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Marimekko is a leading Finnish textile and clothing design company that was established in 1951. The company designs,
manufactures and markets high-quality clothing, interior decoration textiles and accessories. The products are marketed under
the Marimekko brand, both in Finland and internationally.

Marimekko’s success and competitive factors are a business idea that lives with the times, its strong brand, a clear product
concept that embodies the company’s core philosophy, the flexibility of its business operations and a corporate culture that
fosters creativity.

In 2002, the company had net sales of EUR 49.3 million. Exports and income from international operations accounted for
27.1% of the Group’s net sales. The company had a payroll of 344 at the end of 2002. The company went public on Helsinki
Exchanges’ I List in March 1999. Trading of the share on Helsinki Exchanges’ Main List began on 27 December 2002. At the
end of 2002, the company had 2,157 shareholders.
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Marimekko brand

The Marimekko brand was born and set out on its path in an era of global reconstruction. At the time, the world looked ahead
to a gleaming future full of dreams and opportunities. People were open to the new. Marimekko’s business idea drew on the
ideals of this giddy era and combined a strong belief in the future with freedom, joy and power of creativity. However, the
business idea was also built from daily realities, as Armi Ratia stated in her President’s Review in the 1978 Annual Report:
“Marimekko represents aesthetic thinking in the form of printed textile patterns, without permitting technical problems to stand
in the way of freedom of expression. —  — Marimekko started out with printed textiles because that was the option that was
available to the company. However, the concept could have been equally well expressed in the form of music, poetry, architecture
– or even as a new kind of bread, rugs, furniture, ceramics, glass, jewellery, cars, a florist’s shop, ice cream or toys. It is worthwhile
for us to be aware of this and keep it in mind when thinking about tomorrow’s – and today’s – Marimekko.”

There is no physical product at the innermost core of Marimekko’s business idea. What you will find there are ideas generated
by the sheer force of creative energy – ideas that are then elaborated into products, operations, events or trends by the company’s
various business processes. This is the energy that has guided the building of the Marimekko brand. The company’s firm self-
confidence and its corporate culture that respects the core values of life have given the brand further depth. The building of
the brand has involved the bold analysis of opportunities, development and the systematic implementation of new ideas.

As the company’s business operations have evolved, the Marimekko brand has gained new content and added value.
Marimekko’s success in different eras has stemmed from how well the company’s identity and operations – and the impression
these two aspects have created in people’s minds – have meshed with reality. Marimekko has worked to build a successful future
by relying on its own strengths. The business idea and the product concept which form the essence of the Marimekko brand
have provided virtually unlimited scope for business operations. The factors affecting the brand’s value and the stature have
also changed time and time again. Marimekko alone is responsible for its brand-building efforts. After all, the company is in
the best position to know at which stage of its life cycle any given product is or the status of any other aspect related to the
company’s business. Only by internalising this concept has Marimekko been able to guide its business down the right road.

Marimekko has consistently honed its operations in line with the basic philosophy of its business idea. The image of the
Marimekko brand is bright. The company’s product profile is distinct, strengthening the brand’s image. The positive trend in
business operations has generated financial added value. The international respect given to the products has increased brand
recognition.

Marimekko has claimed its place in the values of each successive era through controlled brand building that reflects the spirit
of the day, choosing on its own the direction of its operations. Marimekko has become successful by developing and renewing
itself with an open mind, relying on its own strengths. Marimekko still represents aesthetic thinking.
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President’s review

As we entered the 2002 financial year, our expectations were high.

Our company’s solvency, the good demand for our products and

our strong brand gave us firm grounds for expecting a solid trend

in our business operations. In fact, the year surpassed our expecta-

tions. Even in the first quarter, we achieved a good rate of growth

that continued throughout the year. We improved our earnings

significantly by developing our functions and efficiently keeping

track of our costs.

