CROSSHEAD A LINE in the sand

LINE, formerly Portsnportals.com, formerly Arena, has kept quiet for a long time, but now it is breaking its silence with the completion of several high profile deals which will go a long way towards enhancing its definition and identity in the market. 


That ‘identity’ has been very much lacking in the months since the company announced its re-branding in November 2000. People are still hard put to actually describe what the company ‘does’, but it is beginning to make some headway in this direction with the recent announcement of an agreement with apparel giant Reebok to supply an application called Order Visibility Application (OVA). LINE will essentially be using OVA as a foundation to build an ‘e-hub’ for Reebok, which will allow it to see what is going on with its suppliers and service providers, of which there are around 50. 


“I wouldn’t say that we’ve changed completely , but now we’re much more focused,” says LINE CEO Aaron Mak of the re-branding. “Essentially we provide co-operative logistics technology to enable companies to become more efficient.”


Mak says that the Portsnportals.com brandname was scrapped because of its associations with, obviously, ports and portals. It was felt that the ‘ports’ aspect of the name did not accurately represent what the company did, which was ostensibly about more than just terminals; and in more than one space, the word ‘portal’ has fallen much out of favour. 

“LINE – Logistics Information Network Enterprise – reflects exactly what we do,” says Mak. “Software and systems are just one part now. 


“A logistics solution to us is not just moving things; to us a logistics solution encompasses process, organisation, customer service, information technology and transport for a given commodity in a given industry.”


“We have several solutions that focus on several key industries, one of which is apparel and footwear, and the others being electronic components and  consumer products.”


It is perhaps now becoming somewhat easier to pin LINE down, now that it has some real business to talk about. The contract with Reebok is significant in that it shows that someone, somewhere sees value here. 


But it is also worth pointing out that a lot of what drew Reebok to LINE is the Hutchison Port Holdings (HPH) connection and the fact that “China and Asia are in [LINE’s] backyard”. For an apparel manufacturer, this particular geographical location will obviously be very convenient. 


Comments from Reebok’s CTO bear this out. “LINE’s coverage and experience in port operations and international logistics give Reebok a capable partner on the ground to help integrate our key suppliers in the Asia Pacific region.”


According to Mak, “The recent announcement about Reebok, developing OVA, is one example of building supply chain visibility. We have a framework and the work flow engine and the e-hub already in place.”


Mak points out that the apparel industry has special requirements when it comes to supply chain visibility. He says that within the supply chain for this industry, the average cycle lasts 130 days, from forecast to ordering to sourcing raw materials to component manufacturing, through to packaging consolidation, shipping and distribution to the retail store.


He points out that one glitch in this long chain of events can throw the whole cycle out of kilter, making transparency a necessity rather than a luxury. OVA, claims Mak, will allow Reebok to achieve this transparency. 


“Order visibility systems essentially allow the buyer to connect all the service providers and all the suppliers, so everybody can synchronise their supply chain demands and requirements so they can deliver more effectively,” says Mak. 

