
How an agency in Helsingborg helped launch a U.S. stock market giant

Pyramid Casebook # 2
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The challenge
To create a new name, identity, brand platform and mar-
keting materials for a multi-billion dollar U.S. company 
facing its imminent introduction on the New York Stock 
Exchange (NYSE).

The method
To identify, distill and express the existing corporate cul-
ture, using it as a beacon throughout the process. 

The new JBT Corporation logotype symbolizes a visionary global company with strong  
commitment and powerful traditions. The conservative blue, black and gray colors balance 
the asymmetric and multi-dimensional forms. 

“We need a new, globally viable brand.” 

The results

“Pyramid has been very professional and 
creative, giving us inspiration and support 
throughout the decision-making process. 
We think the results are fantastic!” 

Christer Wiklander  
Director Marketing Communications, JBT Corporation

The solution
1. A name with strong links to the corporate culture, and 

strong, value-based content.
2. A visual identity and brand platform based on the com-

pany’s traditions and values, but which also conveys the 
image of a modern organization that both anticipates 
and answers customer needs.

3. A comprehensive marketing campaign presenting the 
new core messages and the company’s new identity and 
personality, both internally and externally. 



Ground Support Equipment

Going... Going... Hello!

Get used to saying JBT FoodTech instead of FMC FoodTech.  
We have a new name but just about everything else remains the 
same — our people, products, innovations, locations and even  
our phone numbers. 

We can still provide you with portioners, freezers and everything 
in between — including process control, food product development 
assistance and a full range of customer support alternatives.

To learn more about us, go to www.jbtfoodtech.com

Frigoscandia 
GYRoCOMPACT® M7 
The next generation spiral freezer, chiller & proofer

To effectively communicate the new message for the JBT Corporation, JBT Food Tech and JBT Aerotech,  
we created a new communication platform, including an informative website, ads in the trade press and  
new printed communication material. 



At end-October 2007,  FMC Technologies, headquartered 
in Houston, Texas, declared its intention to divest its Food 
Tech and Airport Systems divisions as a separate listed 
company. Competing with leading multinational brand 
agencies, Pyramid Communication won the assignment 
to, together with management, develop a brand and mar-
keting strategy to launch the new company. The mandate 
included creating a new name, new logo and visual iden-
tity, a new brand architecture, an updated brand platform 
and a series of marketing activities, both for the web and 
traditional media. 

On August 1, 2008, JBT Corporation was listed on the New York Stock Exchange.  
A global leader supplying quality technical solutions to the food and the airline indus-
tries was born. In a few short months Pyramid, together with the new Chicago-based 
company, created a new name, a unique visual identity, a complete brand platform 
and a marketing strategy. 

Focused naming process
Both divisions, FMC Food Tech and FMC Airport Systems, 
were already well-known, market-leading brands. The 
challenge was to develop a globally usable name for the 
new joint company – in a very short time. The first priority 
was thus a focused naming process.
 A key group within company management, under the 
CEO’s leadership, worked with Pyramid in the naming 
process. The strategic work resulted in a number of name 
options which were further distilled to five interrelated, 
but very different names. 
 The fact that senior management chose to actively 
engage itself ensured a close hewing to the company’s 
core values. Though a new company was ‘in the works’, 
the people who would build its success - the employees  
– remain the same. 

Most name and brand and consultants, Pyramid included, 
recommend that customers do not choose a name consist-
ing of an abbreviation or acronym – what we call ‘alphabet 
soup’. The main reason is that the acronym is irrelevant 
and lacks associative patterns. It therefore requires even 
more communication and explanation to build  
positive recognition. 

A credible ‘brand story’
But the new company would not be driven by brand 
consultants. And, because (1) culture always outweighs 
strategy and (2) corporate culture was both strong and 
united, the naming group decided that, even though the 
new name is composed of initials, it has clear, strong links 
to the company’s roots, making it a worthy foundation for 
a strong and credible ‘brand story’. 

JBT: a visionary company with long traditions



John Bean: An innovative entrepreneur
The JBT name derives from the company’s founder, 
John Bean (T stands for Technologies). Management felt 
strongly for the link to John Bean, who was an authentic 
entrepreneur and innovator. The name JBT gives the new 
company the opportunity to build on its long history as a  
world leader in its core industries. The FoodTech section 
of the company was founded after the invention of a spray 
pump in the 1880s. In the 1960s, a de-icer was developed 
for aircraft, using the same spray pump technology. This 
became the very first airport service product, and  
Aerotech was thus born. 
 John Bean’s character sums up everything the new 
company stands for: imagination, knowledge, ingenuity 
and strong entrepreneurial spirit, worthy cornerstones for 
an internationally successful businesses. 
 Last but not least: it was possible to register the JBT 
Corporation legally as a trademark, as an Internet address 
(www.jbtc.com) and as a stock ticker (JBT).  

