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Good morning to all,
To start I would like to thank my dear friend Ruben for the invitation of being here today on this selected
event.
As we all know on this type of events are truly important not only for the possibility of spending time with
business partner, but most important to share experiences, ideas, concepts and perhaps bring back home
something that can have positive impact on our activity.
Obviously nowadays we're having this transversal pandemic situation that somehow is holding our
freedom of movement, but this horrible experience can force some of us a new approach to the business,
in particular the advantages of using the virtual space and respective operational channels as a powerful
tool that we will definitively need to use more often from now on.

Having said this I would like to introduce myself.
My name is José Lino Dores
I'm on shipping and logistics for some time already, about 34 years.
Worked many years as shipping agent, where I had the opportunity to work with brilliant people such as Ruben.
For the last decade I've been working as shipowner on ETE Group in Portugal, in particular the brand Vieira &
Silveira and also somehow the other brands we've in the group as TRANSINSULAR, TRANSINSULAR Cape Verde,
and MAREACOR.

I can tell you that from my experience, apart from some details in terms of market approach and scale there are
not much differences in terms of "how to do it" throughout our segment of business, you've .
At the end of the day, we as shipowner what we're asked for is, this is a vessel, now fill with cargo and win
money.
To reach this goal we need to set up a strategy, we need to position ourselves against other competitors and
mark a position so we can be easily recognized.
So we need to stand out of the crowd, we need to design a different product, so our potential customers can
come to us and feel we can add value to what they’re buying. At the end of the days it's what it's all about it.

Differentiation
• Differentiation = the process
of making a product different
from other similar products.

Advantages
• Create added value to the product.
• Competitive advantages over competitors.
• Make the product more attractive to a particular target market.

A successful product differentiation strategy will move your product from
competing based primarily on price to competing on non-price factors.

There are three basic types of product differentiation:
Simple:
Based on a variety of characteristics.
Horizontal:
Based on a single characteristic but consumers are not clear on quality.
Vertical:
Based on a single characteristic and consumers are clear on its quality.

The major sources of product differentiation :
Differences in quality which are usually accompanied by differences in price.
Differences in functional features or design.
Sales promotion activities of sellers and, in particular, advertising
Differences in availability (e.g. timing and location).

My experience
In 2011, when I came to this company, we've to face some challenges, in particular :
Large imbalance between supply / demand, much more offer than demand, then strong pressure on
revenue & margins.
Marginal growth.
Poor credit policy .
Poor price policy, too many price tags.

We’ve implemented :
Reduce capacity, therefore adjust offer to demand, and as a result reduce pressure on price.
Reduced capacity also reduced service costs.
Use third party services whenever possible, change fixed cost to variable costs without loose product quality.
Increase product quality, buying slots from competition, offering to customers multiple options trough the week.
Compact price policy. Standard rates to all customers, setting premium targets, in line with desirable volumes.
Reduce credit terms, pay a premium to good payers.
Implement a transparency policy. BAF policy clear and transparent.
Bring customers to center of discussion, listen to their ideas and always keep in mind that we need to deliver VALUE to
what customer are buying from us.

Thank you
and
Keep safe

