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“Taking a challenging year in our stride”
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A MATHEMATICS graduate of Shanxi 
Normal University, Mrs Chen taught 
maths during the second half of the 1980s, 
before gaining a Masters from Shanghai 
Marine University in the early 1990s:  “At 
that time, my decision to study Marine 
Management turned on the reputation of a 
particular Professor – an expert in systems 
engineering who was attached to the Ma-
rine University”.

“When I joined COSCO, the company 
had three main container shipping business 
centres, including Shanghai. I joined the 
Shanghai o�ce in 1993 but, within half a 
year, a reorganisation centred COSCON’s 
headquarters in Beijing and I relocated.”

Mrs Chen became a Departmental Gen-
eral Manager in 2001 and Deputy Manag-
ing Director of COSCON �ve years later, 
in 2006. Commenting on her rapid promo-
tion, Mrs Chen said: “I am very proud of 
my progress. It was due to several factors, 
but the single most important was the Chi-
nese economic boom.”

COSCON had need of Mrs Chen’s 
expertise in process with logic and busi-
ness with IT system. Her contribution has 
helped the company forge a global reputa-
tion for customer-focused service: “We have 
made a great deal of e�ort, over many years, 
to centre on the customer and provide good 
service. Advanced IT systems give our cus-
tomers prompt, proactive feedback on con-
tainer status. We have also put these sys-
tems to work to achieve important internal 
improvements in scheduling and enhancing 
the interface between large vessels and feed-
erships. �ere are also important systems 
management roles in the overall control of 
a business with so many stages in the opera-
tional cycle, from picking up empties to the 

global delivery of laden containers. Our sys-
tems management capabilities are crucial to 
our success in the world marketplace.”

�e single most important step in 
COSCON’s evolution was probably the 
move to Beijing in 1994. At that time 
COSCON had divisional status within 

COSCO. In the space of four years, how-
ever, it grew in importance and moved 
to the commercial epicentre of Shanghai, 
beginning a new phase of development. 
In 2001 COSCON acquired the “IRIS 2” 
container management system and estab-
lished a special department headed by Mrs 
Chen: “We had IRIS fully implemented by 
the end of 2003.”

Another important milestone was 
reached in 2005, when China COSCO 
Holdings’ shares began trading on the 
Hong Kong Stock Exchange. �is was a 
springboard for the development of a fully 
globalised network. COSCON’s business 
has continued to grow: “Currently, we have 
a �eet capacity of 730,000 TEU and this 
will grow by a further 95,900 TEU by the 
end next year. COSCON now has a market 
share of around four per cent. Scale is all-
important in this business, as margins are 
so tight. Quit or grow, that's the choice the 
company has to make.”

“Despite a di�cult world economic 
climate, we believe COSCON will con-
tinue to expand. �e Chinese market itself 

continues to grow and, internationally, 
many emerging markets are strong. For 
example, Africa and the Central American 
and South American regions show good 
growth.”

Views on ship size
In January 2005 COSCON ordered four 
10,000 TEU container ships - at that time 
described as among the largest in the world. 
�e present �eet includes eight vessels of 
this size and a similar number of vessels in 
the 13,000 TEU class. Are there limits to 
growth in container ship size? Mrs Chen: 
“Very recently we have seen more ships in 
the 18,000 TEU class ordered. In our view, 
ever-larger vessels may not necessarily bring 
great e�ciency. �ere must be inherent 
limitations, in terms of operational e�ec-
tiveness.”

What does Mrs Chen enjoy most about 
her job? “Well, it took a lot of personal ef-
fort to reach this position. Today, happily, 
I am at  a very enjoyable stage in my career. 
My main responsibility is cost-e�ciency 
and I am able to mobilise resources on the 
scale needed to achieve further improve-
ments. �is is challenging but satisfying 
work. At the same time, I also appreciate 
that it is not always possible, in every situ-
ation, to reduce costs. O�en, we have to 
make tough choices.”

Joining the Club’s Board
Currently, COSCON has 12 vessels en-
tered for Marine Hull (25 per cent lead) 
and 21 ships for P&I. �ere are some 30 
charterers’ liability entries. How did Mrs 
Chen react to her election to �e Swedish 
Club’s Board? “Frankly, I was surprised. I 
am proud of my record in COSCON but I 

AGM | New Board Member

Systems, logic and the rise  of COSCO Container Lines
In 1994 Cosco Container Lines (COSCON) became The Swedish Club’s first member in China, 
when a vessel was entered for P&I insurance. This business has expanded and prospered ever 
since. Today, COSCON has placed insurance with the Club for owners’, charterers’ and slot char-
terers’ P&I, as well as Marine Hull. The company is The Swedish Club’s largest Asian member, in 
terms of premium volume. Shanghai-based COSCON is a member of the Cosco Group of Compa-
nies, the largest shipping company in China. 

