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An overriding conclusion of the British Sailing
Stakeholders Summit (see p3) was that, for the good
of boating, everyone will benefit if we work together,
rather than in silos.
We need to get behind headline opportunities, such
as the RYA’s Push The Boat Out Week, the America’s
Cup racing in Portsmouth, Bart’s Bash and our British
Marine Boat Shows and On The Water events.
It’s key that we improve what we’ve got, rather than
constantly trying to reinvent the wheel. Our focus will
be on getting behind high profile initiatives in all sectors
of boating, to ensure that they are practical, popular,
and hugely successful.
I was also very encouraged to hear of the work being
done by British Marine member UKSA in Cowes, to take
every Year 6 child on the Isle of Wight out onto the
water. This is a programme we’ve got to expand; it’s
such an opportunity to provide early awareness of, and
access to, boating in all of its many forms.
From there we’ve got to get marine subjects into
the national curriculum, in any way we can. A whole
panoply of career opportunities is available in the
maritime sector – Britain’s future talent pool needs to
be aware of that too.
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When developing managers in their coaching and
performance management skills, I have always
counselled that training should be an outcome of a
defined business need. Not offered primarily as a perk.
My views were challenged when visiting Michael
Forbes of Forbes Boat Care in Oban (see p6). He uses
a continual training programme to not only improve his
team, but incentivise them. An idea that is particularly
useful when competition for talent is a threat.
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QUARTER DECK

Your guide to British Marine news, events and services

BRITISH MARINE AWARDS

Partnership key to increase
boating participation

From left to right: British Marine president
Fiona Pankhurst, Emma Crompton and
Olesia Strinovica of MBNA Thames Clipper,
Howard Quintivan of Bartons, Daniel
Groves and Rob Stevens of Topsail, Robin
Walters of Walcon and British Marine chief
executive Howard Pridding

Well deserved plaudits for members
Four member companies have been
honoured in the prestigious British Marine
Awards 2015.
In The Best Marine Business to Work
For Award, i-Bos won the category
for under 10 employees. The judges
commented that “there were good
examples where team work had directly
contributed to product development. Staff
members appreciate the charitable work
the company does and the opportunities
they have as employees to engage in
industry networking groups.”
MBNA Thames Clippers took the award
for over 10 employees. The judges noted
“the fantastic employer and employee
communication and clarity of business
aims. The staff talk highly of the open
door policy that CEO Sean Collins has
for all workers at the company; this
has resulted in him being very highly
respected by his team.”
For The Best Training and Development
Award, Topsail took the category
for under 10 employees. The judges
commented on “the excellent use of
apprentices in the business and the
training they give, both on and off the
water, with a good mix of external and
internal training provided.”
In the over 10 employees category the

winner was Bartons, which impressed
the judges due to the fact that it “does
a lot of training over and above what
is required, enabling staff to get much
more detail on the technical aspects
of the boat. A broad range of training
and development tools are used to aid
performance, from courses and coaching
to mentoring and conferences.”
The 2015 British Marine Awards were
presented at the British Marine AGM in
May by president Fiona Pankhurst.

Robin honoured
The AGM also witnessed the presentation
to Robin Walters, founder of Walcon, with
the Peter Millward Memorial Award.
This award is chosen by British
Marine staff, who praised Robin for his
outstanding contribution to The Yacht
Harbour Association (TYHA).
Speaking after the ceremony,
Robin said: “I’ve been involved in the
industry for over 50 years now and
have been involved in some remarkable
achievements during that time, including
installing the first ever marina in the UK,
at Port Hamble.
“I enjoy being part of such a fantastic
industry and am honoured that my efforts
have been recognised in this way.”

