is not to be confused with 
”easy”. With so many options readily available at our finger tips, 

it’s more difficult to remove things from our lives than to add 
them. It’s difficult to conquer the fear of missing out when we say, 
no, not that, not that. But if this process is done with discrimina-
tion, what you end up with is less noise and more focus on the 
things which really matter to you.
And fortunately, there are many things which are freely available 
and not a resource that we need to compete for or exploit – such 
as air to fill your lungs with; such as moving, and the joy and 
energy that it brings.

At ICEBUG, making products that people really need is indeed 
the very foundation of what we do, since we’ve built the brand on 
solving the problem of slipping. And everybody that lives in our 
climate needs at least a couple of pairs of good shoes for different 
weather conditions (two pairs that you alternate also last longer 
than wearing one pair everyday until they wear out and then 
wearing out the second pair). But you don’t need a pair for every 
single activity, so we always strive to make our shoes versatile. 
And we have a very strong commitment to and track record in 
quality and durability, though this is an area where we definitely 
can improve further (running shoes being the most challenging, 
since the wear is extreme and being light, soft and flexible is also 
necessary). A smaller part of our effect on the environment is the 
operation of the company. 

That’s really quite similar to an up-scaled household. So here we 
go again: only get things that we really need, make sure that they 
will last for a long time (by selection, design, and caring for them), 
choose alternatives with less of a negative environmental impact, 
for energy, choose renewable sources, eat more plant based food, 
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when possible take the train rather than the plane, try to offset 
CO2 emissions that we have to create.

We base our understanding of what is fully sustainable on the four 
principles of the Natural Step. https://thenaturalstep.org/
Huge challenges remain for us – as for the footwear industry at 
large – when it comes to kicking oil dependency for raw materials, 
getting rid of potentially harmful adhesives and chemicals and 
introducing a realistic end-of-life solution.

Our most hands-on-work here consists of reviewing the products 
currently in our line, digging deeper into the different supply chain 
levels, getting rid of harmful finishing treatments, unifying mate-
rials and changing to better materials and dyeing methods. Those 
are the small systematic steps, but they matter a lot since we’re 
starting with our best sellers and that’s where the majority of our 
volume is.

To challenge and be able to take real leaps forward, we’re also 
participating in cross brand collaborations to lift up the best pos-
sible solutions available at the moment. Stay tuned and join the 
project at https://innovation.ispo.com/pages/projekte
By David Ekelund, CEO.
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Welcome to our third sustainability report. Once again, we have 
made progress on many levels. One example is that you will now 
find sustainability as a primary force on our homepage. And if you 
visit us in Jonsered, Sweden, you’ll find out that the same force 
permeates our headquarters. We have a wonderful, dedicated 
in-house team plus eager external associates contributing essen-
tial skills and knowledge – all making choices every day to achieve 
an even better tomorrow. Sustainability has been our guideline 
for a long time, and right from the start our whole reason for 
existing has been for a good cause. We want to enable people to 
go out and enjoy the great outdoors, no matter what the weather 
conditions are. And that is what we literally do ourselves too – we 
walk, hike and run in the woods of Jonsered right outside our 
office. All year round.

We started our focused sustainability work in 2015 by partici-
pating in the Peak Innovation project for creating a strategy to 
become a more sustainable company. The whole company was 
involved, and our primary value chain partners were included from 
the very beginning. By creating a strategy, we also envisaged our 
position in the industry 20 years from now, as the industry leader 
in grip technology with products manufactured in a sustainable 
way, and with Icebug being part of a circular society. We offer our 
community products that are safe to use and produce. We want to 
create products that are engineered for re-use after their initial 
purpose, with all materials eventually coming back into circulation 
with no wasted resources.

Company level commitment:
Making a difference in the industry is far more challenging than 
gaining the trust of our customers. But challenge is healthy, and 
we accept it. As a company, we’re all about creating long lasting 
products with comfort and durability for harsh conditions. It goes 
without saying that quality comes first, but we need to remind 
ourselves of that and include it in every step of the value chain.
Sustainability is deeply rooted at Icebug. From the smallest of 
daily actions to future business planning, we consider the options 
and weigh up our decisions with the aim of becoming a sustaina-
ble brand while keeping the business profitable. We have set our 
goals as a team, and every goal is verified by management.

In this report you will find our people writing about their views on 
sustainability in relation to their work. Whether that’s customer 
service, event management, recruiting new people or online sales, 
sustainability is part of every action. And every aspect must be 
considered when talking about company level commitment.

By Henrik Tuomas, Quality Control.
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Icebug has been fortunate to work with many industry-leading 
partners when it comes to sustainability. Collaboration is crucial 
and joint efforts have a much bigger effect than trying to solve the 
problems individually. It’s also been great to see our value chain 
partners becoming active contributors in sustainability, creating 
possibilities for us and other partners to improve and develop 
better products and production conditions with a reduced impact 
on the environment and on people.

Sustainable apparel coalition
The Sustainable Apparel Coalition (SAC) is an industry leading 
coalition of brands, facilities, NGOs, governmental organisations 
and other actors. The common link is the will to unify all efforts for 
a sustainable future in our industry and to be a leader for other 
industries. To measure their progress, the SAC has developed a 
tool called the Higg index. It is a self-assessment tool for brands 
and facilities taking into consideration environmental as well as 
social and labour-related aspects. From 2018 facilities can also 
have their results verified by a third-party verifier. 
A vast tool box of modules also includes the Material sustainabil-
ity index (MSI) and Design and development module (DDM). With 
MSI and DDM tools product developers can evaluate product 
impact in early phase both from material and production technol-
ogy aspects.
Icebug joined SAC I 2016 as a project member and as a full mem-
ber from May 2018. One part of membership is to encourage and 
challenge our value chain partners to improve their sustainability 
work and join SAC as a facility member. We are proud to say that 
our key partners are contributing and driving the change.
https://apparelcoalition.org/

TrusTrace
TrusTrace is a product traceability and transparency platform. 
TrusTrace tools make complex value chain structures more trans-
parent and easier to follow, while simultaneously simplifying the 
traceability of each product and its component origin. Supplier 
information, certifications and audits are easily stored in one place 
and will be accessible by our customers in 2020.
Icebug started to work with Trustrace in early 2018 with a pilot 
project, and have been partners since Q3 of 2018. We are develop-
ing tools together and encouraging our suppliers to submit data.
https://www.trustrace.com/

bluesign®

bluesign® is the most effective way to reduce chemical manage-
ment risk in textile production. bluesign® certifies manufacturing 
facilities, ensuring their working methods don’t affect end prod-
ucts in negative ways and that they comply with the latest chemi-
cal substance regulations. The bluesign® system is the best avail-
able solution for sustainable textile production. It eliminates 
harmful substances right from the beginning of the manufacturing 
process and sets and controls standards for environmentally 
friendly and safe production. This not only ensures that the final 
textile product meets very stringent consumer safety require-
ments worldwide, but also assures the consumer that they are 
acquiring a more sustainable product.
Icebug uses bluesign® approved textiles and nominates suppliers 
that are bluesign® system partners. We are also looking forward 
to joining bluesign® as a system partner as soon as the footwear 
module is ready.
https://www.bluesign.com/en
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Swedish Chemicals Group
A knowledge platform for the benefit of member companies’ 
efforts to keep up to date with relevant legal requirements in the 
area of chemicals. It aims to
•  Communicate relevant chemical requirements to subcontractors
•  Meet demands and respond to opinions from the media and 

consumers.
•  Engage with demands and opinions from the media and con-

sumers.