Chen Xiang, Deputy Managing Director of COSCON, was elected a member of The Swedish 
Club’s Board at the June 2012 AGM. In this article, Mrs Chen comments on COSCON’s develop-
ment and her role in helping this company grow to its current position as the world’s fourth larg-
est provider of container shipping services. 

“Despite a difficult
world economic climate,
we believe COSCON will
continue to expand”
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Shipping: branding an “inv isible industry”

AGM | Keynote speaker Peter Economides

What is branding? 
Peter Economides began by making the 
point that it is NOT advertising: “Brand-
ing is about reputation, rather than adver-
tising. It is about how people feel about 
you, your company and your industry. And 
this includes the feelings of people who 
work for you!”

He made his audience think hard when 
he said that every shipowner already has a 
brand – a reputation – “whether you like 
it or not.” He continued: “Branding means 
being proactive about what people think 
about you. If you take action, you have in-
�uence. If you take no action, you have no 
in�uence on what people think.”

Brands are not logos 
and symbols but, rather, 
something communicat-
ing at a deeper level: “Eve-
rything communicates. 
Everything you say and 
don’t say communicates.” 
He underlined the point by displaying an 
image of Angelina Jolie which, without 
doubt, communicated very e�ectively.

Strong branding creates powerful posi-
tive perceptions which have signi�cant 

value. Peter Economides made his point by 
referring to two camera brands, the more 
expensive costing an extra USD 300, de-
spite the fact that both cameras are made 
in the same factory and use the same tech-
nology and identical components. �e 
di�erence in cost re�ects the customer’s 
perceived value of the leading brand over 
the alternative.

�ere was laughter when he asked his au-
dience to guess which of the two cameras 
he owned: “I paid the USD 300 premium. 
Everyone wants to wear the right badge. 
If the lead brand is good enough for the 
professionals, it’s good enough for me. A 
brand is just a series of impressions placed 

in the minds of people. 
Powerful brands re�ect 
strong, consistently posi-
tive impressions. �e am-
bition, of course, is to be 
the lead brand.”

He then experimented, 
asking his audience to identify leading 
brands across many sectors. �e answers 
came easily and included Apple: “�ink 
about Apple. It is designed in California 
and assembled in China. When you buy an 

Apple product, you are paying for the de-
sign in California.”

A major challenge
Given that branding is about what people 
think, shipping, clearly, is a major chal-
lenge for the brand strategist. Peter Econo-
mides: “People think about many things, 
including sex and football, but not about 
shipping – with the exception of this audi-
ence. Shipping is the most invisible indus-
try in the world, except when an accident 
and pollution occurs.”

Peter Economides then took his presen-
tation in a new direction by emphasising 

Peter Economides, a brand strategist of international renown, is the 
owner and founder of Athens-based Felix BNI. He is a former Executive 
Vice President and Director of Client Services at global advertising 
agency McCann Erickson. Previously, he was Head of Global Clients 
at TBWA\Worldwide. When at McCann Erickson his responsibilities 
included global management of the USD 1.8 billion Coca-Cola account. 
At TBWA\Worldwide he rolled out Apple’s “Think Different” campaign, 
following the return of Steve Jobs. Strong branding has much to do 
with the fact that Apple has since become the most valuable company 
in the world. 

Much of Peter Economides’ work focuses on change: developing 
positive perceptions and, when necessary, changing ingrained 
attitudes. He took on a challenge at The Swedish Club’s 2012 AGM, 
when he addressed members on the subject of “Branding in the 
shipping industry.” This was no easy assignment, but he gave his 
audience plenty to think about, at both industry and company level.

“Branding is about 
reputation, rather 
than advertising”













THE SWEDISH CLUB TRITON 2-2012

18

AGM | Panel Discussion

Questions, answers and co mments

“No real motivation…”
Phil Parry: “�e reality is that there is no 
real motivation for this industry to speak 
with one voice. If you talk to an individual 
owner or manager and ask for money to 
fund a branding campaign, his �rst ques-
tion would be: ‘What’s in it for me?’”

