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1928 1972 1975 2013 2017

Company founded in 

Denmark with one 

freighter

Maersk Line founded with 

route between Asia and 

the United States

DUC established, paving 

the way for 

oil & gas business

Maersk Oil produces first oil in 

North Sea

Maersk Drilling

founded

First container vessel added to 

the fleet

A. P. Møller – Mærsk A/S is 

reorganised into two 

separate divisions: 

Transport & Logistics and 

Energy

APM Terminals founded

Triple-E vessels, the world’s 

largest and most efficient 

container vessels launched

1904 1972 20011962

Highlights from our history

2016

Sales and Purchase 

Agreement (SPA) with Oetker 

Group for integration with 

Hamburg Süd

Maersk Line and 

Damco Supply Chain 

Management 

announced to 

integrate as Maersk

2018



A.P. Moller - Maersk 

Overview

Numbers are from full year of  2018

Revenue

USD 28,366m

EBITDA

USD 3,007m

Revenue

USD 6,082m

EBITDA

USD 98m

Revenue

USD 3,772m

EBITDA

USD 778m

Revenue

USD 2,547m

EBITDA

USD 59m

OCEAN LOGISTICS & SERVICES TERMINALS & TOWAGE MANUFACTURING & 

OTHERS
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Our Vision

MAERSK LINE

DAMCO

APM TERMINALS

SVITZER

MAERSK CONTAINER 

INDUSTRY

The global integrator 

of container logistics

connecting and simplifying 

our customers’ supply chains

• Simple end-to-end offering 

of products and services

• Seamless customer 

engagement

• Superior, end-to-end 

delivery network
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A network business



SEAFARERS 

HEROES OF GLOBAL COMMERCE

• 70,000+ ships

• 80% of global commerce

• 15+ billions of tons

• More than USD 20 trillions

• 55% moved in containers

• 60% for emerging countries

• 10,000 port calls per week



The impact to Seafarers

Becoming a humanitarian crisis 



THE TRADE IMPACT

10



Classification: Public

Source: World Bank

Latin America and the Caribbean country forecasts
Real GDP growth at market prices in percent, unless indicated otherwise



Classification: Public

12



Classification: Public

OCEAN: 

Company Q2 results to be posted tomorrow

Global container trade fell by 4.7% in Q1 2020. Increased blank sailings

Maersk cancelling equivalent of 3.5% of total shipping capacity in the first 

quarter to grapple with lower demand resulting from the pandemic. 

When it comes to the outlook, global container throughput is projected to 

fall by as much as 8% in FY 2020 due to the ongoing coronavirus crisis, 

according to Drewry. 

First-half of the year, ocean freight prices were surprisingly resilient. 

However, rates and container line margins will increasingly come under 

downwards pressure in the second half of this year 

In the other hand, total capacity keeps falling - According to Dynamar, and 

altogether, overall annualized trade capacity now stands at 9.3m TEU, a 

reduction of 18% compared to a year ago.

Container demand recovery planned for 2021, is expected to be slow due to 

growing protectionism, reigniting trade tensions and near-shoring of supply 

chains.

Parts of the world are moving out of the COVID-19 crisis giving us an 

opportunity to understand better what to expect in LAM for the remainder of 

the year. Looking at China, for instance, it is clear that some of the consumer 

behaviors change caused by the pandemic will remain for a long time, 

impacting consumer priorities and also reflecting in the way B2B companies 

do business.

Sources: Financial Times ; Lloyds List; Markets insider, Gartner

OCEAN and LOGISTICS & SERVICES

LOGISTIC & SERVICES:

The pandemic revealed the fragility of the modern supply chain, and 

exposed the vulnerabilities of complex global supply chains built on lean 

manufacturing principles. As a direct consequence, companies are looking 

for more simplified logistics solutions with ideally less and less parties 

involved in the chain.

Similarly to production and container demand, COVID-19 had impacted global 

supply chain growth.

One of the questions that Supply Chain actors are now trying to answer is 

whether current models of supply chains are the right fit for the post-

pandemic world.

A survey made by the Institute for Supply Management (ISM) shows that, 

globally, nearly 75% of companies reported supply chain disruptions due to 

the COVID-19 outbreak.

In the other hand, companies that shift production from China could cut costs 

by an additional 23% if they near-shored to Mexico, and 24% shifting to low 

cost Asian countries, a PwC study says.

Latin America and the Caribbean have become the new COVID-19 global 

epicenter and the consequence on the economic toll has been steep. While 

risk and uncertainty remain high as the pandemic could worsen and last 

longer, consumers habits shifts are being confirmed and the impacts on trade 

and supply chain are being accelerated.



LOOKING AT CHINA TO ANTICIPATE CHANGE: BEHAVIORIAL EFFECTS OF COVID-19 WILL LAST, CONSUMERS

TO INCREASE DEMAND AND PAY MORE FOR ESSENTIAL CATEGORIES SUCH AS FOOD AND PERSONAL CARE

1. In-home & Out-of-home activities - China vs United States
% of respondents, habits of today vs before the outbreak

2. Consumers trading up/down
2018, % of consumers, FMCG

3.Consumers trading up/down
May 2020, % of consumers, by Gen

Apparel & Accessories Essential ProductsOther

4.Trade-down categories
% Consumers who bought cheaper brands/products 
due to COVID-19

5.Trade-up categories
% Consumers who bought cheaper brands/products 
due to COVID-19

• Despite China being considerably farther in the outbreak

timeline, consumer behavior changes were kept after

crisis and are very similar to the US, currently affected by

the COVID-19. This suggests that a return to normal pre-

outbreak activity levels is going to be slow in other

geographies as well, specially in-home activities.