Following the successful International
Sailing Summit held at METS,
Amsterdam in November, British
Sailing convened a Stakeholders’
Summit in April to specifically discuss
increasing participation in sailing.
Delegates included British Marine
staff and association representatives,
the RYA, the Andrew Simpson
Foundation, UKSA, Ben Ainslie Racing
(BAR) and the 1851 Trust.
A common conclusion of the
day was that a more collaborative
approach to bringing people into
boating was the right way to work.
Specific actions were set, including
support of key sailing events, driving
an initiative to get Year 6 pupils out
on the water, examining options for
a single portal for sailing, improving
research, employing technology to
capture key data and creating best

practice templates that attract people
into sailing.
British Marine chief executive
Howard Pridding commented: “At its
night and day meeting in February,
the Management Board looked at
what needs to happen to increase
participation in boating. We have the
On The Water programme, which
will continue (see p4), but if all
organisations with the same aim can
be more joined up, we’ll be so much
more effective.
“The British Sailing Stakeholders
Summit was a great start and we’ll be
promoting similar collaboration in all
sectors of interest to our members.”
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TOUR OF EXCELLENCE

News in brief
Key objectives to ensure
Government support – chief
executive Howard Pridding has spelled
out critical actions and implications now
that the election result is known. See
britishmarine.co.uk/nib101

Visitors sample Britain’s superyacht industry
Close on 20 international delegates
networked with a number of key British
companies during April on the 2015 Tour of
Excellence, organised by British Marine and
Superyacht UK (SYUK).
Site visits included Solent Refit,
Sunseeker International, Green Marine,
Oyster Yachts, BMT Nigel Gee, Oceanair
Marine, Lewmar, Magma Structures, Design
Unlimited, Dixon Yacht Design, Pendennis
Shipyard and Princess Yachts.
Delegates also met with 50 key
businesses at two Showcase evenings,
at the Botley Park Hotel in Southampton
and the new hospitality suite at Pendennis
Shipyard in Falmouth. Mike Carr, chairman
of SYUK and joint managing director of
Pendennis Shipyard, said: “It was fantastic
to welcome the Superyacht UK Tour
of Excellence to Pendennis. This event
provides an ideal opportunity to showcase
British superyacht skills and capabilities.

We were very pleased to introduce the new
Pendennis facilities, wet basin and current
projects to the group.”
Darren Nightingale of Global Explorer
Yachts stated: “The tour was expertly
put together and organised. For me to
travel to the UK to visit potential suppliers
dotted around the country is not time or
expense efficient. This was really well done
and we’ve made contacts that will result
in work for our future builds. I could not
recommend this event highly enough to
people that work in the superyacht sector.”
Tom Chant, international development
manager at British Marine said: “The
Superyacht sector is a British success
story, employing just under 3700 people,
having grown to a value of £492 million in
2013/14, up 7.1 per cent from 2012/13.
It is important to continue to promote
this sector and this event was a great
opportunity to do so.”

A full spectrum of boating experiences
It’s been another busy year for On The
Water so far. Events to-date have included
the Pillings Lock Marina Open Weekend,
Hoveton Great Broad Nature Trail, Hamble
Boat Show, Crick Boat Show, Try A Boat
Dartmouth, Upton Marina Family Open
Day, GJW Direct British Sailing SailFest,
Penarth Quays Marina Open Day, British
Marine Isle of Wight On The Water,
Gosport Marine Festival and East Anglian
Boat Show.
Next up are the Teddington River
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Festival (25 July), Red Hill Boat Show
(29-31 August), The Heart of the Forest
Dragon Boat Race (6 September) and of
course the Southampton Boat Show (1120 September).
On The Water boxes are available to
any member organising an event – these
contain everything from guidance and
documentation through to marketing
material. Call Victoria Wilson on 01784
223610 or email vwilson@britishmarine.co.uk
for more information.

Board changes announced –
British Sailing chairman Alice Driscoll,
PBA chairman Gary Beckwith and
Membership and Marketing Committee
chairman David Barrow are all elected to
the British Marine Management Board.
Ben Metcalfe of Landau UK, Ian Cooke
of C-Quip, Aqualine and Onward Trading,
Paul Martin of BHG Marine and Bryan
Jones of Sunseeker are elected to the
British Marine Boat Shows board. See
britishmarine.co.uk/nib102
New Southampton Boat Show
logo – the design
has been inspired
by the festival of
boating atmosphere of the Show. See
britishmarine.co.uk/nib103
Support for dementia – British
Marine has pledged its support for the
Dementia Action Alliance.
See britishmarine.co.uk/nib104
the Port
of London (PLA) prohibition on hire
boats on the Thames Tideway between
Brentford and Teddington has been
removed, following British Marine and
APCO representation. See
britishmarine.co.uk/nib105
A meeting of marinas – the 2015
British Marine Marina Conference
featured keynote speaker Philip Hesketh,
the launch of the 2016 Marina of the
Year Awards and a field trip to Berthon.
See britishmarine.co.uk/nib106
CWM FX London Boat Show
shortlisted – for three Association of
Event Organisers (AEO) Awards. See
britishmarine.co.uk/nib107