“Using social media…”
Rob Grool: "If we learn how to use social 
media to brand, it can be very e�ective for 
branding in the shipping industry and then 
you don't have to get shipowners together 
and spend a lot of money on advertising."

“No public voice…”
Anders Boman: “Our major challenge is 
that we operate in an extreme business envi-
ronment, where it is much more di�cult to 
get the message across. In short, who cares 
who transports what? On the �ip side are 
the regulators, who have a �eld day impos-
ing new regulations. �ey have no problem 
in doing this, as there is no public voice sup-
porting this industry.”

“On being sexy…”
Phil Parry: “Shipping as an industry be-
came sexy on just two occasions. �e �rst 
was during the dotcom boom. It became 
sexy once again when charterers became 
‘freight traders’. Suddenly, ‘freight trad-
ers’ felt entitled to large bonuses, like other 

traders and bankers. We then saw interest 
from Oxford, Cambridge and Harvard 
graduates. Today, of course, they are no-
where to be seen.”

“Projecting a positive image …”
Rob Grool: “Our customers are not ‘the 
public’. But we must improve our public im-
age if bright people are to join our industry. 
We need to project a positive image.”

”Creating preference …”
Peter Economides: “Intel produce chips. 
�is is a hidden product, yet they have man-
aged to brand the chips and create customer 
preference. Intel is now one of the 10 most 
valuable brands in the world.”

“The need for social capital …”
John Coustas (Danaos Shipping) made a 
reference to the Costa Concordia accident 
and the Master’s appearance on television: 
“�is spectacle created tremendous emo-
tion against shipping. We have to brand 
shipping professionals and bring pride to 
this profession before we can successfully 
brand shipping as a whole. We need to 
build social capital.”

“The legacy of the past…”
Peter Economides: “�e nature of public 
perception has much to do with past behav-
iour.”

“A lack of respect …”
Rob Grool: “Yes, I agree! Look at the way 
we have treated seafarers in the past. We 
failed to treat them with respect.”

“Old hierarchy in the industry…”
Phil Parry: “We o�en hear that manage-
ment mantra: ‘People are our most impor-
tant asset’. Yet, under their breath they then 
mutter: ‘Cost control is our most important 
asset’. �e skills shortage is a long-term 
problem and there is no long-term approach 
to its resolution. �e reality is that there 
is too much old hierarchy in our industry. 
We need to break this cycle. If you get it 
right, sta� are your best asset. But if you 
get it wrong, they may become your worst 
enemy.”

“Everyone stands to benefit…”
Peter Economides: “Every phone call 
helps build a brand. �at’s why it is impor-
tant to have happy people on the telephone! 
�ere is, of course, a huge distinction be-
tween the management of reputation at 
company and industry level. Yet, Coca-Cola 
sets the pace for the entire drinks industry. 
And Apple does the same for its industry. 
In the case of shipping, positive branding 
has real relevance, as everyone in this indus-
try stands to bene�t.”
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The three panellists sharing their thoughts on the subject.
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When did you take your latest deci-
sion? Most likely when you chose to 
start reading this article. Made up 
your mind yet if you should carry 
on reading? Do that, and you can 
learn more about the underlying 
causes to how people take decisions 
and how you can become better at 
making them. During The Swedish 
Club’s Annual General Meeting Pelle 
Tornell gave us a crash course in de-
cision-making and the traps we can 
fall into on the way. He also gave us 
a mind-blowing show in how to read 
people and their intentions.

Daily, we all take major and minor deci-
sions, mostly without even re�ecting on 
exactly how we came up to them. Our 
personality plays a big part in the process 
but it is a skill that can be trained and im-
proved. 

“Your life is a sum of all your decisions 
– taken or non-taken. By becoming more 
conscious about the decision-making pro-
cess and the underlying factors, we can 
take better decisions and avoid what I call 
decision traps”, explains Pelle Tornell. 

Lost among options and caught
in a trap
In many ways we still have the brain of a 
Stone Age man and have a hard time keep-
ing up with the recent information and 
decision explosion we are exposed to. �at 
forces us to simplify and rely on certain 

rules of thumb to move forward. Here is 
where the decision traps come in to the pic-
ture, as you o�en make your choices from 
instinctive reactions.

