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Varusteleka's Mission:

2

VARUSTELEKA SUPPORTS THE GOOD GUYS
For the neutral, it would suffice that no more evil enters 
the world. Those on the side of the good make efforts to 

increase the good in the world



Varusteleka's Vision:

TOTAL WORLD DOMINATION
Be a

pathfinder

• Define the industry direction and 
act as an authority on clothing 
and equipment designed for the 
harsh northern conditions

• Varusteleka to be taken as a role 
model internationally

• Daring to take risks

Be internationally
known

• The Varusteleka brand is 
recognized internationally as the 
best clothing and equipment 
brand in the industry

• Creating wealth in Finland: 
Export more than what we 
import from abroad

Be a good company
that is profitable and growing

• Manage business to ensure the 
company is on a solid 
foundation. Strong cash flow and 
a 10% operating income target

• Varusteleka’s employees 
develop, can be proud of their 
achievements, and enjoy 
working here

• Zero out Varusteleka's
environmental impact



High Value Target: 
For active people for whom military activity and nature are important and a part of their identity

On-Duty | Off-duty

Offering HVT’s 
passions with 
clothing and 
equipment that 
also suits 
everyday needs.

Target package

• Active duty
• Reserve
• Conscripts 
• Shooters
• Military

Larpers



Strategic priorities for 2024-2026:

H V T
Own

products

Varusteleka
Clothing System

ONE High value target

ONE brAND

YKSI assortment



Total World Domination
2024-2026 Decisive battles 2024:

Be a pathfinder

• Development and implementation of the product category management model

• Renewing the product hierarchy

• Driving the own production selection under the Varusteleka brand for one High Value Target (HVT)

• Review and development planning of all product categories for the entire strategic period

• Comprehensive e-commerce revamp

Be internationally
known

• Phasing out current product brands and renewing the Varusteleka brand: design, implementation, communication

• New campaign plan for one HVT, with one brand and one selection

• Business case and go/no-go criteria for US 3rd Party Logistics operation (3PL)

• Mapping and tendering US 3PL operators

• Design of the 3PL operating model

• Separate plan for significantly increasing US marketing from 2025 onwards

Be a good company
that is profitable 

and growing

• Utilizing sales potential in the Euro area

• Definition, implementation, and execution of the military and law enforcement sales model

• Definition, implementation, and execution of the military and law enforcement marketing model

• Implementation and application of the Cut, Make & Trim (CMT) procurement system

• Research, planning for the entire strategic period, and implementation of necessary certificates and licenses 

(including ISO-9001 and NATO AQAP 2110 quality standards, ISO 14001 environmental certificate, and firearm 

business license)



Varusteleka’s modus operandi:

Take bold
action

• Be brave and take the initiative

• Help a customer, coworker, or 
partner succeed

Do so you can
be proud

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

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

Share knowledge
and experiences

• Openly share both good and bad 
experiences

• Set an example for customers, 
coworkers, and partners

Full Ownership
We all have 100% responsibility to act according to our modus operandi, take care of ourselves, 

our own attitude, and our behavior



Profitable Growth:
Aiming for over 10% average growth and moving towards a 10% operating income percentage

4 883
(24%)

7 581
(37%)

3 548
(17%)

4 444
(22%)

2023

5 130
(22%)

8 483
(37%)

4 252
(18%)

5 143
(22%)

2024

5 250
(21%)

9 166
(36%)

5 103
(20%)

5 847
(23%)

2025

5 400
(19%)

9 800
(35%)

6 124
(22%)

6 665
(24%)

2026

+3,41%

+8,94%

+19,96%

+14,46%

20 455

23 008

25 366

27 989+11,02%

-0,78%

2023

5,65%

2024

7,10%

2025

8,57%

2026

-162

1 300

1 802

2 398

Turnover by channel:
Turnover thousand €, Share of turnover %

CAGR 23-26 (%)

.com

US

.FI

store

EBIT:
EBIT thousand €, Share of turnover %
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