Source: BCG Report, Consumer Sentiment Snapshot, June 12th

•Before the outbreak, China was in a

prolonged period of trading-up, meaning

that generally consumers were moving to

more expensive brands/products (Chart 2)

•COVID-19 has caused this trend to flip,

mainly in younger demographics. (Chart 3)

•Trade-up trend is mostly concentrated on

essential products, as consumers are

increasing and diversifying demand for

these categories. (Charts 4 & 5)

China and other

countries early affected

are resuming out-of-

home life. However, in-

home activity behavior

change remain.

Overall spending is

expected to go up; the

increase, in trading down

likely reflects a large

increase in volume.



COVID-19 HAS ACCELERATED DIGITAL ADOPTION AND ENCOURAGE NEW USER EXPERIENCES. BEHAVIOUR

IS NOT RESTRICTED TO B2C - B2B CUSTOMERS ARE NOW MORE RELIANT ON DIGITAL INTERACTIONS

1. Use of digital channels
% of Regular and first-time users

2. % Consumers who switched
and intent to continue switching (%)

3. Traditional vs Digital
Sales Interactions, % by period

4. Most preferred method for ordering
% respondents ranking in top 3

5. Go-to-market sales model
Before and during COVID-19

Self-service

Internal

processes

Sales Rep

involvement

Source: 

1. McKinsey Report: COVID-19 Facts and Insights July, 23th

2. McKinsey. Survey: Global B2B decision-maker response to COVID-19 crisis

•Lockdowns have accelerated digital adoption, which is driving

entirely new patterns of consumption and encouraging

consumers to try new channels, brands, etc, with high intent

to continue like this in the future (Charts 1 & 2)

•Likewise, due to the COVID-19 crisis, B2B decision makers are

shifting to alternative solutions (2x vs Traditional), as digital

sales interactions become more and more relevant (Chart 3)
during the pandemic and are expected to become a new

normal afterwards.

•When ordering from Suppliers, B2B customers find value in a

mix of omnichannel interactions, although self-service

solutions through website became the preferred method

recently (Chart 4)

•Naturally, in B2B go-to-market models, F2F interactions

decreased drastically - but so did Phone Interactions, albeit

only slightly. On the other hand, Online solutions increased

its importance during the COVID-19 (Chart 5)
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LAM FOCUS VERTICAL INSIGHTS – LIFESTYLE, RETAIL, REEFER

Lifestyle: Consumers habits changes keep driving the expansion of e-commerce as expected. No 

major changes as Footwear is still leading this e-commerce growth, with significant Online purchase 

share in total revenue: Mexico (24%), Colombia(16%) and Chile(16%).

Retail: Automation is also needed beyond the warehouse – much sourcing, procurement, supplier 

relations, transport and warehouse management, and the links between them, are ripe for 

automation. To survive, retailers need flexible, agile, and responsive Supply Chains.

Reefer:  Customers needs are beyond having a refrigerated truck. Expertise in the cold supply chain is 

key, with technology like 3PLs that offer digital freight matching, dynamic route optimization, load 

stacking , and real-time temperature control.

Sources: Statista / Global Cold Chain news / Food logistics
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Latin America 
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Forecast
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Where to play
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Retail sales growth worldwide from 2018 to 2022
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Fish & Seafood
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Vitamins & Minerals

2020 Growth outlook % per Product in Latin America 
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❑Market Overview and Size : FMCG outlook by 2022 shows a revenue 

growth of +12% in Latin America (in comparison to 2019). And, 2020 

forecast shows +3% growth VS 2019 revenue. Overall, from 2019 

revenue, FMCG is expected to grow by 4% per year in average, until 

2022.

❑Drivers : Food and Drinks are the top 2 products in LAM. 2020 forecast 

adjusted for expected impact of COVID-19, shows positive growth in all 

LAM main countries, for Food. At the same time, Drinks outlook is 

positive only in Mexico (+2%), while CL and CO show -5% and BR -7%. 

Changes in consumers habits, are also defining logistics needs, such as the 

means by which products are delivered to the customers. Logistics service 

providers play an important role, while Warehousing hubs and low 

transportation cost are critical.

Since 2018, FMCG companies average logistics spend in emerging market 

(incl LAM) is approximately 14% of revenues, versus 10% globally. 

LAM FOCUS VERTICAL INSIGHTS - DEEP DIVE ANALYSIS – FMCG

Sources: Statista,  Transport Intellignece
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Food Drink

79.8

79.0

73.0

72.5

46.0

36.5

28.5

26.2

24.2

12.1

 -  40  80

Soft Drinks

Bread & Cereal products

Dairy Products & Eggs

Confectionery & Snacks

Convenience Food

Bottled Water

Cigarettes

Oils & Fats

Personal Care

Pet Food

In Billions USD

LAM Most purchased products FY 2020 est.




