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The logomark and logotype of the insurance
company Sampo have evolved with the times,
as acquisitions were made and both tastes
and needs changed. Influences as varied as
Finnish mythology and Japanese symbol art
have left their marks on Sampo’s logomark
and logotype over the decades.
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ampo’s logos chart the course of the
company’s history. Mutual Insurance
Company Sampo was established

in Turku, Finland in 1909. The vignette of
Akseli Gallen-Kallela’s Kalevala-inspired
work, The Forging of the Sampo, reflected
Sampo’s early history and it was principally
used in the 1910s.
The new company was a bold and
determined enterprise, and this spirit
of enthusiasm was symbolized by The
Forging of the Sampo, which is a story that
was universally known in Finland at the
time. The logomark, which was inspired
by the Finnish national epic, featured a

From the 1910s to the 1930s, Sampo’s insurance policies bore a logomark depicting
The Forging of the Sampo, the masterpiece painted in 1893 by one of the best-known
Finnish artists Akseli Gallen-Kallela.

black-and-white drawing of the Sampo in
the center that was framed by two stylized

In Sampo’s early years,
the Sampo name was
written in a variety of
styles. These styles
depended on the
individual vision of each
graphic designer or
artist.

horns of plenty. The horns underlined the
legendary Sampo’s nature as a mill that
ground endless riches for its owner – a
miracle machine that conjured grain, salt,
and money from its insides for the people
of Kalevala.
In Sampo’s early days, insurance policies
were expected to be decorated in an
impressive style. The Forging of the Sampo
motif dominated the company’s insurance
policy layout for over two decades.
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s the European economy started
to recover after the World War,
Sampo began updating its logo

with the aim of better reflecting the
spirit of the times. Sampo’s new patriotic
logomark featuring windmill blades and a
cog was introduced in 1922.
The symbolism remained faithful to the
Sampo myth. The four blue windmill blades
continued to represent the Sampo, the mill
of prosperity, which ground wealth and
happiness for the entire Finnish nation.
Meanwhile, the cog stood for industry and
enterprise, which Sampo wanted to serve in
a diverse and reliable manner.
The new logo reflected changes taking place
in both Sampo and Finland. Sampo had
become a nationwide insurer that stood

Sampo’s new logomark, which featured windmill blades and a cog, was introduced
in 1922.

ready to serve the emerging economy of an
independent Finland.

The “Pieksämäki District Office”
in the late 1920s - at this time
Sampo did not yet have any
official branch offices. It served
as the home and office of the
district agent, which was a
short-lived phenomenon in
Sampo’s organizational history.

The windmill blade logomark graced
everything from insurance policies to forms
and newspaper advertisements.
A pin based on the logomark was designed
in the 1950s. It was made available in two
sizes: a large badge for formal occasions and
a more understated lapel pin.
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he blue-and-white windmill blade
and cog logomark served Sampo
well until 1970 when the mutual

insurance company Tarmo merged with
Sampo. The new company was named
Sampo-Tarmo.
The blades-and-cog logomark was retired
after the merger as it no longer seemed
appropriate to grant the people of Tarmo
the “Sampo cross” for their services.
Sampo used various names at the time. For
example, in its newspaper advertisements,
the name Sampo-Vakuutus (Sampo
Insurance) was a common choice.

Sampo operated for most of the 1970s without a logomark – however, the Sampo
name was still prominently displayed on the façades of its offices.

When the life insurance company Tarmo
was established in 1976, the P&C insurance

phone”. It stayed in the memory of many

operations of Sampo-Tarmo once again

as it was frequently used in newspaper

assumed the name Mutual Insurance

advertisements alongside a male figure

Company Sampo. Sampo and Tarmo Life

holding a receiver to his ear. In fact, this

were together called the Sampo companies.

catchy ad partially made up for the lack of

Meanwhile, Finland’s oldest life

a logomark, as the company’s insurance

insurance company, Kaleva, began close

policies were adorned with nothing but the

collaboration with the Sampo companies

Sampo name.

in 1977.
Therefore, it was no wonder that following
The name Sampo was widely used in

a period of mergers and strong expansion,

advertising and on business gifts, such as

Sampo found itself in need of a logomark –

ties, silk scarves, and flower vases. And

something it had been without for virtually

to this day many Finns will remember

all of the 1970s.

the slogan “As close as your nearest
8
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ampo adopted a logomark that was
designed by Professor Kyösti Varis,
a graphic designer, in 1980. The

logomark was entitled ”Samposopimus”.
This referred to the Sampo Agreement
launched by the company in 1977 in which
all of the insurance policies of a family
were gathered under one joint insurance
policy.
The award-winning designer wanted
the logomark to embody the optimistic,
forward-looking, and bold spirit of this new
decade: grace, sleekness, and clarity while
drawing on the ideals of Japanese symbol
art: extreme clarity, simplification, and

The new logomark adorned the company’s offices.

harmony.

