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Marel and the Industry

Fragmented fast growing Industry
Total industry turnover 2006 est. € 3.000 million
Largest companies have ca. 10-11% market share
Annual industry growth has been 5,2% over the past years
Annual industry growth is expected to be 5,6% 

Marel in comparison
Proforma turnover 2006 was 270 MEuro
Marel’s market share is an est. 9% 
20% annual growth over the past ten years
Marel goal is to continue to grow above the industry average
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Clear Vision and Strategy

Consolidation is eminent  
The industry development over the 
next 3 years is expected to be 
either:

(A) 2-3 companies with 15-20% market 
share + smaller companies
(B) One company with 30-35% market 
share + smaller companies.

Marel’s goal is to be one of the 
three companies with 15–20% 
market share within the next 3-5 
years
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Current and future markets
The largest markets are in North America and in Northern-Europe
Growth markets in the near future are in Southern-Europe, 
Russia, Asia, the Pacific, and South-America

O P P O R T U N I T I E S



The starting Point

Complex corporate image
Unclear towards

Employees
Customers

Marel hf or The Marel Group



The Mission

To create a new image and corporate identity 
for the united company that staff, customers 
and shareholders can rally round

Preserve the value inherent in the brands 
Be flexible in order to support the vision
Increase the market strength and image
Customer, shareholders and staff can easily relate
The change should reflect international market leader



The Process

Corporate identity task force:
Close involvement by key people within the 
organization

Hiring of branding consultants
The White House and Loewy Group

New corporate identity launched in April
Internally and at the SPE in Brussels



Proved we have so many things in common
Innovation at all levels

The branding process



Selected branding strategy

Mixed branding strategy
Preserves values
Is flexible

Marel Food Systems
International and available
In use in all food industries

Design System
Unified colours and font
Builds a seal of quality



The new identity

Well received at all operational levels
Internal campaign at all brand sites at the same day



Overall benefit

Highly visible at Brussel and 
IFFA

Good and positive feedback 
from our customers
Stronger cooperation between 
business units
Enthusiastic and energized 
sales and service network
Sends a strong message to 
our competitors



Strengthening the brand

We will all benefit by strong brand presence
Need to exchange the old identity for the new
identity both within Marel Food Systems and the
four brands
New identity has started to strengthen our presence
Few examples



The websites

before
A

fter



www.marelfoodsystems.com

Sample design



Stationaries and biz cards



Folder, ringbinder and sketch pads



Corporate Brochure 20x20



Power point templates



Building and car signage



Clothing



Newsletter



Give away items



Advertisements
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