There are over 100 member companies divided into two sub-
groups, one in the textile industry and one in the electronics 
industry. The “Chemicals Group Textiles” primarily includes com-
panies in the textile, furniture and retail sectors. The “Chemicals 
Group EEE” focuses on chemicals in electronic and electrical 
products.
The group’s scope includes:
•  Regular meetings to exchange experience of, and information 

about, the current environmental and chemistry-related issues 
within products and production.

•  Sharing knowledge through inviting speakers, for example from 
the chemical industry, NGOs and agencies.

•  A forum for open dialogue and contact with others in the industry.
•  Access to the chemical database developed for member compa-

nies’ needs. The database is easy to use and covers chemicals 
used in the textile and the electronics industry.

•  The Chemicals Group is run by RI.SE and is linked to a network 
of experts such as universities, chemicals and environmental 
protection agencies. 

Icebug joined the Swedish Chemicals Group in 2016 to gain 
knowledge and support in chemical-related issues.
https://www.swerea.se/en/Collaboration/Networks/The-Chemi-
cals-group

RI.SE (formerly Swerea)
Icebug is a long-term partner of RI.SE in product testing for chem-
icals and product properties. Together with specialists, we screen 
our shoe collection twice a year (spring / summer and autumn /
winter) for possible chemical abnormalities and arrange testing in 
third party facilities, mainly SGS. After testing, it is important to 
analyse the results according to current European and global 
chemical substance regulations. Close collaboration between the 
brand, RI.SE, the factory (supplier) and the third-party test organi-
sation is required and expected, and as a result we can present 
our customers that have been manufactured safely.
https://www.ri.se/sv



SOG
The Scandinavian Outdoor Group (SOG) has a sustainability group 
that meets a few times a year and has an active social network. 
The Group shares info on the latest updates and insights within 
sustainability. Joel Svedlund is the leader of the SOG sustainabil-
ity group.
SOG has also announced that it has signed up to support the 
European Outdoor Group (EOG) Sustainability Charter. The char-
ter sets out an understanding of good corporate citizenship and 
responsibility and articulates the stages and aspirations of a jour-
ney towards best practice. It was unanimously agreed at the 
SOG’s recent annual meeting to adopt the Sustainability Charter 
and make pursuing the aspirations set out in the charter part of 
the membership criteria for the group’s 64 members.
Icebug signed the Sustainability charter in early 2018.
https://www.scandinavianoutdoorgroup.com/projects-activities/
sustainability/

CSR Västsverige
Icebug joined CSR Västsverige in 2016, to become a member in 
an organization that offers broad knowledge and a strong net-
work in business responsibility issues. 
“CSR Västsverige (CSR West Sweden, Public & Private Social 
Responsibility Initiative) is a non-profit Organization that was 
formed in 2008. With more than 320 members from the private, 
public, and non-Profit sectors and academia, the association is 
today Sweden´s largest CSR-network. With the vision statement 
”a region where all organizations take responsibility and make a 
difference in the world”, CSR Västsverige helps its members to 
improve their ability to take responsibility for their actions and 
encourages positive impact through their activities – in short, 
making business go hand in hand with increased accountability for 
the environment and for society.”
Johanna Stakeberg
http://csrvastsverige.se/

By Henrik Tuomas, Quality Control.





POPFREE
POPFREE is a three-year project with the overall goal of creating 
a transition in sectors using PFAS to feasible non-fluorinated alter-
natives. Icebug joined this project as one of fourteen brands in 
the outdoor and clothing industry working to phase out fluori-
nated Durable Water Repellency (DWR) treatments used in our 
products. The total number of brands is over 30, ranging from 
cosmetics to the paper industry. Popfree has been an effective 
way to drive change at factory sites and spread knowledge in our 
industry, backed by hard research data coming from the project. 
The volume of tested materials and substances is multiplied by 
participants; therefore, the potential of the project could not be 
reached alone by a single brand.
https://www.swerea.se/en/POPFREE

Drive for Change Mariell Bjuhr, Designer
To continue to develop as a company towards a more sustainable 
future, we need to innovate towards new products that can pro-
vide a more sustainable option for users. We can’t simply keep 
going with “business as usual”; we need to alter and change the 
way we make things to truly create a transformation towards 
something better. This requires a switch in the way we create 
products and considering every stage of the shoes’ lifecycle. So 
when designing new products as well as updating those from pre-
vious seasons, we ask ourselves questions. What material can we 
replace with a better one? What can we simplify or remove? How 
can we simplify reuse and repair? Can we minimise the use of 
glue? Minimise waste in production? We ask these questions and 
many more to break the cycle of doing “business as usual”, to 
truly consider what we can do better. Of course this requires a lot 

of searching for new, better materials, seeing new opportunities 
in terms of shoe construction and production and keeping an 
open mind for new creative ideas. But to drive change, this is 
what we as a company – and the entire industry – need to do. 

An example of exactly this was when we were looking for a more 
sustainable material for our autumn/winter 2019 shoes. We 
started looking for wool, as it is a renewable resource, even 
though this still doesn’t mean that wool has zero environmental 
impact. Sheep need a large amount of land to graze on and water, 
chemicals and energy are required to make the final product. But 
we didn’t simply stop at looking for virgin wool. We also con-
tacted a Swedish wool clothing company, Woolpower, to see if 
they had any waste in their production that they needed to get rid 
of – because we already knew they were using some of it to make 
seat pads. So today we have a collaboration where we use waste 
from their production. The waste material is collected and needle 
felted, which gives us upcycled wool sheets with a minimum 50% 
wool content. By using recycled wool instead of virgin wool, we 
minimise the pollution of air, water and soil as well reducing CO2 
emissions. We add no extra dyes, thus avoiding the use of more 
chemicals, and this gives the end product its unique aesthetics as 
it retains the colours from its first lifecycle. By using this recycled 
wool felt in the shaft of our Grove women’s boot, we also mini-
mise the use of glue, as only one layer of material is used thanks 
to the stiffness of the material. Wool also has excellent insulation 
and wicking qualities. By looking outside our normal scope, we 
were able to use a more environmentally sound material in our 
products and give new life to a material that would otherwise be 
discarded.