One of the important events in 2002 was the transfer of the

quotation of the company’s share from Helsinki Exchanges’ I List

to the Main List at the end of December. When the company went

public on the I List of Helsinki Exchanges in March 1999, we set

firm objectives for business growth and profitability. Our aim was

to lay the foundations for growth in the

company’s market capitalisation and to

strengthen investors’ confidence in us by

developing our operations consistently. In

2002, we achieved this goal. The company’s

market capitalisation almost doubled

compared with the previous year.

Finland is an important market area for

Marimekko. Our domestic sales have grown

at a very rapid clip in the last few years. This excellent trend

continued during 2002. Our own shops kept up their strong growth

rate. Our sales to domestic retailers exceeded all our predictions.

We have achieved a solid market position in Finland through

successful marketing measures and by developing our distribution

channels and product portfolio.

In our international operations, we have progressed with profitable

growth as our objective, all the while taking the current market

situation and our own resources into consideration. In 2002, growth

in exports and international operations fell slightly short of our

assessments. Development was muted by the rapid weakening of

the German economy – an important market area especially for

Marimekko’s clothing line. Compared with the growth figures for

our field of business in general, however, the trend in our exports

was good. We successfully increased our sales even in those markets

where sales had previously grown at a slower rate. These markets

include Australia, the UK and Spain. In the 2002 financial year, we

also made new licensing agreements with both Finnish and foreign

manufacturers.

At the end of 2002, we expanded our co-operation with Designor

Oy Ab. The aim of the new product development and marketing

co-operation project is to harness the design and production

expertise of two leading Finnish design companies, along with the

strengths of both brands and the opportunities afforded by our

distribution channels in Finland and the international arena. The

newcomers in Marimekko’s clothing product line in 2003 include

sportswear collections designed for women by Ritva Falla and

for men by Matti Seppänen.

As a design company, Marimekko has played an active role

in the development of Finnish design by giving young designers

who are just starting out a chance to showcase their talents.

During the spring of the present year, we will organise, in

association with the University of Art and Design Helsinki, a

product design competition called ”Nuoren elämän raamit”

(“Framing Young Life”). The competition is open to students of

the Design Department, who will be asked to design products

related to clothing and home decoration.

During the present year, the events that

are important for Marimekko’s interna-

tional profile include exhibitions in the

United States and Japan. In New York, an

extensive Marimekko exhibition will be

opened in the autumn. It is being organised

by the Bard Graduate Center for Studies

in the Decorative Arts, Design and Culture.

In Japan, we are participating in the Feel

Finland campaign, which comprises events showcasing Finnish

scientific and cultural achievements.

We expect the year 2003 to be a good business year for

Marimekko in spite of the unstable outlook for trends in the global

economy. Thanks to strong growth and the improvement in our

profitability in the last few years, we have been able to bolster our

business capabilities for the coming years. Demand for our products

remains good. We have expanded our distribution channels both

in Finland and in export markets. The Marimekko exhibitions that

will be held in Japan and in the United States this year will increase

our international visibility. In our estimation, growth in Finland will

remain strong in the 2003 financial year. We expect that the positive

trends will continue in export markets as well.

All of us at Marimekko can be proud of what we have achieved

during the past few years. We have steered our company on to

a good growth vector and have improved our earnings each year.

We still have a great many opportunities to tap into in the years

ahead. By upgrading our operations and allocating our resources

properly, we can ensure our future success. At Marimekko, we

get results by pulling together in an encouraging and inspiring

environment. I would like to extend my warmest thanks to

Marimekko’s skilled employees and brilliant designers. I would

also like to thank our company’s Board of Directors, retailers,

shareholders and all our partners for constructive co-operation.

Kirsti Paakkanen



6  Core values and strategy of Marimekko’s business operations

Core values and strategy of Marimekko’s business operations

CORE VALUES

Ethics
For Marimekko, ethics means respecting the individuality of different cultures and people as well as bearing the social, financial
and cultural responsibilities of the company. Business thinking always involves emotions and caring as well.

Genuineness and honesty
All of Marimekko’s business operations – its products, services and corporate communications alike – must clearly be identified
with Marimekko’s core values.