“I wanted Sampo’s logomark
to symbolize the strong and
secure union and cooperation
between insurance company
and customer.”

According to Jarmo Kavanti, Sampo’s first
advertising manager, the colors of Varis’
design were modified by the company
before the introduction of the logomark.
Sampo opted for the familiar “Sampo blue”

–Kyösti Varis

that was used in the company’s previous
logomark.
Kavanti said that Sampo defined its
corporate brand image in detail in the
beginning of the 1980s by drawing up a
visual and typographic guide for the use of
Sampo’s logomark.
Sampo sponsored
many sporting events
in the 1980s.
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he 1980s were a turning point in
Sampo’s history. In the autumn of
1987, Sampo changed its company

type from a mutual insurance company
to a limited company. The company’s
insurance customers became shareholders,
and Sampo was listed on the Helsinki Stock
Exchange in January 1988.
Sampo made some further refinements
to the logomark designed by Varis: the
original logomark’s links overlapped in
an optical three-dimensional illusion,
and the logomark was converted into a

Sampo’s Annual General Meeting was already a major public event by the late 1980s.

two-dimensional design by separating the
links into four parts. The mark was also
solidified by adding a border.
Throughout the 1980s and 1990s, the
company’s logotype retained its original
typography from the 1970s, both on its own
and in connection with the logomark.

The Sampo logo also adorned Sampo’s paper
share certificates. Sampo became a limited
company in 1987 and a listed company in 1988.
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sponsored the Kaleva Games.
Pictured here is the long
jumper Ringa Ropo in 1988.
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In the 1990s, Sampo started looking
for a foothold in Europe, while further
consolidating its position in Finland. And
following many mergers and acquisitions,
Sampo became Finland’s largest insurance
company.

The typography of the logotype was lightened,
and the size of the logomark was reduced
relative to the logotype.

Sampo’s logotype became a feature of high streets throughout
Finland in the 1990s.

A slogan was sometimes used in connection with
the logotype.
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he merger of Sampo and stateowned Leonia Bank was the number
one business news story at the

turn of the millennium. This was the first
merger of banking, P&C insurance and life
insurance operations under one roof in
Finland.
Sampo’s Annual General Meeting
approved the merger in April 2000.
The Finnish state became the largest
owner of Sampo-Leonia – the “full-service
financial group”.
The Sampo-Leonia logo was used in the
merger phase. Indeed, the logo was also
displayed on the merger info website,
which received the award for best investor
site in a contest held by Talouselämä
magazine, the Finnish Foundation for

The merger of Sampo and Leonia was announced in March 2000, when Jouko K.
Leskinen (second from the right) was Sampo’s Group CEO and Jukka Härmälä (right)
was the Chairman of the Board. Mandatum’s Björn Wahlroos advised the parties on the
merger arrangements. He was appointed Group CEO of Sampo less than a year later.

Share Promotion, and the Finnish Society
of Financial Analysts in 2001. SampoLeonia signs had only been put up over a
single office building when Sampo-Leonia’s
Board of Directors proposed a name
change to Sampo plc to the Annual General
Meeting. The Group’s current parent
company, Sampo plc, thus saw the light of
day in April 2001.
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he new financial group decided
to modernize the logomark
designed by Kyösti Varis and it

commissioned an updated version from
him. Varis sharpened the rounded bars of
the previous logomark, which resulted in a
sharper design.
Sampo’s growth was rapid: Leonia
Bank became Sampo Bank in February
2001, and Investment Bank Mandatum
joined Sampo Group later that spring.
Mandatum’s owner Björn Wahlroos
rose to the position of Group CEO and
President of Sampo Group, bringing a new
mindset to the company thanks to his
background in banking.
In 2002, Sampo became a shareholder

The aim was to make Sampo Bank a new kind of bank. A new company look was
designed for it as part of this renewal, which featured a whole palette instead of a
single main color. The company’s traditional blue was abandoned and Sampo Bank’s
offices were decorated in stand-out red. This represented a radical choice in the
Finnish banking world. The new-look was implemented by Marketing Manager Pekka
Törmälä and his department, along with Vertti Kivi and Kaisa Blomstedt.

in the Nordic P&C insurance company

”I wanted to depict
Sampo’s growth,
international expansion
and renewal – a dynamic
voyage into the new
decade. To me, Sampo has
always represented Finnish
entrepreneurship and
development.”