More information can make us take bet-
ter decisions but it has its limitations. Too 
many choices and too many alternatives 
make the process much harder o�en mak-
ing us feel dissatis�ed with the decision we 
�nally make. Pelle takes a striking example 
from a jam-tasting experiment in an Amer-
ican food store. At two occasions the com-
pany o�ered tastings of jam, the �rst time 
there were 6 types and the second 24 types 
of jam to choose from. What happened? 

When it came to customers’ interest to 
taste the jam, the session with 24 types 
won 60% to 40%, but when it came to 
actually buying jam it was reversed: from 
the jam-tasting with 6 types 30% made a 
purchase, in the tasting of 24 sorts only 3% 
decided to buy any of the jams. From this 
we can learn that we have a hard time com-
paring too many alternatives and it o�en 
leads to not making any decision at all. 

Rational or emotional?
When we enter the road to a decision, we 
have two di�erent systems in the brain 
which take in and process information: 
the emotional, which reacts automatically 
and the rational, which reacts based on 
conscious thoughts. �e emotional system 
is quicker and stronger but not necessarily 
more correct. �ese two systems are con-
nected and are in a constant tug-of -war  in 

your decisions. We need both sides to make 
good decisions; the trick is to balance them 
and to know when we should use more of 
one or the other.

“We are not as rational as we believe, 
but the important key is that we can all 
become better decision-makers. Many of us 
take the decision-making process for grant-
ed and can not see the underlying factors”, 
says Mr Tornell.

To give us an example, Pelle brings out 
a glass jar �lled with coins and invites the 
audience to take part in an auction. �e 
highest bidder wins the money. A�er an 
intense auction it turns out that the high-
est bid is almost twice as high as the actual 
number of coins in the jar.  Now he ex-
plains what decision traps caused this to 
happen. It turns out to be a combination of 
the Winners Curse, loss aversion and the 
in�uence of reference points. 

�is reference point was irrelevant but 
the brain wants something to relate to, 
which gives Pelle a chance to steer us in the 
direction he wants. It is good to remember 
next time you take part in a negotiation.

“Once a man bid 3000 kronor for the jar 
even if everyone can see that it is physically 

Carola Weidenholm
Corporate 
Communications

AGM | Keynote speaker Pelle Tornell

Pelle brings out a glass jar filled with coins.

“Your life is a sum
of all your decisions

– taken or non-taken”
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The winning team in red celebrating!

THE SWEDISH CLUB AGM 
started, as always, with a foot-
ball match on Heden soccer 
�eld in the centre of Gothen-
burg. A lot of spectators, both 
guests and TSC sta�, gathered 
to watch the exciting game at 
the same time as the UEFA 
EURO 2012 (European Foot-
ball Championship) which 
started a few days earlier in 
Poland and the Ukraine. �e 
game ended 6-1 in favour of 
Team International a�er a 40 
minute struggle. It was a tough 
and exciting game with a few 
injuries, but the referee was 
fair. 

�e spectators and play-
ers enjoyed drinks and light 
snacks on the side of the soccer 
ground.

AGM | The Swedish Club Mutual Cup 

Team International wins important cup in Gothenburg

The manager of Team International thanks the referee for a fair match. The only female player, Malin Gustafsson of Team Sweden, challenging two 
players in Team International. 

It was a tough fight to get to the ball first.
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More pictures can be found on www.swedishclub.com 
under News/Circulars and Out and About.
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AGM | The Swedish Club Mutual Cup 

EARLY on Friday morning, a brave group 
of golfers gathered at Delsjö Golf Club to 
take part in the annual Grand Classic, ap-
plying the Stableford game. Weather condi-
tions were perfect and many of the golfers 
had high scores when they went through 
the results. In all 20 people were divided 
into seven teams.

High scores
in a relaxing
atmosphere

The winner of the Best Team prize had two players in the top 
three and the team consisted of: Keith Jones (Aon Risk Solu-
tions), Frank Schwetke (Junge & Co) and Tony Schröder (The 
Swedish Club). 

Frank Schwetke was also the winner of this year’s Grand Classic.

Two ladies took part in the game – Kim Ae 
Kyung and Malin Gustafsson and the winner 
was our own Malin Gustafsson, who also was 
3rd runner up in competition with the men. 

AGM | The Swedish Club Grand Classic 
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More pictures can be found on www.swedishclub.com 
under News/Circulars and Out and About.
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A day at sea, 
15 June

ON FRIDAY morning we got 
on board the old steamer S/S 
Bohuslän that took us through 
Gothenburg’s northern ar-
chipelago. It was a relaxing 
day and a�er the boat trip we 
enjoyed a nice lunch at Restau-
rant SeaSide on the island of 
Björkö.