Freedom of creativity, courage and responsibility
Marimekko’s strength and the cornerstone of its success is creative design. Free rein has been given to creativity – but everyone
must always be aware of their responsibilities, too. The ideas that are realised must have a clear connection to business realities
and objectives.

Commitment and goal-orientation
Commitment means making consistent progress towards objectives and shouldering one’s responsibilities in the achievement
of objectives.

Positivity, aestheticism
The basic philosophy informing Marimekko’s business operations includes a positive attitude to life and the sensitivity to seeing
and expressing beauty.

STRATEGY
® Maintaining a strong corporate identity in an international business environment
® Maintaining superior and innovative design expertise as a factor that strengthens competitiveness
® Controlled brand building that is committed to the core values of the business operations
® Developing and expanding distribution channels that support the brand’s image
® Ensuring the company’s growth and profitability and generating financial added value on the capital invested in the company

by its shareholders; this is done by developing the core business areas and by upgrading the internal efficiency and flexibility
of operations

® Fostering an inspiring corporate culture that values the expertise of each and every employee

FINANCIAL OBJECTIVES SET FOR BUSINESS OPERATIONS
Ensuring profitable growth
® Operating profit as a share of net sales       10%
® Return on equity                                 over 15%
® Equity ratio                                                 60%

Generating financial added value on the capital invested into the company by its shareholders
® Dividends from earnings per share at least 50%

Achievement of objectives 1998 - 2002
1998 1999 2000 2001 2002

Annual growth of net sales, %                                       19.0 13.0 25.1 27.1 17.4
Operating profit
as a share of net sales, % 8.6 10.0 9.8 11.2 13.1
Return on equity (ROE), % 17.3 18.6 16.7 21.5 26.5
Equity ratio, % 66.7 62.3 54.3 58.3 61.1
Dividend per share, EUR 0.08 0.44 0.50 *)0.65 **)0.85
Dividend per earnings, % 13.4 59.5 61.0 *)56.5 **)51.8

  *) Included an additional dividend of EUR 0.15 in honour of the 50th jubilee year.
**) Proposal by the Board of Directors.
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® The company’s share is quoted on the Main List of Helsinki Exchanges
In December, trading of the company’s share was transferred from the I List to the Main List of Helsinki Exchanges.

® Unikko charms the world
With Unikko leading the way, Marimekko’s printed textile patterns became a worldwide success. The popularity of the prints
was evident both in strong sales growth and in the increased interest of the press in Marimekko design.

® Strong growth in Finland; developing and expanding distribution channels
Marimekko’s shop in Lahti moved to new, larger premises. The company landed new retailers in good business locations for
its distribution network.

® International visibility for the brand; new distribution channels in export markets
New Marimekko concept shops established by Marimekko’s agents were opened in London, England, and Stavanger, Norway.
The company landed new retailers in export markets, especially for interior decoration products.

® New articles for the product range
The newcomers in the company’s clothing range for spring 2003 include sportswear collections for men and women. Plastic
folders and cases are new best-sellers in the company’s interior decoration line.

® Sales of licensed products up significantly
New licensing agreements were made in Finland and the United States.

® Product development co-operation started up with Designor
Co-operation in the development of products that will be marketed under the Marimekko and iittala brands was started up
with Designor Oy Ab.

Net sales and earnings

® Net sales increased by 17.4%
® Growth in net sales by product line

® clothing 3.9%
® interior decoration 40.6%
® accessories 30.5%

® Marimekko’s own shops in Finland
increased their sales by 12.7%

® Sales to retailers in Finland were up 48.2%
® Exports and income from international operations

grew by 2.6%
® Earnings per share improved by 42.4%
® Equity ratio rose to 61%

Key figures

                                                          2002    2001  Change, %

Net sales, EUR 1,000
Share of exports and international
operations, % of net sales
Operating profit, EUR 1,000

% of net sales
Profit before extraordinary
items and taxes, EUR 1,000

% of net sales
Earnings per share, EUR
Dividend per share, EUR
Return on investment (ROI), %
Return on equity (ROE), %
Equity ratio, %
Personnel at the end of
the financial year