DIARY
JULY

ASSOCIATIONS

All right on Wight
The British Marine Isle of Wight
association is on the up since a
new leadership team was formed
18 months ago around chairman
Chris Clayton of Seaward, vice
chairman Jon Pridham of Cowes
Yacht Haven and secretary
Tim Addison of Solent. The
committee now represents a
broad range of marine interests,
including David Loudon from Isle
of Wight College and Richard
Thornton of UKSA.
“We’ve just held our second
annual On The Water event
at Cowes Yacht Haven,” Chris
reports. “We focused particularly
on boats that were built on the
island; we were able to raise
awareness of the local industry
here, as well as taking the public
out on the water.
“There are a number of good
things happening on the island.
Boatbuilders are very busy and
there’s a good feeling about Red
Funnel returning to the Isle of
Wight to build its Red Jet 6.
“We can see the potential
for the Navitus Bay wind farm
to have positive impacts for
the supply chain. The Isle of
Wight College has just built a
STEM centre and is involved
in a new Centre for Excellence
for Composites, Marine and
Advanced Engineering on the
GKN site at East Cowes, funded
by an £11m grant from Solent
LEP – I sit on the steering group
for that project.
“We’re also pleased to be

involved with the Royal Yacht
Squadron Foundation, which
promotes opportunities in the
marine industry for young people
living on the island, particularly
those who fall outside of the usual
government programmes due to
age or circumstance.”
The association currently has
24 members and is growing. It
has a policy of its meetings being
open not only to all members, but
also non-members. “If we can get
people enthusiastic and liking the
idea of networking, then there’s
a good chance they will join,” Tim
says. “We work very closely on
recruitment with regional executive
Richard Selby from the British
Marine Member Relations team and
he does a great job.
“Part of our work now is to
understand the size, scope and
value of the marine industry on
the island, in all of its forms. We’re
surrounded by water, but a lot of
people living here don’t necessarily
appreciate what’s going on. So
we need to create that picture
and share understanding of the
industry’s value and output.”
Chris continues: “We’re trying
to represent members across the
whole spectrum, from networking
to connecting with the grant
funding available from Solent LEP,
Solent Growth Fund and Hampshire
and Isle of Wight Business Alliance
(HIBA) among others. We’re active,
looking to expand and working to
build closer links with the British
Marine South association as well.”

1
 July
British Marine Kent & Sussex Committee Meeting, location tbc
2
 July
Pimms and Polo, British Marine Midlands Summer Networking Event,
Rutland Polo Club
6
 July
British Marine East Anglia Committee Meeting, Precious Marine
7
 July
British Marine Engines & Equipment Committee Meeting, Marine House,
Egham
7
 July
British Marine Wessex Networking Event, RNLI, Poole
8
 July
British Marine BRB Committee Meeting, Marine House, Egham
9
 July
British Marine Thames Valley Committee Meeting, Marine House, Egham
1
 3-14 July
BMET Electrical Course, Glasgow
1
 4 July
Council, Marine House, Egham
1
 5 July
Marine Electronics Installer Course, Glasgow

AUGUST

1
 3 August
MTA Committee Meeting, Marine House, Egham

SEPTEMBER

1
 September
CBA Committee Meeting, CRT Offices, Hatton
2
 September
Selling Skills for the Marine Industry Course, Southampton
8
 September
APCO Committee Meeting, ABC Offices, Alvechurch
1
 1-20 September
Southampton Boat Show 2015
1
 4 September
British Marine Leisure Boating Committee Meeting and Networking Event,
Southampton Boat Show
1
 4 September
British Marine Boat Builders AGM and Networking Event, Southampton Boat
Show
1
 4 September
British Marine BRB AGM and Networking Event, Southampton Boat Show
1
 5 September
British Marine South, British Marine Wessex, British Marine IOW and MTA
Networking Breakfast, Southampton Boat Show
1
 6 September
IFLSA AGM & Networking Lunch, Southampton Boat Show
1
 7 September
British Marine Commercial Marine Committee Meeting, Southampton Boat
Show
1
 7 September
British Sailing AGM, Southampton Boat Show
2
 3-26 September
British Marine UK Pavilion at Monaco Yacht Show, Port Hercules
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LEARNING
ON THE JOB
Oban-based Forbes Boat Care
runs a training programme
that would be a credit to
many larger businesses.
Kim Hollamby reports