PROJECTS



Sustainability isn’t only about that first stage of the product’s life-
cycle. It continues even after we have sold the shoes. We want to 
inspire our users to take care of their products, to make them last 
longer, to hand them over to somebody else, to reuse them and 
for it ultimately to be possible to recycle the shoes correctly. All of 
these things pose great challenges, not only for us but for society 
at large, but we are continuously working to implement projects 
that push these issues further. 

We are currently working on a more modular concept which would 
make it easy to separate the different parts of the shoe. Many of 
today’s shoes involve a large number of different materials that 
are mixed and fused together, making it hard or even impossible 
to repair or recycle the shoes. With this new shoe concept, we 
want to make it possible for even the user to carry out some 
repairs themselves, to make it possible to easily upgrade parts, to 
truly give the product a long lifecycle. Because after all, using the 
products we buy for as long as possible is the best thing we can 
do from a sustainable point of view. This detachable construction 
also minimises the use of glue, and by using single layer materials 
that are easy to disassemble, the product is better prepared for 
future recycling possibilities. 

By making the design so that parts can be exchanged and cleaned, 
it also helps to overcome a barrier to why people don’t want to 
reuse shoes. Studies have shown that there is a fear of being 
injured when using shoes that have been worn in by others, and 

that people often find second hand shoes unsanitary. Having a 
modular concept overcomes those barriers. We not only want to 
innovate in terms of how to make a more sustainable product; we 
also look at user behaviour and user needs. Combining these is 
how we believe that we can create real value. 

The design is also intended to be a timeless and classic design, 
because when this is achieved the product has less chance of only 
being a “fast fashion” item. We want to design for longevity. We 
also take into account how the upper should be constructed in 
order to minimise waste in production, to make it easy to keep 
clean and to make sure that parts that degrade faster, such as the 
midsole, are easy to replace/upgrade. Regarding the materials, 
we make sure to use materials that “age with style”, that are dura-
ble and easy to take care of and that can give other great benefits 
to the user, such as using wool that has very good insulation and 
wicking qualities as well as having natural anti-odour characteris-
tics. To also deboss logos instead of using print, and to use dying 
techniques and materials that are more sustainably sound. 



Icebug discovered that there is no general system for grading and 
rating footwear sustainability. So we created our own: A Better 
Choice.

A Better Choice is a continuously developing and improving rat-
ing system, where we go through the parts of the shoe and grade 
the sustainability features of each part. If the grading reaches a 
certain level per part of the shoe and enough parts reach it, we 
tag the product with A Better Choice.
We are constantly increasing the level of sustainability within the 
Better Choice grading, as sustainability work is something that is 
always ongoing.

For autumn / winter 2019, 90 % of our leathers are Leather Work-
ing Group Gold or Silver rated; for autumn / winter 2020, 100 % 
are Gold Rated and we also introduce the DriTan innovation from 
Ecco in our nubuck leathers (starting spring / summer 2020); a tan-
ning technique minimising water consumption and chemicals.
For autumn / winter 2019, the percentage of textiles with bluesign 
certification is 82 %; for spring/summer 2020 it’s 90 %.
In autumn / winter 2019 production, 19 % of all foams used are bio 
based or recycled.

We continue to use the solution dye technique for all solid 
coloured textiles, and 70 % of all textiles are made from recycled 
materials (GRC certified PET polyester or recycled merino wool) 

for autumn / winter 2019 (for autumn / winter 2018 it was 48 %).
For autumn / winter 2019 production, 12 % of the rubber in our 
outsoles is recycled rubber.

Icebug products are 100 % PFOA / PFAS free and the goal is to be 
100 % PFC free no later than by 2020 production.
For autumn / winter 2020, we are starting to use a membrane 
made from 52 % recycled PET polyester.
 
The choice of the most sustainable materials affects how we 
design the shoes. We construct the shoes according to the mate-
rials; the features and performance we need in the materials, and 
how to use them in the best possible way.

The uppers are designed to be minimalistic, and we aim to use 
mono-material uppers as far as possible. These aspects make the 
shoes easy to take care of. Shoes that are looked after last longer, 
and durability is the most important aspect when talking about 
sustainability. 

Our design strategy is to make timeless footwear designs, so that 
together with durability and quality, a pair of Icebug shoes is a 
long-term activity companion.

By Karin Möller, Head Designer & Creative.
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Following last year’s strategy to introduce a new factory partner 
with Fulgentsun in the Cambodian factory, the team has been put-
ting in a lot of hard work. Even though we knew Fulgentsun has 
very good knowledge of running shoes and some good refer-
ences with other customers, it is always hard work to make sure 
that Icebug’s specific requirements are well understood and that 
our demands for high quality are met. So we have focused on 
creating a strong quality plan as early as possible in the process. 
After several trials with different sizes and many adjustments, the 
production has been given the go-ahead. At the time of writing 
this report, about half of the shoes for autumn / winter 2019 have 
already been produced and the rest are being produced at high 
speed. From a sustainability point of view this is very important as 
high quality means better sustainability. The worst case scenario 
is always to be forced to reject the shoes if the quality is not 
achieved. The teams in both Asia and Europe have left no stone 
unturned and all our hard work is making us very confident that 
the first year of production will run smoothly. The factory is 
approved by the Fair Wear Foundation and has passed several 
code of conduct audits by other customers. It is also best in class 
in terms of solar energy, water treatment and waste management, 
which we also reviewed during our visits.
The second main area of work during 2018 / 19 has been to con-
tinue working with full transparency. We are getting deeper in the 
Higg facility modules, not only for the tier 1 suppliers but also 
deeper into the supply chain. We have also introduced a new tool 
with Trustrace in order to be able to show the supply chain all the 
way to the final customer. Linking the products, the materials (and 
their raw source) and the suppliers is key on various levels. To 
name but a few, we will be able to better control the risks in the 
supply chain, control and reduce consumption and usage, identify 

improvement with most impacts and create a trust relationship 
with the final consumer. We also welcome the new Higg Index 
tools with the material sustainability index, the design and devel-
opment module and the product module. When fully imple-
mented, this is the last piece that will really give the full picture of 
the environmental impact – together with the best tools to reduce 
it. As the cherry on the cake during 2018, it was very rewarding to 
receive the information from our Haksan partner that all the work 
is starting to pay off in a circular way. Two years after we decided 
to implement the Higg Index, bluesign material and PFC free 
water repellence, Haksan has been able to get new customers 
and more business because of customers approaching them with 
same demand as Icebug. For the supplier it becomes a more sus-
tainable business, and for Icebug, we see it as a part of our mis-
sion to be a catalyst to make the industry better. 
Our third focus area has been to secure the implementation of 
new materials in the supply chain. In order to implement new bet-
ter alternatives like bloom insoles / midsoles, new Dritan leather 
from Ecco leather, Ortholite Hybrid insoles and outsoles with 
recycled content, we first needed to undertake a deeper analysis 
of the full supply chain; from a logistics aspect to a process and 
quality perspective. This is both time consuming and sometimes 
requires deeper changes, the most important of which was again 
to have the correct partners who are willing to work in a long-time 
perspective! For the consumer this will be visible from our autumn /
winter 2019 collection onward, when we will introduce “A Better 
Choice” – Icebug’s own standard to help consumers choose shoes 
from a better sustainability perspective based on the different 
components of the shoe. 