If. Sampo transferred its P&C insurance
business to If, following which the Sampo
logo was only used by the parent company
Sampo plc, Sampo Bank, and life insurance
company Sampo Life.
Two years later, Sampo bought the other
owners Norwegian insurer Storebrand,
Swedish insurer Skandia, and Finnish
pension insurance company Varma out

–Kyösti Varis

of If, becoming the company’s sole owner
and the largest P&C insurer in the Nordic
countries.
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A silver-gray Sampo Group logo was designed for the parent company, Sampo plc.

“Silver-gray was thought to be a sufficiently distinguished color for an
international financial group. The decision was very down-to-earth and
pragmatic: why pay big money to build something from the ground up,
when Sampo already had a perfectly good and functional logo. This choice
also reflected the Group’s practical and agile financial thinking and its new
corporate culture.”
–Pekka Törmälä
Pekka Törmälä, Sampo’s Marketing

The Sampo Group logomark that was

Director at the time, stated that Sampo

designed for Sampo plc saw the light of day

Group wanted to create its own logo to

in 2003 and made its first appearance in

make a clear distinction between the Group

the Group’s annual reporting in 2004. This

operations and If’s blue and Sampo Bank’s

same year also marked the introduction of

red and white logomarks.

the new investor website www.sampo.com.
The silver logomark was used in Sampo

According to Törmälä, it was considered

plc’s Group-level communications, business

important that the choice of a new logo

cards, envelopes, and forms.

and brand would send a message of change
and dynamic development to the Group’s

In 2006, Sampo announced a divestment

business units. According to its new

that went down in Finnish economic history:

business logic, Sampo was a new kind of

the company sold its banking business to

listed company that focused on creating

the Danish Danske Bank for more than

shareholder value.

four billion euros. This was the largest cash
transaction made at the time in Finland.
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fter a transition period following
the sale of Sampo Bank, Sampo’s
logo has been used in the form

“Sampo Group” by Sampo plc, which
functions as a holding company.
The logo is displayed on Sampo plc’s
website, in the company’s printed annual
reports and events, as well as in videos and
online annual reporting.
Digital materials use either a black or
negative version of the logo. The silver
colour and silver foil are nowadays mainly
limited to printed materials, such as
business cards and forms.
Nowadays, Sampo Group consists of
the parent company Sampo plc and the

A special emblem was designed to mark Sampo’s 25th anniversary as a listed company.
This emblem, which was inspired by the Sampo Group logo, was used in the online
annual report that picked up the international Red Dot award in 2013, as well as in a
video showcasing the company’s history.

subsidiaries If, Topdanmark, Hastings, and

BOARD OF
DIRECTORS’ REPORT

GROUP’S IFRS FINANCIAL STATEMENTS

SAMPO PLC’S FINANCIAL STATEMENTS

Group’s Notes to the Accounts

Sampo plc’s Notes to the Accounts

AUDITOR’S
REPORT

Mandatum. All Sampo subsidiaries operate
under their own brands and logos. Through
its subsidiaries, Sampo Group operates in
Finland, Sweden, Norway, Denmark, Baltic
countries, and Great Britain.
BOARD OF DIRECTORS’
REPORT AND
FINANCIAL STATEMENTS

BOARD OF DIRECTORS’ REPORT AND FINANCIAL STATEMENTS 2019

1

2019

A bespoke look is designed for each annual report, with the
Sampo logo serving as a unifying element from year to year.
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Shades of blue once again dominated Sampo’s
visual identity in the 2010s and 2020s, as
demonstrated with this new look that was
launched in 2021.
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The Group logo is displayed prominently at the
Group events. Group CEO Kari Stadigh addressed an
audience of nearly one thousand people at Sampo’s
Annual General Meeting in the spring of 2017.

The logo is also part of Sampo’s
virtual visual identity.
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