T

he 10th anniversary year of
Forbes Boat Care (FBC) is
promising to be a special one.
Two of its staff, or to put that
another way, half of its workers, have
graduated from the company’s selfdeveloped 18-month training course.
FBC is about to take on its fifth employee
and launch online its range of cleaning
products. Plus founder Michael Forbes is
about to open a new yacht station on the
Crinan Canal that will double his headcount
and turnover.
A decade back none of this was
foreseen. Michael left university with a
manufacturing degree but, failing to find
a job that matched his skills, he picked up
work doing cleaning and light maintenance
of boats. This came naturally to someone
who had worked several summers and
a winter for the Alba Sailing charter
operation at Dunstaffnage Marina, a good
grounding for what was to follow.
Supposedly it was just an activity to
carry him along until a job came available.
Meantime Michael had to open a business
account, which meant drawing up a
06 | BRITISHMARINE.CO.UK

business plan. Then, within a year or two,
he was enjoying the flexibility of being his
own boss and decided to carry on.
Work came through word of mouth and
trade contacts. Then he moved to Creran
Marine’s yard at Barcaldine where Michael
and the owner struck up a symbiotic
working relationship that suited them both.
For the first five years Michael was FBC’s

We try to train things
that, looking back, I’d like
to have been taught when
I was learning
sole employee, save for some assistance
from his dad. Michael senior was running
a carpet shop at the time, but enjoyed
getting involved in varnishing, moving
boats and other tasks.
A major change came two years ago
when a decision was made to move away
from Creran Marine. FBC relocated to the
former carpet shop premises, right in the

middle of Oban. “It was a difficult year,”
Michael recalls, “but is was the kick up
the bum we needed! It was starting to
become a bit of a lifestyle job, rather than
a business that I was focused on growing.”
By this time Michael’s dad was employed
on the brokerage side of FBC, something
that had developed out of customer
demand. It was a good fit for a company
offering a wide range of services, from
valeting and antifouling to servicing,
rigging and major works. Michael values
the protection afforded by membership
of the British Marine Boat Retailers and
Brokers Association and, in particular, the
association’s standard terms. Especially
when he sells boats to local solicitors.
Soon after moving Michael was
also looking for more staff but, having
experienced some issues in the past, he
decided not to recruit experienced hands.
“When you work in a big boatyard there
are inefficiencies; you can disappear for
three hours and no-one notices. That
doesn’t work in a small business. Also I’d
had employees that were scared to have
a difficult conversation with a customer

Clockwise from far left: Michael Forbes; the
Forbes Boat Care office and workshop in the
middle of Oban; Thomas Waterhouse; Magnus
Firth; an artist impression of the Yot Spot

if something went wrong. It’s always 10
times worse if you don’t communicate bad
news promptly.”
Michael chose instead to recruit Magnus
Firth from a parcel delivery service and
self-employed furniture maker Thomas
Waterhouse. He then set about training
them over 18 months on what he calls the
‘Boat Babysitter’ course.
“Because we’ve created it ourselves
we can tailor it,” Michael explains. “We
can also miss things out and do them
later if constrained by time or finances.
It’s a combination of theory and practical
courses, plus practical hands-on work. For
example they took the RYA Diesel Engine
course but also did five engine winterising
jobs and five spring services with me,
covering all of the main engine types
we work on. We try to train things that,
looking back, I’d like to have been taught
when I was learning.”
Michael utilises British Marine training,
having taken the BMET Electrical and
The Law Relating to Brokerage and
Boat Retailers courses. He and his team
have also attended courses at the Boat

