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Our vision is the ultimate victory of good –
it is always worth fighting for

pathfinder
• We define the direction of 

industry and act as the 
authority on clothing and gear 
designed for harsh Nordic 
conditions

• Varusteleka serves as an 
international role model 
striving for Good

• We dare to take risks

internationally known

• The Varusteleka brand is 
globally recognized

• We create prosperity in 
Finland: We export more than
we import

a good company
• We ensure the company 

stands on a solid foundation 
– strong growth, cash flow, 
and a 10% EBITDA

• We grow professionally, take 
pride in our achievements, 
and maintain an enjoyable 
workplace

• We neutralize Varusteleka’s 
environmental impact



Our values and modus operandi

Take bold
action

• Be brave and take initiative

• Help customers, coworkers, 
and partners succeed

Do Things You
Can Be Proud Of

• Aim to exceed the expectations 
of customers, coworkers, and 
partners

• Do things so well that you are 
eager to share your 
achievements

Be TRUE and Share 
knowledge

• Openly share both good and 
bad experiences

• Set an example for customers, 
coworkers, and partners

Own your actions – no excuses
Each of us is 100% responsible for acting according to our modus operandi, taking care of 

ourselves, and maintaining a positive attitude and behavior



Our mission is helping the good WIN

help customers 
succeed

equip THE good guys 
with the best 
possible gear

operate
transparently

and sustainably

have fun
at work



Our target packages

HIGH VALUE TARGET

Commercial Target

MIL / LEO

GENERAL POPULATION outside the target area

48 million 8 million

Relative sizes of high-value target and commercial target in key markets

High Value 
Target

Commercial 
Target

An active individual who identifies strongly with military activities. They 
spend a significant amount of time and resources on these pursuits 
and look for the highest-performing clothing and gear. This group 
includes professionals, hard-training reservists, and prepared civilians. 

These demanding pros and practitioners are the people who we design 
products and prepare our assortment for.

A person really into military-style content. They like the vibe and want to 
belong, even if they don’t hit the range or go on field exercises often. 
They want reliable gear that’s been tried and tested by the High-Value 
Target group.

Commercial Target is engaged with awesome content. Products and 
assortment designed for the High-Value Target will exceed their 
expectations.



Our Brand

We're the rogue ones, 
equipping the Good

with gear forged in the North

Have FUN STAY ROGUE

Be TrustworthyBe TRUE



Varusteleka products and assortment

▪ Designed for our High-Value Target GROUP

▪ Varusteleka-branded products are the priority

▪ Quality, functionality, and simplicity

▪ Curated and tested products: if we have it, you can trust it

▪ Less is more: no gaps, no overlaps in the assortment

Varusteleka
branded

Products

Varusteleka
Clothing System

Military 
Surplus

Supplier 
brands



Pillars of growth for 2025

Sales Thousand EUR, Sales growth in EUR by source 

FI&B2G
Improved
Marketing

US
Improved
Marketing

US
Amazon

FBA

DE
Localization

Improved
assortment and
new products

Improved
availability

Government
(B2G)
Sales

FI
Economic
Recovery

2025

19,002
278

738
185

261

898
388

537
213 22,500

2024

+3,498
(+18.4%)

International Growth

marketing

Products



Financial aspirations for the strategy period 2025-2027

421
(2%)

7,908
(42%)

4,234
(22%)

6,440
(34%)

2024

1,000
(4%)

9,800
(44%)

4,500
(20%)

7,200
(32%)

2025

2,000
(8%)

12,300
(46%)

4,600
(17%)

7,600
(29%)

2026

3,000
(10%)

14,200
(47%)

4,700
(16%)

8,100
(27%)

2027

+92.5%

+21.5%

+3.5%

+7.9%

19,002

22,500

26,500

30,000+16,4%

2024 2025 2026 2027

97

1,160

2,200

3,000

1%

5%

8%

10%

Sales by channel
Sales thousand EUR, Share of Sales %

EBITDA
EBITDA thousand EUR, EBITDA %

Varusteleka (fi)

sTORE

Varusteleka (com)

B2G

CAGR 24-27
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