  *) Proposal by the Board of Directors.
**) Included an additional dividend of EUR 0.15 in honour

of the 50th jubilee year.
The formulas for the key figures are presented on page 34.
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Net sales by market area and product line

By market area
(EUR 1,000)

Finland
Other Nordic countries
Rest of Europe
North America
Other
TOTAL

By product line
(EUR 1,000)

Clothing
Interior decoration
Accessories
TOTAL

2002

35,937
3,481
5,807
2,062
2,031

49,318

2002

26,437
17,486
5,395

49,318

2001

28,959
3,129
6,509
1,923
1,483

42,003

2001

25,436
12,434
4,133

42,003

Change, %

24.1
11.2

-10.8
7.2

37.0
17.4

Change, %

3.9
40.6
30.5
17.4

Net sales by market area 2002

Finland 72.9%

Other Nordic countries 7.1%

Rest of Europe
11.8%

North America 4.2%

Other countries 4.1%

Net sales by product line 2002

Interior
decoration
35.5%

Accessories 10.9%

Clothing 53.6%



In clothing, Marimekko’s strategy is to design, manufacture and market
outfits representing excellence in design and quality. The clothes are
targeted at different kinds of groups and all types of situations. The
collections include woven fabric garments as well as knitwear and jerseys
made of pure natural materials.

2002 was a challenging year for the clothing business. The uncertainty
shadowing the global economy weakened growth in consumption
demand. Due to the internationalisation of trade, product price compe-
tition heated up. In 2002, clothing sales in Finland grew by 1.5%
(preliminary information released by the Association of Textile and
Footwear Importers and Wholesalers). In the January-November period
of 2002, exports of clothing (SITC 84) declined by 4% and imports were
up 3% (National Board of Customs, monthly review, November 2002).

In 2002, the Marimekko Group’s net sales of clothing grew by 3.9%.
Sales trends varied greatly by market area and product. Clothing sales
grew well in Finland, while growth in exports and income from inter-
national operations fell short of expectations. The slowing down of the
growth in the Group’s net sales of clothing was due primarily to the
rapid weakening in exports of Grünstein products, particularly to
Germany. The most important export markets for clothing in 2002 were
Germany, Sweden, Russia, the United States, Switzerland, Norway and
the Netherlands.

Many factors have an effect on sales by the clothing sector, of which
the most important are trends in consumption demand, changes in
consumer behaviour and in competition within the field, and the contents
of collections. The distinctness and variety that are the hallmarks of
Marimekko’s collections have given the company’s clothing line a clear
competitive edge on the market. Marimekko’s clothing line comprises
both basic products and seasonal collections. The company’s design
expertise hinges on combining individualistic and timeless design with
high quality and excellent workmanship. The collections are kept diverse
and modifiable so that a large clientele can be reached.

The clothing collections that will be introduced in 2003 include new
sportswear lines, designed by Ritva Falla for women and by Matti
Seppänen for men. These collections reflect the tastes of today and are
expected to be warmly received by the market. The first sports clothes
will be available in stores in spring 2003.

The future of the clothing business is challenging due to the rapid
changes in consumption demand and the structure of the clothing
trade. The outlook for Marimekko’s clothing remains favourable.
Marimekko’s strengths are its design expertise and diverse collections.
However, in the design, manufacture and marketing of clothing, greater
attention must be paid to the contents of the collections and the
flexibility and efficiency of operations, because the sales seasons have
shortened.

Clothing

Clothing 9
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Interior decoration

Cotton and linen fabrics that are printed at the company’s
own textile printing factory comprise the foundation of Mari-
mekko’s interior decoration collections. In addition to fabrics,
the collections include ready-made goods, such as table-setting
products, bed linen, bathroom textiles and interior decoration
accessories.

In 2002, retail sales of home textiles in Finland rose by 1.1%
(Association of Textile and Footwear Importers and Wholesalers).
In the January-November period, exports of textile products
(SITC 65) grew by 4% and imports were down 2%
(National Board of Customs, monthly review,
November 2002).

