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Our Group

METTLER TOLEDO is a global manufacturer 
and marketer of precision instruments for 
use in the laboratories, manufacturing, 

and food retailing.

� Worldwide presence

� 10’000 employees

� Sales approx. 
USD 2 billion



Customer Processes

Solutions to support customer processes

� Accelerate processes

� Improve product quality

� Increase efficiency

� Comply with regulations

Customer 

Benefits

Laboratory Solutions

Industrial Solutions

Retail Solutions

R&D Drug
Discovery

Quality
Control

RetailLogistics

PackagingManufacturing



Global Manufacturing, Sales & Service

Innovation 
Centers MT  Partners

MT Sales & Service Organizations



Presence in the Colombian Market for over 83 years

Our Presence In Colombia

1956 Lab 
Division

Close to 
Regulatory 

Bodies

1927 Industrial 
Division

Food, Chem, 
Pharma, T&L, 
Discrete Mnfg

7 major cities, 150+ 
people, sales and 

service

Distribution Business, 
Separate Channels



Positive Aspects



Resources

Labor Force High education 
level, capable, good technical 
expertise

Working Capital
Companies have good access 
to fresh capital; banking is solid 
and stable

Positive Aspects



Resources
Market

Industrialized market (best 
position in LAT-NOR), food 
and discrete manufacturing 
being important, also 
transportation industry

Market Aperture began in 
mid 1990’s. With 
globalization companies 
have had to adapt and raise 
productivity and standards. 
Still lots of room for 
improvement (opportunity)

Positive Aspects



Stability
Market, Politics, 
Economics, Regulations

No Risk
Government is respectful 
and supportive of private 
sector

Market
Resources

Environment

Positive Aspects



From Our Experience in Colombia

� Colombia is our No.1 SEM country in LA. 
Local language is a must!

� Regulations gaining traction (ISO QS 
widely spread)

� Advanced marketing tools are commonly 
used (call center, e-Mail campaigns, 
telesales, etc)

� Market moving up: room to grow value added solutions

� Imports/Customs work quite well, no roadblocks

� New marketing techniques have been well received (Webinars, eLearning 
tools, etc)



Lessons Learned

� Relatively easy to cover market
- Industrial GDP concentrated in 4 major cities

� Mail doesn’t work quite well, thus more effective to run eMail campaigns

� Lots of plans, need to focus on execution

� We work primarily with private sector (easier to build value)

� Seminars are well appreciated. Trade shows have lost power, rather spend 
on direct marketing activities

� Market is dynamic; requires close attention & follow-up so succeed in the 
long term

� The Swiss brand, manufacturing and engineering

are great differentiators (though we’ve established

a good perception for Chinese-originated products

with proven performance)



Challenges

� Get focus on marketing (resources, investment)

� Local manufacturing (buying components)

� Local HR policies to ensure people retention 
(underpaid professionals):

- Keep knowledge

- Training expenditure/logistics

� Non-qualified labor is cheap (vs. automated solutions)

� Price sensitive market (price over value mentality)

� Forecasting business (difficult to get feedback, inexact 
science) – we’ve build on a base acquired over many 
years of experience



Gracias!