By Jérôme Manceau, Product Director.
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In August 2016 we launched our Forest Femmes concept, and it 
was a huge success from the start. From the beginning, we man-
aged to inspire more women to try trail running, to eliminate all 
the mental obstacles they had and to see the beauty of running in 
the forest, together as a group. At the beginning of 2017, we had 
300 followers on our Gothenburg Facebook page and by the end 
of 2018 we had nearly 4,000 followers.
We have also expanded our concept to Kullavik, Stockholm, 
Uppsala, Växjö, Lerum, Minneapolis (USA) and München (Germany). 
This allows us to reach more women and to help them take the 
step from running in the cities to running in the forest. There are 
lots of studies showing that running in the forest does wonders 
for our mental health and for our bodies. We are very glad to be 
able to spread our knowledge and to inspire more people to try 
trail running and see the benefits for themselves.

In early 2019 we started our first group in the US – Minneapolis. It 
was a success and 30 happy girls came and walked / ran with us 
during our first session. We are planning to expand with two new 
groups in Sweden this year; first an additional group in our capital, 
Stockholm, then another one in Smögen where we have our popu-
lar west coast trail race. We are also planning to start a group in 
Oslo, Norway, in August. 

This year we have started to work on the sustainability aspect of 
Forest Femmes. We are looking at the equipment the coaches 
use, the partners we work with and how we travel and live during 
our workshops. We have a lot left to do but it’s a great start. 

Icebug Trail Sisters – together we own  
the forest!
The purpose of Forest Femmes is simple: To encourage more 
women to take up trail running. In our store, we were constantly 
meeting people who wanted to try it out, but who were a bit 
uncertain about where and how to begin and not entirely comfort-
able about going out on their own.

Forest Femmes removes the obstacles by running together in 
groups, offering companionship as an added bonus. We place 
considerable focus on having fun and enjoying our surroundings, 
and very little focus on speed and performance.
We encourage participants to find new running companions in the 
group so that they can go out on runs together in addition to our 
normal joint sessions.

During sessions, we’re always there to support and cheer people 
on. All levels are welcome and we make sure we come up with 
challenges to suit everyone. It’s perfectly OK to take a few extra 
runs up a tough slope while the others catch up, and it’s also OK 
to walk sometimes. We always encourage runners when they’re 
struggling.

We love being out in the forest and notice what a positive impact 
it has on our wellbeing, both physical and mental.
We want everyone to have the chance to experience it!

By Michaela Lindgren, Store Manager.
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Icebug Xperience is our collection of events, covering all the 
events that Icebug arrange. The purpose of Icebug Xperience is 
to market Icebug values and products and to show people that 
life is better out here in the natural environment. The portfolio 
contains annual running and walking events in the Nordic coun-
tries, such as Icebug Xperience West Coast Trail, Icebug Xperi-
ence Ultra, Icebug Xperience Mountain Trail, Icebug Backyard 
Trail, Frozen Lake Mara thon and Winter Run.
The events attract thousands of outdoor enthusiasts from all over 
the world.

Economic, social and environmental sustainability is something 
we really care about. We want the events to grow organically 
together with the local area, so we work with local entrepreneurs 
and innkeepers, and our vision is that most things consumed at 
Icebug Xperience events should be made by organic, locally pro-
duced ingredients. We have the ambition of not using any dispos-
ables at our events, and when we are forced to use disposables 
we make sure they are recycled products. We also want to take 
care of the environment in the area. Most of the events therefore 
follow existing paths and trails, we have a strict policy regarding 
littering during the events and we place garbage bins along the 
courses.

In 2019 Icebug Xperience started the work of Miljödiplomering 
(Environmental Diploma) by “Svensk Miljöbas”. The first step is to 
evaluate where we are now in general, the second step is to eval-
uate all the Xperience specifics and the third step is to prioritise 
actions to be carried out during 2019. Our first Xperience with a 
real environment checklist is Icebug Xperience West Coast Trail, 
which is being held 30 Aug – 1 Sep 2019. Since 2019, Icebug  
Xperience has been part of “West Sweden Action Weeks”. WSAW 
was founded by Visit Sweden and promotes six large outdoor 
events in west Sweden during August. One major aspect of 
WSAW is the environmental work, and each event has agreed on 
seven bullet points for 2019. 
• Do not use disposable plastic
• Leave nature in the same condition as when we arrived
• Prioritise local and organic food
• Limit the use of paper information
• Limit or waive the distribution of goodie bags and medals
• Encourage climate compensation
• Encourage sustainable travel

By Jonas Svengård, Event Manager.
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The Icebug Customer Service team provides guidance to our cus-
tomers on how to care for their shoes, depending on wear and 
tear and different styles and materials.

We offer our customers sustainable service options to extend 
product lifetime by taking care of shoes with replacement parts 
such as new laces, insocks, studs and zippers.

When possible, customers are encouraged to visit their local 
shoemaker to repair shoes with minor defects, where the shoes 
are otherwise in a good condition. Icebug offers reimbursement 
for minor repairs to prevent the customer throwing away or 
replacing the shoes. We always look at which pieces on a shoe 
could be replaceable to prolong a shoe’s lifetime and we offer 
these spare parts to our customers at no cost.

A good example of after-care is the replacement of lost studs. We 
provide replacement studs free of charge and have a simple and 
successful method for attaching them. A how-to guide on shoe 
care is provided in the webshop.

At Icebug, we actively try to keep repairs as environmentally 
friendly as possible. By supplying retailers and shoemakers with 
spare parts, we eliminate unnecessary shipping from/to end con-
sumers who could have a repair carried out locally. The packaging 
used to send out spare parts has been updated to favour paper 
materials over plastic.

Small improvements like these are in line with one of Icebug’s core 
values – being part of the whole. Icebug users should know and 
feel that we help them contribute to a sustainable future by pro-
longing the life of their shoes.
In cases where a product cannot be fixed, detailed records are 
kept of all claims so that carryover styles and new developments 
are improved in terms of longevity, material, comfort and usability.

By Peter Sandblad, Customer Service Representative.

SERVICE AND REPAIR





The integration of retail –  
by Mathias Basedow, Country Manager, 
Germany and Austria
On one side, its encouraging to see that some leading retailers 
across Europe started to actively integrate sustainability in their 
buying decisions. 
On the other side, the majority of the market is still seeing it as 
“nice to have”, but not relevant for their decisions. Often hiding 
behind the fact that many consumers do not mind. The interesting 
part about it is that all recent studies (including industry specific 
ones like our clean-run survey) show that they do mind, and exam-
ples of discounters selling bio-products and the shift in car-technolo-
gies indicate conscious consumption arrived in the main-stream. 