Annual growth in sales of Marimekko’s interior
decoration products has clearly outperformed
general market trends. 2002 was a record-
breaking year. Net sales of interior decoration
products grew by 40.6% to EUR 17.5 million.
Sales grew significantly in all product groups
both in Finland and export markets. Apart
from bed linen and bathroom textiles, table-
setting products were especially popular. Sales
of interior fabrics by the metre also increased
buoyantly. The major export countries for interior
decoration products in 2002 were the United States,
Sweden, Germany, the UK, Japan and Norway.

Products featuring printed textile patterns comprise
Marimekko’s core expertise area and are an integral part
of its corporate identity. The printed patterns have risen into
the spotlight once again; their worldwide success is a good
indication of the vitality of excellent design and its ability to
renew itself.  Marimekko’s best-selling and globally best-known
print is Unikko. Thanks to new colour schemes and collections,
demand for Unikko-patterned interior decoration products



remains strong both in Finland and internationally. The success of
Unikko has also increased the popularity of other Marimekko
prints in all markets. New collections by young designers, launched
alongside the classics, have sparked great interest and increased
Marimekko’s reputation as an evolving design company.

Marimekko’s interior decoration line comprises classic products
and new seasonal collections. The flexibility of the company’s
design and manufacturing operations enables it to revamp the
product range rapidly. In 2002, a new product group was launched
in interior decoration: a collection of polypropylene notebooks,

calendars, folders and cases featuring Marimekko designs.
The products were an instant hit on the market, especially

among young consumers.
In interior decoration, the most significant devel-

opment project in 2002 was the co-operation
started with Designor Oy Ab at the end of the
year. The aim of this project is to harness the
design and production expertise of both of
these design companies, along with their
comprehensive distribution channels. New
table-setting products marketed under the
Marimekko and iittala brands will be available
in stores in Finland and internationally in

spring 2003.
  In 2002, concerted efforts were made to

develop new product concepts and the market
visibility of the products. The distribution network

expanded both in Finland and abroad. The company
landed exclusive interior decoration shops as customers.

Encouraged by the good sales of Marimekko’s interior
decoration products, retailers have been eager to expand their
Marimekko product ranges and have also participated actively in
the development of new product ideas.

Interior decoration 11



Marimekko’s accessories include a wide range of bags for different
uses: tote bags, briefcases, backpacks, shoulder bags, mobile
phone cases, purses and makeup bags. The most popular classic
bags in the collection have been manufactured for thirty years.

Accessories play an important role in Marimekko’s product
concept. Thanks to flexible product development and production
expertise, the product line can take the ideas that best match its
operating model and elaborate them into products, and do so
both rapidly and with small outlays. Of all of Marimekko’s product
lines, this is the one that provides the company with the best
opportunity for reaching young consumers.

Sales of Marimekko accessories have grown very rapidly in
recent years both in Finland and export markets. In 2002, net
sales of accessories rose by 30.5% to EUR 5.4 million. The greatest
volumes of accessories were exported to Japan, Sweden, the
United States, the UK, Norway and Switzerland.

Marimekko’s classic canvas bags remain very popular. Their
sales have risen continuously. Particularly successful products in
2002 were bags and totes designed by Mika Piirainen that feature
Marimekko’s classic textile designs. Various kinds of makeup bags
were in high demand as gifts and as part of the portfolio of
bathroom textiles and bed linen sold under the interior decoration
product line.

In accessories, the strategy is to maintain the integrity and
manageability of the collection by favouring clean design that is
easily associated with the world of Marimekko products. Efforts
are made to ensure that the product range is sufficiently diverse
and is renewed seasonally.

Accessories

12  Accessories
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Retail sales

Marimekko has 25 retail shops of its own in Finland, and one
in Stockholm, Sweden. The company’s own shops play a key
role in maintaining its brand image, the marketing of the entire
product concept and the monitoring of sales trends.