A�er the lunch we learned 
about some of the history be-
hind the harsh life on the is-
lands in previous centuries and 
how they developed to become 
“suburbs” of the City. 

AGM | Out and About 

Harald Treutiger, 
a Swedish 
journalist, told 
us the history of 
liquor smugglers 
on the islands in 
previous centuries 
and showed us a 
box they used to 
keep the liquor in. 

Demetri Dragazis of LATSCO (London) Ltd and also a member of The Swedish Club Board, with his wife Elizabeth 
enjoying their lunch at Restaurant Seaside.

From left: Carol Lin, Ee Ping Ng (Kontiki Shipping Pte Ltd) and Rosaline Ng enjoying 
a cup of coffee.

Jonas Engström (Wisby Tankers AB) with wife Therese on board.
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The S/S Bohuslän took us to Björkö.

More pictures can be found on www.swedishclub.com under News/Circulars and Out and About.
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MARINE | Wreck removal

ON 29 JULY 2011, the fully laden bulk 
carrier B Oceania collided in the Malacca 
strait. �e vessel sank in less than an hour 
a�er the collision. Nothing could be done 
to save the vessel and the master decided to 
evacuate the whole crew into the lifeboats. 
A�er contacting the VTIS Port Klang 
from the lifeboats, the crew were picked up 
by a passing vessel, the Ikaruga owned by 
NYK, and the crew safely joined the vessel 
to Singapore.

�e owners 
signed a LOF/
SCOPIC (Lloyd’s 
Open Form/Special 
Compensation P&I 
Club) contract with 
SMIT Salvage who 
mobilised from their 
base in Singapore 
and as a priority re-
covered the oils and 
prevented the risk of 
pollution. �e opera-
tion was completed 
within 21 days and in total 138 cubic me-
ters of hydrocarbons was recovered. 

Bearing in mind the precarious posi-
tion of the wreck in the 

middle of 

the Malacca Strait, the Malaysian Mari-
time Department issued an order to remove 
the B Oceania and the cargo onboard at the 
time of sinking.

An invitation to tender was sent out to 
the international salvage community. �e 
scope of  work as stated in the tender in-
cluded the entire removal of the ship and 
cargo onboard the B Oceania. �e vessel  
measure 229 meters in length and 32 me-

ters wide, and at the time of the casualty 
was laden with 67,493 metric tonnes of 
iron ore distributed evenly between the 
seven cargo holds. �e wreck was surveyed 
and a multibeam high-resolution sonar 
visualisation was carried out.

�e result of the survey re-
vealed multiple 

Wreck removal in the Mala cca Strait

Örjan Karlsson
Claims Manager, Marine                                                 
Team Gothenburg                               

damage to the hull. �e hull was breached 
by the collision and damaged in two loca-
tions in way of hold No 1 and hold No 3. 
�ere was also other extensive damage on 
the starboard side. Multiple hull failures 
were visible along the length of the hull, 
which essentially remained in one piece. 
�e deck was fractured across the full 
width from port to starboard, forward of 
the accommodation block. In addition, the 

hull had su�ered severe damage 
on the port side of holds 5 and 6 
due to the hydrostatic pressure 
on the structure at the time of 
sinking.

Upon receipt of the survey it 
appeared unlikely that the vessel 
could be re�oated or recovered 
in one piece. �e Club received 
six proposals for the wreck re-
moval. A�er reviewing and 
evaluating the operational and 
commercial aspects of the pro-
posals, the contract was �nally 
awarded to Mammoet Salvage 

who could commence mobilisation upon 
receiving formal approval from the Malay-
sian Marine Department.

�e operation is currently underway in-
volving over 100 people in the o�shore op-
eration. �e crew consists of a team of sal-
vage experts, tugs barges and crew, two dive 
teams, medics, catering and nautical crews.

�e operation is based on a conventional 
cut and li� operation involving  

extensive diving time and li�ing 
of manageable pieces with a sheer-

Fishing vessel with divers moored to the mast of the B Oceania during the oil removal 
operation.

Image of the multibeam 
high-resolution sonar 
survey showing the condi-
tion of the B Oceania after 
sinking.
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P&I | GUARDCON

BIMCO has now released GUARDCON, a set of standard terms 
for the employment of armed security guards on board commercial 
ships. We identify below some of the key clauses of which members 
should be aware, particularly those covering insurance and liability.  