As sales and marketing teams, it will need to be our mission to 
support our retailers in being part of the change. Trainings (in per-
son in the stores and digitally) and consumer marketing tools are 
a core factor to enable retailers to be part of the solution. So if 
you are in retail, do not hesitate to demand this from us (or any 
other company or sales team). Only an active offering off the 
topic, will give you a chance to create new demand or allow to 
make your existing endconsumers part of the solution. 

Joakim Niemi, Sales Manager Scandinavia 
Since last year, sustainability work at Icebug has taken a great 
leap forward. From a sales perspective this is very good for us. 
This is something that stands out among all the other brands, and 
our customers’ marketing and sales departments love to work 
with sustainability focused brands – particularly the companies 
that have a really solid sustainability story, such as ours. Because 
we are the first – and so far the only – climate positive shoe com-
pany, doors open for us that didn’t even exist before. I’ve noticed 
significant changes in just the last couple of weeks. I hope our 
success now and in the future will inspire our competitors to take 
action too. We may be competitors when it comes to our business, 
but not when it comes to taking care of our planet.

MARKET PERSPECTIVES





In 2016 we moved our office to get closer to our natural habitat – 
nature and specifically the forest. In winter time, the forest moves 
into the office as we light up the wood stove to help us maintain 
the temperature of the office space. At the same time, it creates a 
hearty and welcoming atmosphere for those paying us a visit as 
well as for those of us working in the office and doing our best to 
keep our fingers warm. In the summer, we move out into the for-
est. There’s almost always someone out for a trail run in this land-
scape. Different types of woods, canyons and creeks and tons of 
roots to trip over will keep you on your toes in a never-ending mix 
of possible routes.

Icebug aims not only to attract the right people to the company 
but to keep them happy at work and help them develop and grow. 
As with any sustainability project, constant and long term dedica-
tion is required in order to find new ways to progress within the 
field of human resources. Icebug advocates balance in life and 
strives to work smarter instead of harder, with a 37.5-hour working 

week and one hour a week dedicated to physical activity, when the 
switchboard is closed and everyone has to activate themselves – 
whether for a walk along the river, a gym class in the yoga room or 
a run in the forest. It’s a way of trying to keep co-workers healthy, 
give people who might not normally work together a chance to 
mix and to increase our love of nature. 

Apart from the forest around us, which serves as a brilliant gym, 
there is a yoga room which is also used as ping-pong room and 
general exercise room. To balance personal life and work life is one 
of the core values at Icebug. Normally, meetings are scheduled 
between 9.00 and 16.00, to make flexible working time truly  
flexible. Healthy co-workers are happy co-workers and we want  
to spread our love of nature not only to our co-workers but to the 
world around us.

By Lhina Segerbo, People & Culture Manager.

THE FOREST AND BALANCE IN LIFE 



Lhina Segerbo,
People & Culture Manager 

“To balance personal life and work life  
is one of the core values at Icebug.”



Sustainable employment is all about supporting people to stay in 
work, to develop, grow and feel good.
Commitment and responsibility are the foundation of both sustaina-
ble employees and sustainable organisations. Commitment gives 
sustainable employees who create results. Greater challenges 
require each individual to feel personal commitment – that the 
work is important and meaningful. When we feel good, we can 
think bigger and act wiser. By sustainable employees, we mean 
employees who, over time, feel good, perform, enjoy and develop 
– in a way that means both the organisation and the individual gain. 

By strengthening personal responsibility and clarifying which val-
ues should guide the company, a breeding ground is created for a 
prosperous and efficient organisation. In a culture of responsibility, 
individuals take responsibility for their own and their colleagues’ 
sustainability, while taking responsibility for ensuring that the 
organisation lasts, achieves its goals and delivers result in the 
longer term. When individuals take responsibility, a sustainable 
and driven collective is created with a high degree of financial 
results, job satisfaction and customer satisfaction.

The work environment at Icebug is characterised by creativity, par-
ticipation and a good atmosphere. With everyone’s involvement, it 
becomes easy to create a good workplace. The goal is for every-
one to feels job satisfaction, security and affinity and to think it’s 
fun to go to work.

Together we want to create something based on true values and 
passion – something that provides a real benefit to people. We 
share with each other our experiences, successes and failures. We 
create time to contribute knowledge beyond our own area of 
expertise when asked by a colleague, and we celebrate success!
We encourage each other and give each other clear feedback. We 
are honest with ourselves and with each other. We take care of 
ourselves and treat our own health responsibly. 

We strive together to create an environment of kindness, where 
everyone feels included and is treated equally regardless of gen-
der, gender identity or expression, ethnicity, religion or other 
belief, disability, sexual orientation or age.
 
Sustainable employment creates stunning colleagues in an inspir-
ing workplace characterised by creativity, playfulness, flexibility 
and transparency.

By Lhina Segerbo, People & Culture manager.

SUSTAINABLE EMPLOYMENT 





Sustainability has been high up on Icebug’s agenda for several 
years. The step towards being able to measure what our total 
impact for 2019 would be, and to calculate the cost for it, was there-
fore, a little shorter in comparison with most other companies.

By the end of the Summer of 2018, the urge grew on us to do more 
and act faster. As business owners and leaders, our conviction 
became that we had the moral obligation to do what we could on 
our part to try and move towards a less risky place. And that meant 
that the ongoing work of step by step trying to minimize the neg-
ative impact was not enough. The hack we came up with to speed 
up towards being fully sustainable was to offset our emissions with 
a surplus, to not only be climate neutral but climate positive. We 
formulated our pledge: To become climate positive. This is a three- 
step process – measure, reduce and offset.

The principle is straight forward. There is a balanced state of 
greenhouse gases in the atmosphere where the risk of increasing 
temperature is acceptable. At this point, we’re way over that bal-
ance, and human activity keeps emitting more than the planet can 
absorb. But if you offset greenhouse gases emitted with actions 

that decrease the same amount of greenhouse gases, your green-
house gas balance sheet is in check. If you offset more than you 
cause, you are part of the solution in getting closer to a balanced 
state. Offsetting is not a green card to carry on as before, and 
actual emissions have to go down. But it’s also not a letter of indul-
gence. It has a real effect.

Offsetting is the last step in the chain, and most of our time and 
focus goes into measurement and reduction. But we need to be 
realistic and acknowledge that we cannot reduce our missions 
down to zero, so we offset what is left of our emissions, along with 
a surplus, thus making us climate positive.

By James Varkey, CFO & David Ekelund, CEO

CLIMATE POSITIVE





Methodology
Icebug has evaluated the present need for a more formal sustain-
ability management system. We see the need to create a basic 
structure for continuous improvement of the sustainability of Ice-
bug, one that can be used to determine priorities and carry out 
recurring follow up and adjustments in a cost-effective way. A 
structure that must also easily integrate into our business plan.  