Building Academy in Lyme Regis, which he
commends as being good value for money
and well organised.
Magnus tends to specialise in painting
and GRP work, while Thomas leans more
towards wooden boat repairs and internal
cabinetry. However, their broad training
leaves them able to manage many tasks,
flexibility that Michael says is essential in
the firm: “They go out in the morning with
a list of work. If the weather’s not up to
one job they’ll go onto the next one. It also
means if a customer asks for extra tasks,
they can often do them in one go.”
Michael has emphasised the importance
of customer facing skills. Magnus and
Thomas are both now communicating
directly with owners on many tasks.
Apart from the obvious benefit to the
business, Michael says the high level of
training also helps with staff retention.
“It’s quite difficult when you get to remote
areas like Oban where the majority of
people leave school, then go to university
in Glasgow or Edinburgh. If they do well,
they’ll stay there or move to London. Very
few graduates come back here because

there are no graduate jobs.
“You can get people straight from
school, but they too often want to go off
and do something else. So training, plus
the variety of work, are good incentives for
getting people to stay and for building a
reputation as a good employer.”
The scope for employing more people is
there within the business. Michael reckons
he should create a job for every 12 yachts
that enter into a fully managed agreement
for maintenance and care. Developing
that side of the business is a priority for
him once an administrative assistant is
recruited. But that won’t be his sole focus
in the weeks ahead.
Following the withdrawal of a boat polish
that Michael used to employ on his work,
he spent six months developing his own
formula with a polish manufacturer. This
is now being sold under the FBC Marine
Products name, through Scottish chandlers
but also now direct through a new website
www.fbcmarineproducts.co.uk
Then there’s the Yot Spot, Michael’s
new venture in Ardrishaig (www.theyotspot.
com) which has been five years in gestation
thanks to the hurdles presented by
creating a restaurant, bar, take-away, gift
shop, launderette and showers, all in an old
and large listed building. A manager has
been appointed and handover of the keys
was imminent as we went to press.
In order to assist the costs Michael is
planning a campaign on crowdfunder.co.uk and
was working through the best way to pitch
the Yot Spot when we visited.
Not that FBC itself will take a back
seat. Michael plans on progressing his
staff further. “We’ll get commercial
endorsements for their boat qualifications
next so we can offer boat movement as
a service,” Michael offers as an example.
“Most of our customers’ boats are out on
swinging moorings. If we take on yacht
deliveries that will give a bit of variation to
lying under a boat and scraping it!”
BRITISHMARINE.CO.UK | 07

MEMBER BRIEFING

BEST of
BRITISH

The BMF has adopted a bold
new brand – British Marine –
to provide a strong focal point
for the members it serves.
Kim Hollamby reports

A

brand has never been more
important than it is in 2015.
When executed well, it should
summarise the very character,
identity and strengths of your organisation.
In the snapshot world in which we live,
there is just a brief moment to get people
to recognise you and your values – then
remember you.
It was back in 1986 when the Ship &
Boat Builders’ National Federation (SBBNF)
last made a significant change to its brand.
It became the British Marine Industries
Federation (BMIF) and the image of two sails
replaced a traditional ship’s wheel.
The brand was modernised in 2008,
becoming the British Marine Federation (BMF)
with sail-like shapes in similar colour-ways to
the 1980s design.
These, and even earlier name changes
in the half-century prior, were prompted
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by shifts in the market that the Federation
addressed had to serve its members. Which
neatly brings us to the major news in this
issue – that the BMF is now, as of 1 July,
branded British Marine, with a bold new look
and fresh impetus.
“Last year we wrote our new five-year
strategic plan; there was a realisation that
it was time to look at our brand,” chief
executive, Howard Pridding, explains.
“The logo did not stand out compared to
the modern branding of some other marine
organisations, which was one thing that
we identified. But this project has not just
been about the logo – it’s been about how
companies in our industry and their member
organisation represent themselves collectively
and portray what is great about what we do.
“We do get feedback that some people
perceive us as an old fashioned trade
association, when the reality is that we are

a modern business support operation and
a member organisation that is focused on
customer service.
“The time was right for a fresh approach
and there has been a lot of work over the past
year to make it happen. The internal team has
brought its expertise into play and driven the
project, while members have been involved
through our Management Board and the
Membership and Marketing Committee.”
“This is seriously very exciting,” British
Marine president, Fiona Pankhurst, adds. “The
current brand has done quite well up until
recently, but it is just not strong enough and
no longer identifies with the things that are
important to members today. Now we have
this great looking logo that incorporates the
Union Flag with the words ‘British Marine’ in
bold type. I’m looking forward to using it.
“Our intention with the strapline, ‘Leading
The Industry’, is for all of us to get behind it