Members should note that amendment to these clauses with-
out legal advice may prejudice P&I cover.

1. Master’s Authority, Division of Responsibilities                     
– Section 4 Clause 8 

GUARDCON conforms to the mandatory provisions of SOLAS. 
�e master has express authority to order the security personnel to 
cease �re and has absolute control over the security personnel.  

However, the master is unlikely to have the necessary expertise to 
control the use of �rearms.  �erefore, the master does not invoke 
the Rules for the Use of Force (“RUF”) but rather the team leader 
must advise the master that he intends to invoke the RUF. �is 
is intended to protect the master from criminal liability through 
“joint enterprise”.

Note that the RUF are invoked in response to an actual, per-
ceived or threatened act of piracy. �ey are not intended to be in-
voked without a speci�c threat.

�e master’s authority under SOLAS does not undermine the 
individual security personnel’s right to defend himself in accord-
ance with the applicable national law, which is usually the law of the 
vessel’s �ag state unless the incident takes place in territorial waters, 
when the law of that coastal state may apply. �e law of the next 
state where the vessel calls a�er the incident may also be relevant.

We caution against any changes to this provision without legal 
advice.

2. Permits and Licences – Section 5 Clause 10

GUARDCON lays down strict requirements for both owners and 
PMSCs (Private Maritime Security Company) to obtain and main-
tain all applicable permits, certi�cates, licences, visas etc. Local 
requirements for embarkation and disembarkation of �rearms and 
port state control arrangements must also be complied with as ap-
plicable.

3. Insurance Policies – Section 6 Clause 12

�e PMSC must procure a range of insurance policies to protect 
against the risks inherent in the services it is o�ering, including:
 Employer’s liability insurance covering the PMSC’s liability to 

the security personnel of not less than USD 5,000,000;
	Comprehensive liability insurance covering the PMSC’s liability 

to third parties for personal injury and death, property damage 
and other loss of not less than USD 5,000,000;

	Professional indemnity insurance of not less than USD 
5,000,000; and

	Personal accident insurance for each of the security personnel of 
not less than USD 250,000 per person.

�e USD 5,000,000 level is higher than many PMSCs have been 
regularly o�ering to date. While PMSCs may try to negotiate a re-
duced minimum cover (and a corresponding reduced cap on liabil-
ity), we caution against any amendment to Clause 12.

4. Liabilities and Indemnities – Section 7 Clause 15
�e underlying principles are (i) that each party should bear loss 
su�ered by those for whom it is responsible and loss of its and their 
property (“knock-for-knock”), and (ii) there is a cap on the liability 

GUARDCON

Helen McCormick is a solicitor with Holman Fenwick Willan LLP in Lon-
don. She advises owners, operators, charterers and P&I clubs on ship-
ping litigation matters, especially disputes arising out of charterparties, 
carriage of goods, ship sale and purchase and ship building con-
tracts. Helen has recently completed a three month secondment with 
The Swedish Club in Gothenburg, assisting with FD&D and P&I claims.

Helen McCormick
Solicitor                                                                                                 
Holman Fenwick Willan LLP, London
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Club Information | Marine Insurance Course

THE MARINE INSURANCE COURSE was held at the head of-
�ce in Gothenburg for the twel�h time at the beginning of May. 
�e MIC is an excellent introductory course for those who are new 
to the sector or need to brush up about marine insurance. It is also a 
good opportunity to meet and get to know new people in the ship-
ping industry.

�e course deals with a range of major aspects of marine insur-
ance, such as Protection & Indemnity, Hull & Machinery, Marine 
Resource Management, Loss Prevention and Technical, the All-In-
One Club and Freight Demurrage & Defence. An introduction to 
marine insurance and the Club’s history is also presented. At the 
end of the week, participants put their knowledge into practice in 
various workshops. �e week ends with a closing ceremony where 

the Managing Director hands out certi�cates, and participants can 
mingle one last time before packing up and going home.

�e course aims not only to teach marine insurance, but also 
to make new contacts. �erefore, various activities are arranged 
over the week. At this year’s course, participants visited a building 
known locally as “the lipstick” on Monday evening. Up in the look-
out point, 86 m above sea level with a panoramic view of the city, 
drinks and appetizers were served. Participants learned about the 
city of Gothenburg and many took the opportunity to take pictures 
of the city view. �e activities continued with a walk to the Restau-
rant Ritz where dinner was enjoyed by both participants as well as 
some of �e Swedish Club’s sta�.