The full-scale environmental management systems (ISO 14001 or 
EMAS) do not fully cover social (or economic) sustainability issues. 
The ISO 26000 standard that covers social responsibility guidelines 
doesn’t include a clear follow up and revision aspect. The Global 
Reporting Initiative (GRI) principles for sustainability reporting 
provide a balanced representation of an organisation’s positive 
and negative contributions towards the goal of sustainable devel-
opment. 

The Greenhouse Gas (GHG) protocol for calculating and reporting 
on climate impact is widely used by companies for consistency, 
transparency and benchmarking. 

The documentation required by the systems above is quite high. 
For the time being Icebug’s management doesn’t see enough 
added value in implementing the full ISO management system, nor 

in producing a full GRI report. However, we are successively mov-
ing towards a sustainability management system that meets the 
needs of Icebug and our stakeholders and is integrated into our 
working processes.   

In 2019 we are implementing the Swedish “Miljödiplomering” 
(“Environmental Diploma”) system, which targets SMEs based 
upon the basic principles of environmental management systems 
and which can potentially be upgraded to ISO in the future. Icebug 
uses different parts of Ramböll as an operator and auditor. Ramböll 
provides an open format of Miljödiplomering, meaning that the 
company itself has to find the most relevant environmental impacts 
and decide the ambition level, as is the case for both ISO14001 
and EMAS. Ramböll doesn’t use checklists as absolute criteria for 
certification as some other auditing bodies do. However Icebug 
uses the available checklists for Events and Office as guidelines in 
the mapping and prioritisation of action points. The external audit 
by Ramböll, for diploma certification, is planned for August 2019.

As the name implies, the scope of Miljödiplomering is ecological 
impact, and the system does not cover the entire sustainability 
field (ecological, social and financial impact), corresponding to the 
scope of the sustainability work at Icebug. We have not so far been 
able to find any corresponding “sustainability diploma”.

MAPPING SUSTAINABILITY IMPACT OF ICEBUG
– A BASE FOR PRIORITIES





The way Icebug handles this is to combine parts from different 
systems to achieve continuous sustainable improvement: 
•  Mapping significant sustainability aspects according to GRI 

standards: this gives a basis for goals and priorities in the whole 
area of sustainability. 

•  The mapping of significant sustainability aspects is also used as 
a basis for the Miljödiplomering. It is clear that the most impor-
tant aspects lie in the shoe production part of the value chain. 
This mapping does not go into the details of the operations 
(offices, transport, staff).

•  To cover the environmental aspects of Icebug operations, we 
use the Miljödiplomering checklists to map performance and 
identify action points for improvement.

The climate impact reduction is highly prioritised by Icebug. From 
2019, we have taken steps toward following the Greenhouse Gas 
(GHG) protocol for calculating and reporting on climate impact.

In 2019 we set up a structure with bases for systematic and impact 
based priorities, goals, indicators and processes for continuous 
improvements and follow up. We also identified gaps where fur-
ther analysis is required: more Icebug specific life cycle assess-
ment (LCA) data, clear baselines for climate impact reduction and 
further mapping of social impacts. Emphasis is placed on finding 
the areas where Icebug can make the most positive sustainable 
impact in an efficient way. Preferably in, but not limited to, our 
own value chain. Icebug aims to use transparency, networking and 
communication to reach out to achieve further positive impact.

During 2019 / 20 we plan to achieve a higher level of impact  
knowledge through LCA of three Icebug models (Higg Index MSI), 
establish a baseline and set goals for climate impact reduction 
and other prioritised indicators. The results are expected to be 
quantified in the 2019 / 20 sustainability report.  

The main sustainability communication channel with customers is 
the Icebug website, with a more creative approach. The annual 
sustainability report has a stricter format, and is intended to 
measure, show progress and follow up from year to year. The 
focus is more on accuracy and consistency than on the formatting 
and communicative aspects. 

Mapping significant sustainability aspects  
Icebug has mapped the sustainable aspects of Icebug’s total 
activity (significance impact analysis, which is the basis for GRI 
reporting). The mapping is planned to be revised yearly during 
preparation of the annual report, the sustainability report and the 
Miljödiplomering (Environmental Diploma) audit by an external 
party (Ramböll). The prioritised goals will be integrated into Ice-
bug’s business plan and implemented through our regular team 
flow processes.  

The 2019 mapping is partly based upon the Global Reporting Ini-
tiative (GRI) standard 101 foundation, concerning the reporting 
principles (report content: 1.1 stakeholder inclusiveness, 1.2 sus-
tainability context and 1.3 materiality). The first mapping is purely 
qualitative and with an indirect estimate of the stakeholders’ pri-
orities. Next year the stakeholders will be directly involved, and 
there will be Icebug specific LCA results to designate the parts of 
the value chain and the materials with most impact. 

Work is ongoing to map the material flows in the value chain and 
to enter all product data from producers and material suppliers 
into the Higgs MSI database and TrusTrace. When this is com-
plete, we can make a more accurate quantitative evaluation of the 
impacts of Icebug shoes.
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The mapping is based upon three main 
approaches
1)  The value chain of Icebug’s business activities – to identify the 

sustainability impacts.
2)  The working processes in the company – to identify the driving 

forces for change and how to improve the sustainability perfor-
mance of Icebug. Establishing roles and responsibilities for 
priori tised activities.

3)  Review of reports concerning the sustainability impact of foot-
wear.  

Ecological impacts in the shoe value chain
The apparel and footwear industries generated 5 –10 % of global 
pollution impacts in 2016. Footwear alone represents approxi-
mately 1 – 2 % of the total impact, and about 1.4 % of global  
climate impacts; 700 million metric tons CO2eq. (Ref. Quantis: 
Measuring Fashion – Environmental Impact of the Global Apparel 
and Footwear Industries Study, 2018)

The phases in the life cycle with highest impact were identified as 
follows: 
•  Production of input materials, particularly leather and synthetic 

materials. 
• Manufacturing of the finished product. 
• Distribution, use and end-of-life phases are of minor importance. 
 

(Ref. Background report for the EU Ecolabel of footwear (2013) 
and the Quantis report above.) Overall, the manufacturing and 
raw material extraction stages are the biggest drivers across all 
impact categories. Transport accounts for only 2.5 % of footwear’s 
global impact and packaging production and disposal appear to 
be negligible, regardless of the selected indicator.