The greatest changes in the Finnish retail sector in recent
years have been consolidation, the emergence of chains and
increasing international competition. New challenges are posed
for the retail sector by changes in consumers’ purchasing behaviour
and consumption habits. Key factors affecting sales by individual
shops are the attractiveness of the business location, the diversity
of the product range and customer service.

The annual growth in sales by Marimekko’s own shops and
their customer volumes has outpaced general trends in the
business. In 2002, sales by Marimekko’s own shops in Finland
increased by 12.7% to EUR 22.6 million. Marimekko’s own shop
network is an important sales and marketing channel for the
company. Up-to-date monitoring of sales and customer volumes
and the information received as direct feedback from customers
can be rapidly and efficiently utilised in business planning and
control.

When developing and enlarging its shop network, Marimekko
has employed a long-term strategy hinging on the profitability
of operations. New shops have been established and business
premises expanded with due consideration for the development
prospects of the business location and the structure of the local
clientele. In September 2002, Marimekko’s shop in Lahti was
moved to larger premises on Vesijärvenkatu street. The new
premises, spread out over three floors, provide a better layout
for the presentation of the entire product concept. The move
had a positive impact on sales trends, as was already clearly
evident in the 2002 financial year.

In 2002, “Creative Service Training” was started up for sales
staff. The training programme aims to increase the capability of
staff to measure up to the growing demands of customer service
as well as bolster the role of sales staff in the building of the
corporate image. During the present financial year, there will be
a greater focus on the design of shop-specific operating models
and product ranges. Events created around a variety of themes
will be used to approach new target groups and firm up the
company’s relationship with its existing clientele.

Marimekko has about 80 retailers in Finland. Alongside
Marimekko’s own shops, this extensive network of retailers
covers the most significant locations in Finland. Some of
the retailers are shops operating under the full Marimekko
product concept, while some only sell certain Marimekko
products.

Marimekko’s sales to Finnish retailers have grown
strongly in recent years, with growth amounting to 48.2%
in 2002. Factors behind the excellent sales trend include
successful co-operation with retailers in the building of
product concepts, retailers’ active efforts to develop their
own business operations and the opening of new distri-
bution channels.

Marimekko has expanded and developed its retailer
network in accordance with the market conditions. When
selecting individual retailers, attention is paid to the viability
of their business idea, the extent of the product range,
regional growth prospects and the profitability of opera-
tions. The company seeks to establish a co-operative model
and product concept that are most aptly suited to the
customer’s own business idea and the region in question.
The retailers’ solid expertise, knowledge of the local
customer base and commitment to the Marimekko business
philosophy have been of key significance when establishing
successful co-operation.

The contents of the product concepts and the presen-
tation of the products have been honed successfully in
association with the retailers. As the sales network has
expanded, the visibility and availability of Marimekko
products in key business locations have strengthened.

Domestic wholesale
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Exports and international operations

In licensing, Marimekko utilises its design expertise and the
high profile of the Marimekko brand. Marimekko products
are manufactured under license in Finland, the United States
and Japan.

In 2002, Marimekko’s royalty earnings from sales of
licensed products saw extremely vigorous growth. The greatest
sales growth was seen in the United States and Finland. Sales
in Japan also picked up significantly compared with the
previous year.

During the 2002 financial year, licensing co-operation was
started up with Finlux Ltd and Pyrollpack Oy in Finland. The
Group also landed new licensing co-operation partners in
the United States: Mudlark Papers, Inc. and WallCandy LLC.
At the end of the financial period, an agreement was made
with the American Zak Designs Inc. concerning the start-up
of the licensed manufacture and distribution of plastic table-
setting products in autumn 2003.

In licensing, Marimekko’s strategy is to increase sales of
licensed products by honing co-operation with its existing
licensed manufacturers and by seeking new partners that
are capable of engaging in long-term co-operation, are highly
skilled in the design and manufacture of designer products
and have a distribution network that is sufficiently extensive
to support the image of the Marimekko brand.

Exports and income from international operations accounted
for 27.1% of the Group’s net sales in 2002. Marimekko has
subsidiaries in Sweden and Germany, as well as its own retail
shop in Stockholm, Sweden. Exports to other countries are
primarily handled through local agents and importers.