On �ursday it was time for the next trip to the Island of Donsö 

The MIC 
– Making 
contacts 
and sharing 
knowledge

Dinner and discussion at Restaurant Ritz. From left: Haiyan 
Wu from CSC Roro Logistics, P.R. China Allan Jensen, Furetank 
Rederi AB, Denmark and Hans Filipsson, The Swedish Club.

Discussions concerning Personal Injury with workshop 
leader Birgitta Hed.
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Club Evenings in Bremen and Hamburg – 18 and 19 April

From left: Simon Rader (JWA Marine GmbH) 
and Tony Schröder (The Swedish Club). 

Martin Hernqvist illustrated the importance and benefits of making MRM an integral part of ship and 
shore crew training.

CLUB EVENINGS in Hamburg and Bremen again, and 
again a great response from the German shipping and brok-
ing sectors. �e Swedish Club has been well-established for 
a long time in Germany, but until recently was mainly as-
sociated with hull and machinery insurance in the minds of 
brokers and shipping companies. We have sought to modify 
this perception and have now gained a �rm foothold as a 
P&I provider in Germany.  

Club Evenings are at the heart of �e Swedish Club. 
�ey provide opportunities for Club sta� to strengthen 
old relationships and make new acquaintances, and guests 
can meet across boundaries over a bite of food and refresh-
ments. Information and knowledge sharing are integral 
parts of the concept. �e main topics this time were the 
customary State of A�airs presentation by Lars Rhodin 
and Maritime Resource Management (MRM) introduc-
tion by Martin Hernqvist. For new readers, Martin, is the 
head of �e Swedish Club Academy, our out�t for enhanc-
ing the safety culture in shipping companies. 

Martin illustrated the importance and bene�ts of mak-
ing MRM an integral part of ship and shore crew training. 
Although the serious messages were delivered humourosly, 
they clearly pointed at the root causes of most incidents and 
accidents being the lack of communication and situation 
awareness. Do you want more information about MRM? 
Go to:  www.tscacademy.com

�ank you all for participating. We’ll meet again in 
2013.

From left: Linda Reumann and Thomas Droemer (Norddeutsche Reederei H. Schuldt 
GmbH & Co KG).

From left: Lars Rhodin (The Swedish Club) and Johann-Philipp Reith (Orion 
Bulkers GmbH & Co KG).
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Lunch Seminar
in Piraeus 25 April

 
THE CLUB’S ANNUAL Greek Member’s lunch 
was once again held at the Piraeus Marine Club.   
�e event was well attended, with approximately 50 
guests being welcomed by our Managing Director, 
Lars Rhodin and �e Swedish Club Sta�.  Before 
lunch, members were briefed by Lars Rhodin on the 
Club’s latest developments.  

�e guests were also presented with an update on 
our Maritime Resource Management (MRM) Pro-
gramme, conducted by the Managing Director of 
�e Swedish Club Academy, Martin Hernqvist. 

Club Lunch Seminar in Copenhagen 
15 May
FOR THE SECOND year running, �e 
Swedish Club was back in Copenhagen. 
�e now annual lunch in Copenhagen, 
held at the Tivoli Congress Center, was 
well attended with members, brokers, 
prospects, adjusters, correspondents and 
lawyers attending. Henric Gard, Director, 
Marketing & Business Developments, to-
gether with Tony Schröder, Area Manager 
for Team Gothenburg, briefed the audi-
ence on the Club’s state of a�airs. 

Martin Hernqvist, Managing Director 
of �e Swedish Club Academy – the focus 
of this year’s lunch seminar – then took 
the stage to inform the attendees about 
the Club’s Maritime Resource Manage-
ment (MRM) product, a training tool 
that is receiving signi�cant, widespread 
acknowledgement for its potential in in-
creasing safety and e�ciency in shipping 
companies.

It was very pleasant to see so many 
Danish friends and colleagues. We will 
de�nitely be back next year in wonderful 
Copenhagen.

Martin Hernqvist informing the audience about the Club’s MRM.

From left: Martin Lund (DFDS Tor Line), Tony Schröder (The Swedish Club), Henriette Scotwin ( A.P. 
Møller – Maersk A/S) and Anne Mentz Hansen (Torm A/S).

Martin Hernqvist presented an update on MRM.