GRI based materiality – sustainability impact 
and stakeholder priorities
The graph below shows the first estimate of Icebug’s materiality, 
for economic (blue), social (orange) and environmental (green) 
aspects. According to the GRI standard 101 Foundation, 2016, 
the sustainability report should cover topics that:
1.3.1 reflect the reporting organisation’s significant economic, 
environmental and social impacts (x-coord). This is the first 
attempt – purely qualitative and based upon both significance for 
sustainability impact and relevance to the Icebug business. 
Next time we plan to base more of the environmental impact 
evalua tions on Icebug specific LCA studies.  
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1.3.2 substantially influence the assessments and decisions of 
stakeholders (y-coord). We have estimated the stakeholders’ pri-
orities, y-coordinate, by asking a group of Icebug staff close to 
each stakeholder how they think the stakeholders prioritise. Next 
year we will directly involve the stakeholders for this evaluation.

Health and well-being were clearly the highest prioritised aspect, 
followed by hazardous chemicals, energy/climate and working 
conditions, transparency and sharing, waste and circularity/circu-
lar economy.

Each of these aspects, plus water/sanitation (bluesign®, Leather 
Working Group etc.) and eco systems (Bloom foam), have been 
prioritised by Icebug since 2016, in our work to improve the sus-
tainability of shoe production and traceability of materials. Icebug 
has already found and implemented more sustainable materials 
(than the conventional materials in the market) for all parts of its 
shoes. Reductions achieved through these measures are summa-
rised in this report. We continue to closely follow technologies 
and trends to pick up the most sustainable materials and technol-
ogies that are/will be commercially available. 

Social impacts in the value chain 
The impact studies described above primarily consider the physi-
cal ecological impact of shoes in the value chain. The social 
impacts are less explored at a sector level (a gap to fill) and will be 
researched further during 2019/20. 

Health and well-being is at the core of Icebug business, and is of 
course a high priority.
Health is addressed both in reducing injuries due to slip and fall 
accidents and in empowering and inspiring employees to be more 
active and take exercise outdoors.   

Icebug has not identified specific issues or challenges in its overall 
business activity regarding ethics, human rights (partly included in 
working conditions), corruption, equality and diversity, but we 
recognise that in general these are areas of concern so we need 
to stay vigilant.

Working conditions in the value chain are a prioritised aspect, and 
Icebug works closely with shoe producers to follow up on working 
conditions.

By Maria Munther, Sustainability Manager.



We have used the guideline from the GHG Protocol Corporate 
Standard to setup our inventory of our GHG emissions. We have 
attempted to follow the standards when possible and taken extra 
consideration of when the term “shall” have been used. We intend 
to continue this practice for coming sustainability reports and 
GHG inventories. The most complex part of our emissions is the 
production of our shoes. This has been subject to a separate pro-
cess, where calculations for 2018/19 is based on a Life Cycle Anal-
ysis made on an Icebug Ivalo winter shoe (one of our most popular 
and sold models). Accounting for all emissions generated by the 
business is a complex task and we understand that we are merely 
beginners at this point. Our clear goal is to develop more robust 
tools and calculations as soon as possible.
The GHG Protocol states that reporting shall be based on the fol-
lowing principles: 

• Relevance: This can be obtained by making sure the GHG inven-
tory appropriately reflect our emissions and can be used to make 
decisions. 
• Completeness: Accounting and reporting on GHG emission 
sources is made on all activities within the communicated bounda-
ries. 
• Consistency: Chosen methodologies are consistent over time, 
allowing for year to year comparisons. Changes are documented.
• Transparency: Methods and data are clearly shown and assump-
tions are disclosed. 
• Accuracy: The calculations of emissions are calculated to the best 
of our knowledge, uncertainties are reduced as far as practicable. 

GHG REPORTING





Organisational boundary
Emissions calculations are made based on the financial control 
approach, as defined in the GHG Protocol. This means all emis-
sions generated by the Icebug companies located in Sweden,  
Norway, Germany and the United States are included. 

Operational boundary
We have chosen to include all the emissions that we have identi-
fied in scope 1 – 3. After making an analysis looking at believed 
size of emissions, risk exposure, stakeholder interest and key 
improvement areas; the production of our shoes was found to be 
the most important category. This is the main activity of the com-
pany and the largest emitter. In the attached figure all the identi-
fied categories can be found. 

Data collection
Activity data has been collected from invoices, suppliers, partners 
and internal statistics. Data for commuting and business travel has 
been collected from employees using surveys. Food consumed at 
the offices has been estimated through observation (minor emis-
sions). Purchased electricity was calculated using figures from sup-
plier invoices. Waste was calculated from assumptions of our office 
size in relation to the whole office area and purchased materials 
was collected using supplier invoices. Transportation of products 
to warehouse was calculated using actual shipping information 
and transportation from warehouse to consumers was calculated 
using average distances based on customer base. 
Calculation factors and tools

All flights have been calculated using the online calculator from 
the UN specialized agency ICAO (www.icao.int). The calculator 
from ICAO was used by recommendation from Climate Neutral 
NOW, another UN initiative, who have been partners to us during 
the offsetting phase.  The ICAO does not use an RFI(radiating 
force index) factor with reference to incomplete evidence on the 
use such. We will delve deeper into that during this year and 
amend if the evidence points in another direction. Travel by car, 
office emissions, waste, new material and food consumption has 
been calculated using the calculator from MyClimate.org. MyCli-
mate.org takes into consideration all climate gases and report 
CO2e. Travel by train was calculated using statistics from SJ (Stat-
ens Järnvägar). Transportation of goods was calculated using the 
tool from EcoTransIT, who follow ISO14067 and EN16258. We use 
their figures for CO2e WTW (wheel to wheel). Emissions from pro-
duction of our insoles (which account for around 3 % of sales) was 
made using the Higg Index DDM platform. The GHC protocol 
states that activity data (see above) be calculated first, and then 
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emissions factors from such as IPCC then be used to calculate 
emissions. WRI has developed several tools for measuring emis-
sions which are compliant with the GHG Protocol. As these have 
proven to be quite difficult to use, compared to online calculators 
(which have built in emission factors), we have not done so yet. 
We will evaluate during this year, and switch model if deemed 
necessary. 

LCA
As basis for our product (shoes) emissions, we have used an LCA 
made by Jon Eklund at the Mid Sweden University. This was done 
as his bachelor thesis work and was approved by the university. 
He acknowledges gaps in the result and we have therefore tried 
to amend by adding on emissions to be safe. The LCA includes 
figures for transportation – but we have used our own calculations 
for that instead. We are currently in the process of making more 
LCA´s for several of our more popular products through the Higg 
Index MSI platform. These will add considerable weight/accuracy 
to our calculations.

By James Varkey, CFO. 



Base year
We have chosen 2018/19 (March 2018 to February 2019) as our 
base year (corresponds to our financial year). We collect data con-
tinuously through the year, but report once a year.
Emissions reduction target
A vast majority of our emissions come from the products pro-
duced. We continuously work on lessening the footprint from pro-
duction and have identified energy consumption at manufacturing 
plant as a large emitter. Our target for 2020 is to have 50% renew-
able energy powering the plants. Reduction plans for travel and 
office are planned for the coming months.