Global & multi-dimensional

Logotype construction - step 3
Partnership & commitment
Competence & innovation

Bold & forward-moving

Logotype construction - step 5
Global & multi-dimensional
The open globe (earth) invites 
business area names to visually 
join corporate name

”Global & multi-dimensional.” JJBT is a global, 
diversified company. The gray ring is a stylized globe. 
The Globe and company name ‘open up’ to incorporate 
the business divisions’ names.

A “humanistic brush stroke” as a graphic element in the imagery 
provides a distinct visual identity for JBT Corporation.

”Partnership and commitment, competence and 
innovation.” The company’s commitment, reliability 
and visionary thinking is symbolized by the traditional 
symbol of linked rings.

”Bold and forward moving”. The powerful, forward-
leaning typography expresses the company’s striving spirit 
- and the muscle that makes success certain. 

John Bean Technologies Corporation: logotype and visual identity
Global & multi-dimensional

Logotype construction - step 3
Partnership & commitment
Competence & innovation

Bold & forward-moving

Logotype construction - step 5
Global & multi-dimensional
The open globe (earth) invites 
business area names to visually 
join corporate name

An absolute criterion for the success of the new 
brand logotype was to express the company’s 
already strong culture and values in the visual 
identity: substantial but not boring; able to hold 

for decades but not overly futuristic today. As the 
customer put it: ”We are, after all, an industrial 
company with long-term commitments and prom-
ises to customers. We should look like one too.”

Bakery
Newly baked is always best

JBT: a visionary company with long traditions



Revised brand platform
A company must be well aware of how its key target groups 
perceive its brand. As soon as the brand gains exposure 
and becomes linked to the company’s products and its 
employees’ performance, the target audience begins to 
shape its perception. 
 It is therefore critical to control the brand platform. It 
should be a guideline for all activities within the company 
and it should be created and implemented in a strategic 
and targeted way. 
 The formation of the new company also opened new 
opportunities to change the positioning, promise and 
personality. When a new company is born, all its target 
audiences briefly hold their eyes and ears open, creating a 
golden opportunity to reach out with a new core message. 
 JBT Corporation’s brand architecture and revised 
platform build on the company’s existing culture and 
values, but also highlight new ambitions and strategies.  
A strong and credible ‘brand story’ makes it easy for cus-
tomers as well as employees to absorb the change.  

New marketing communications
The central communication channel for JBT was a new 
website. In cases like this, the Internet is often the key 
channel, because it allows instant, global communication 
– both internally and externally. 
 The site was an immediate success. Creative interac-
tive communication enabled the company’s identity, the 
core message and a panoply of factual information to be 
presented. The site became, and remains very popular, 
both internally and externally. 

A global profiling
Profiling was the next important step. For example, at  
the launch, each of the company’s facilities around  
the world had to have new signs that would clearly and 
coherently present the new name and logo to customers 
and employees. 
 All employees received an oral presentation of the 
name, brand platform and visual identity, as well as a 
covering brochure to read at their leisure. 
 All communication must now be updated and clad 
in the new identity. For a global company operating in 
several business segments and in many markets, this takes 
a little time. The management aims do update all existing 
material within one year. 
 To inform the company’s target markets of the 
change, both advertising campaigns and direct e-mail 
broadcast mailings were employed. Advertising was also 
supplemented by personal letters to customers. 
 Since the company is already a global market leader in 
all its business segements, most existing customers ‘only’ 
needed to make sure that the company they do business 

NYSE, the New York Stock Exchange, is the world’s most powerful.  
On August 4, 2008, three days after the introduction, the CEO of 
JBT Corporation, Charlie Cannon, rang the NYSE opening bell.

with is still the same, albeit under a new name. However, 
this was also the perfect opportunity to highlight the 
message that the new company is even more focused 
on sharpening and developing the best solutions for its 
respective market segments. 
 
A fantastic result
“It’s been an intensive, concentrated job to create the 
name, trademark, visual identity and all other commu-
nications required to launch our new company”, said 
Christer Wiklander, Director Marketing Communication 
at JBT Corporation. 