In 2002, the Marimekko Group’s exports and income from
international operations grew by 2.6% and amounted to
EUR 13.4 million. Due to the instability of the global economy,
trends in sales varied greatly in different market areas. In relative
terms, the fastest growth was seen in exports to Japan, Sweden
and the UK. The Group’s most important export countries in
2002 were Sweden, the United States, Germany, Japan, Russia
and Norway.

In the development of exports and international operations,
Marimekko has progressed in a controlled fashion, building from
a foundation of profitable growth by focusing the main thrust
of operations on areas where exports have already stabilised.
Increasing exports hinges primarily on bolstering and developing
the existing distribution network and seeking new sales channels
while building the international visibility of the brand.

Marimekko’s foreign retailers include both large department
store chains and independent boutiques. Efforts are made to
establish product portfolios that are tailored to each customer’s
business concept. Marimekko concept stores, which are set up
by agents or retailers, represent a flexible operating model that
has proved itself to generate the greatest international visibility
for the Marimekko brand. Such shops can now be found in New
York, USA, London, England, and in Oslo, Trondheim and
Stavanger in Norway.

Marimekko will continue to employ its chosen strategy in the
development of exports and international operations. Resources
will be primarily allocated to areas where sales have stabilised
and where the growth potential is the greatest. The company
will focus on the design of specific product concepts when
opening new distribution channels. In the development of the
dealer network, the company seeks the most suitable distribution
channels and operating models for each product.

Marimekko’s successful collections and the internationally-
recognised good trend in its business operations have laid a
strong foundation for the positive development of exports and
international operations in the future. For interior decoration
products, the outlook for exports is particularly upbeat.
Marimekko’s printed textile patterns have gained international
visibility, increasing brand awareness of Marimekko design on
the market.
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Grünstein Product Oy designs, manufactures and markets
fashionable clothing made of fur, leather and other top-quality
materials. Its products represent excellence in design and quality.
The clothes are marketed in Finland and abroad under their
own brands.

Grünstein Product Oy operates as an independent subsidiary
of Marimekko in its own specialised area of expertise. The
company has its own factory in Loviisa, Finland. Part of its
products are manufactured by subcontractors. The products
are marketed through the company’s own distribution network.
Exports account for about 80% of Grünstein Product Oy’s net
sales. Its most significant export countries were Russia, Germany,
France, Japan, Switzerland and Austria.

Production and subcontracting

Marimekko has three factories of its own in Finland: a textile
printing factory in Helsinki, a clothing factory in Kitee and a
bag factory in Sulkava. In addition, subcontractors manufacture
products in Finland and abroad.

Marimekko’s collections include both high-volume goods
and limited-series products. The manufacturing methods and
production models employed for the products vary. The cyclical
sensitivity of the business means that demand for the products
fluctuates greatly. Due to these features of the business,
Marimekko’s production operations must not only rely on top-
notch manufacturing expertise, but must also be extremely
flexible and adaptable.

In order to ensure the high quality of products, delivery
reliability and a flexible production structure, Marimekko both
manufactures and outsources products. Product characteristics,
production volumes and delivery times influence the choice of
manufacturing location. As a Finnish company, Marimekko
always strives to find Finnish manufacturers for its products in
the first instance.

Due to the rapid growth in sales volumes, the capacity of
the company’s own textile printing factory was expanded in
the 2002 financial year by increasing work shifts. Product
subcontracting was also stepped up substantially, especially
from Finnish suppliers but also from foreign manufacturers.
Part of the product warehousing and dispatching functions
were outsourced so that the greater goods flows could be
managed.

In the development of production operations in the 2002
financial year, the company focused on utilising the operations
control system deployed in 2001 in the management of the
order-delivery chain. The focus area in 2003 will be improving
warehouse systems. Quality development has upgraded material
testing. The information gleaned from testing has been used
in the design of collections and the product information provided
to consumers.

Grünstein Product Oy