Development of GHG inventory
Our GHG inventory is based on the best data available at the time 
of publication. We wish to be transparent about its limitations. We 
have not specified emissions per GHG separately yet, we aim to 
do that next year. Our calculation tools have built in emission fac-
tors and these have not been specified separately yet. We do not 
have separate data for biologically sequestered carbon. We are 
looking into GHG protocol based tools to use in the future. 

Offsetting
The GHG protocol states that purchased offsets should be dis-
closed so that it is clear if they are verified/certified. We identified 
two key standards to look for in order to secure that the climate 
compensation met our requirements for responsible offsetting; 
these were CDM (Clean Development Mechanisms) from the UN 

and Gold Standard, which has its roots from WWF and other 
NGO´s. CDM is mentioned in the GHG protocol as an approved 
verifier of offsets. A climate-offsetting project that has a CDM and 
Gold Standard rating is thoroughly controlled/audited and deliv-
ers both the promised offsetting as well as co-benefits for society 
as a whole (varies from education to improved air quality, generally 
tied to the SDG´s defined by the UN).
We have chosen to offset our C02 through the UN initiative Cli-
mate Neutral NOW. From there we choose CDM projects, which 
have the Gold Standard rating as well.  The offsetting until now 
has been in a wastewater project in Thailand, where starch is 
turned into energy. More information on the project can be found 
through the Climate Neutral Now website ( https://offset.climate-
neutralnow.org/metro-group-energy-wwt-project-5098-





How soon is now?

If you want arguments for climate science; denial or doubt, it’s 
never more than a few google searches away. So, just to map the 
possible outcomes we draw a simple four-way: Graphic illustration 
of this.

Climate science is right – Business as usual: End of life. (At least on 
this planet as we know it.)

Climate science is right – Change is done: Sustainable future. 
Climate science is wrong – Business as usual: Continue current 
curve. (Until fossil energy runs out.)
Climate science is wrong – Change is done: Decreased fossil fue-
led consumption/economic growth (transformation done earlier 
than needed, i.e. before fossils run out.)

With such an uneven balance between outcomes you would have 
to be very sure that the climate scientists are wrong to feel that it’s 
worth taking the risk. 
Or just not care about tomorrow.

We will all be part of shaping the future one way or the other: 
Do we want to be a part of the problem or part of the solution?

It’s great that others push the agenda for change too (it’s a mas-
sive change, but we can’t rely on teenagers’ school striking to 
move politicians to take action. 

During this year, when we have accelerated our climate work to 
become climate positive, we have come to a few basic conclu-
sions:

– It’s better to start acting before everything is perfect
– Offsetting is a real step in the right direction, but really just one 
small step
– To turn change into transformation requires sustained action. 
That takes grit. 
– Maximum effect is what counts
– Responsibility grows with power and influence

Companies can and must take a leading role in the transformation 
towards a fully sustainability society. We are used to handling big 
challenges and change fast. If for no other reason, to secure future 
business. The scope of what’s defined as value creation needs to 
be widened from just profit. At Icebug we look at it in three dimen-
sions, does something bring value to the customer, to Icebug, to 
the World. 
Icebug is a small player, so our power is limited. But, since we’re an 
owner operated independent company and don’t have to report 
to venture capital or the stock market, that power is very direct. 
We can be fast in taking decisions regarding our brand and choose 
to do the right thing. Then in the next phase we can use Icebug as 
an example of what can be done and leverage that with our user 
base to influence other brands in the industry.

FUTURE OUTLOOK





As a global community, we need to ramp up the climate ambition 
and take immediate action.
Icebug’s climate ramp up:
– Offsetting all emissions up to this point
– 200 % offsetting going forward
– Have at least 50% renewable energy in factories that produce 
Icebug footwear 2020
– Making our conservation activities more structured

When it comes to Icebug becoming climate positive, we figured 
that for it to be really true, we also needed to settle our carbon 
debt. Meaning all the CO2 emissions from the start of the brand 
2001 and up until now. Our best estimate for that is 28,102 tonnes.

(If we get better current LCA data to base the historic calculation 
on, we will go back and revise this later, but for now we see that 
the need to take climate action now is more important than to be 
sure to be accurate). 

Presently there seems to be an abundance of efficient emission 
reduction projects that need funding. Purchased directly through 
UNFCC’s Climate Neutral Now platform with no middle man 
charges, one ton of CO2 equivalents (CDM-certified and with addi-
tional global sustainable development goal benefits) can be as lit-
tle as below US$0,50. This means that even adding 50% to account 
for the insecurity of the data, our total historic offsetting will cost 
only around US$20,000. And doubling down on being climate pos-
itive onwards, offsetting 200% of the 2019 emissions will cost us 
only around $4,000 for the year. 

The low cost of offsetting means that every brand can take the 
Climate Neutral Now pledge and do it. 

The low cost also means that integrating offsetting in the business 
model will not drive change. That will have to come from being 
transparent about measuring and publicly reporting emissions to 
be able to create benchmarks and taking on aggressive reduction 
targets. 

The actions with the fastest impact on climate will be at the facto-
ries that produce; working with energy efficiency and switching to 
renewable energy. In this context, it’s bizarre that the sense of 
urgency seems to be so low. For example, the brands in the Fash-
ion Industry Charter for Climate Action signs on: “As soon as pos-
sible and latest by 2025, commit to not installing new coal-fired 
boilers or other sources of coal-fired heat and power generation, 
on sites within Tier one (final product manufacturing) and Tier two 
(material manufacturing);”

Icebug commits not only to no new coal-fired boilers or power 
generators from here and onwards, but also to switching to at 
least 50 % renewable by 2020.

Since the factories are out of our direct power, and we are only 
one customer among many, this will be more difficult to control, 
but we believe that if we push this hard we will have enough influ-
ence to make it happen.





Apart from lowering emissions, the other part of improving the 
balance of greenhouse gases in the atmosphere is conserving and 
restoring the regenerative natural capacity. Icebug will take a more 
active role in this going forward, and the first step will be joining 
the European Outdoor Conservation Alliance (EOCA). This will 
also be a contribution towards another acute problem that human-
ity is facing; protecting bio-diversity and trying to avoid a 6th mass 
extinction of species. 

We will continue to develop long lasting footwear that people 
really need, deploying constant improvement and innovation to 
minimize negative impact, while maintaining performance and 
durability. We will continue sharing what we have learnt so that 
others can make faster sustainability progress to catch up. Taking 
as many and fast steps as possible with the long-term objective of 
closing the loop and getting circular: Tackling the big challenge of 
kicking virgin oil dependency for materials and solve end of life. 
For maximum effect, what a small player like Icebug does will have 
limited effect. 

But we can use our platform and example for leverage: Create 
change pressure on other outdoor brands by giving consumers 
insights about the problems, what would make a real change and 
what expectations they can have on brands.
There is only one future, and that’s sustainable. 

By David Ekelund, CEO.
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