FMC Technologies Airport Ground Support 
equipment will be supporting the Aviation Industry 
Expo, this time in Dallas,  Texas, March 18–20. 
Representatives from our global network are 
looking forward to meeting with you to review our 
complete range of products and services, focusing 
on Total Cost of Ownership.

In conjunction with the Expo we will be again 
holding Product User Group Meetings. These 
meetings have proven to be an excellent 
opportunity to have an open exchange of ideas 
with your industry peers and FMC Engineers. 
If you wish to attend please contact your sales 
representative.

www.jbtaerotech.com

Supporting the Aviation Industry Expo

www.jbtfoodtech.com

True fl uidization 
increases your profi ts. 
The Frigoscandia GYRoCOMPACT® is the world’s most 
effective spiral freezer, chiller or proofer. Offering the 
best hygiene and performance, and the greatest future 
fl exibility, it gives you rapid return on investment by exactly 
matching your food product and processing requirements.

FMC FoodTech is now JBT FoodTech 
And our goal is unchanged. With the same innovative 
spirit and superior processing solutions that helped create 
some of the world’s most popular food brands, we aim to 
help our customers to grow and prosper.

JBT FoodTech

Rusthållsgatan 21, Box 913 
SE-251 09 Helsingborg 
SWEDEN 
Phone: +46 42 490 4000 
Fax: +46 42 490 4040

See us at FoodPharmaTech, 
Booth L 9144, 11–13 nov 
2008 in Herning, Danmark

The Frigoscandia FLoFREEZE freezer with true 
fl uidization boosts your profi ts, because it cost-
effectively delivers a wide range of perfect individually 
quick-frozen (IQF) products.

 •  Highest quality on hard-to-handle sensitive products
 •  Unique patented track separates sticky products
 •  Freeze peas, pasta or scallops in the same freezer 
 •  Extremely hygienic concept

www.jbtfoodtech.com

Frigoscandia FLoFREEZE®

Always keep it fresher than fresh

Advertisement, JBT FoodTech

The www.jbtc.com, jbtfoodtech.com and jbtaerotech.com websites 
are well-stocked with information and facts. Design and interac-
tivity make them easy to use and visitor-focused. 

Advertisement, JBT FoodTech

“Pyramid has acted professionally and creatively to serve 
as the catalyst and support needed to make the right  
decisions under very tight time constraints. The result  
is fantastic!” 

Just the beginning
To create from scratch a name, visual identity, brand 
platform, core message and communication platform for 
a new publicly listed U.S. company is probably one of the 
most comprehensive marketing and launch assignments 
ever undertaken by a Swedish agency. 
 Success depends both on the principal and the agency. 
Much depends on the customer’s understanding of the 
process, on the CEO ‘taking the helm’ and clearly signal-
ling that he owns the project, and that management places 
top priority on the task – especially when time is short. 
 It is also important to understand that a project as 
revolutionary  as a new corporate identity must permeate 
all levels of the organization throughout the world. Both 
board and management gave Pyramid a high level  
of cooperation throughout the process. 
 JBT chose to fully embrace the existing opportunity. 
Although John Bean founded his business more than  
100 years ago, the JBT Corporation’s history has only  
just begun... 

Advertisement, JBT AeroTech



AAK
AGA/Linde 
Arjo Huntleigh 
Atlas Copco 
ATLAS Logistik 
Atos Medical 
AudioDev 
BB Electronics 
Bluetooth SIG 
BOSS Media 
Bostik
Bring

Establish 
FORIA
Höganäs
Höganäs Bjuf
JBT Corporation
JBT FoodTech
JBT AeroTech
Kockums
LFV
MCT Brattberg
Moving
Munkfors

Posten Norge
Orwak
Perstorp
Rapid Granulator
Rittal
SAS Cargo
Sicon Semiconductor
Sörmlast
Tetra Pak
Thule 
Volvo Aero

Sweden’s most international advertising agency  
Over 60% of Pyramid’s revenues come from customers 
located in Europe, USA and Asia. In 2006 and 2007,  
the ‘Sweden’s Best Agency’ survey declared Pyramid to  
be Sweden’s best b2b advertising agency. Pyramid has  
28 employees and is based in Helsingborg, Sweden. 

Pyramid Communication AB
Box 1026 (Bergaliden 11) 
SE-251 10 Helsingborg
Sweden

Phone: +46 42 38 68 00 
Fax +46 42 38 68 68 
E-mail: info@pyramid.se 
www.pyramid.se

Some clients who choose to work with us: 