Left: British Marine
chief executive Howard
Pridding and president
Fiona Pankhurst

and use it
as a force for
recognition. It shows
that all members of British
Marine are adhering to a common
standard and leading the global industry in
the quality of everything we do. This is also very
important for our standing with government
and other key opinion formers.
“The rebrand work has been enabled by
British Marine’s development fund, which
was established precisely for this kind of
project. It has been delivered to budget and no
expenditure was wasted.”
The intention is that the new brand will serve
multiple purposes, most obviously, to strongly
connect members with Britain’s reputation for
quality, excellent design and innovation. “The
Britishness of the new brand is key,” Howard
asserts. I spend my time talking about British
boats and marine equipment being world
leaders. So members can display that brand and
its Britishness to reinforce those messages.
“We have adopted the government’s ‘Great’
campaign to promote British manufacturing,
business and tourism – our brand also now ties
in much more closely with that.
Fiona agrees: “The Union Flag means a lot, in
the UK and abroad. Other companies are using
it already. It stands for quality, for heritage, for
a standard of doing business and for success.
It’s something that buyers want. Now we have
a brand that you’ll be able to use on your own
products and services – it will carry a value.”
Each individual member will benefit from
what will be promoted as the British Marine
quality mark, as Membership and Marketing
Committee chairman David Barrow explains:
“This is a brand that stands out and is easily
identifiable. We’re immediately launching a new
‘Look For The Logo’ campaign that will reinforce
the benefits of doing business with a member.
If you place the British Marine logo on your
collateral, products, website and premises, it will
provide a strong visual link to the messages that
we will be broadcasting about your adherence
to the Code of Practice and the fact that you

We have developed one
brand that will serve us
in the home markets
and overseas, with
trade and consumers

are a
trusted
business.”
To further strengthen
the presence of British Marine,
there will be rationalisation of the way in
which the organisation’s brands are used,
as Howard explains: “Historically we’ve not
had one brand that fulfils our overall needs.
The BMF identity was very much a businessto-business brand; alongside that we’ve had
a number of different approaches for our
consumer activity, for our Boat Shows and
the initiatives we’ve launched to get people
on the water.
“Now we have developed one brand
that will serve us in the home markets and
overseas, with trade and consumers. As a
first step we’ll be changing National Boat
Shows to British Marine Boat Shows. We’ll
also be consulting with each of our 27
regional and group associations about how
they adopt the new look into their own
identities and benefit from that.”
So what can members expect to see in the
immediate days ahead? By the time you read
this britishmarine.co.uk will have changed to the
new identity. It’s part of an ongoing series of
improvements to member services online.
Members will receive communications
about where they can download the new
branding and you can view the guidelines
here at britishmarine.co.uk/guidelines
A new Look For The Logo campaign will
break this month, in consumer magazines
and websites. This will heavily emphasise
the benefits of doing business with member
companies and point out key facts such
as adherence to the Code of Practice and
sector specific requirements. You’ll also see a

campaign
in the trade
press to promote the
many benefits of British Marine
membership, such as free legal and
VAT advisory services, Boat Show discounts,
networking opportunities, training courses,
grants and more besides.
The British Marine identity will provide
additional impetus to a recruitment drive
that has already taken the organisation to its
highest ever level of members.
The forthcoming Southampton Boat Show
in September will provide a real focal point
for the new British Marine identity. Exhibiting
members will be identified with the logo in
their show catalogue and website entries,
and will receive branding for exhibition
stands. Visitors will be given postcards on
entry, with an explanation of why they should
do business with members who will be easily
identified when using the new branding.
Summarising, David says: “This is an
initiative for the membership, to benefit us
and to show our strength and integrity.
“Can you imagine the impact if our 1600
members use the new British Marine brand
and promote what it stands for? That could
lead to the highest awareness yet among the
industry’s customers, in the UK and overseas,
generating more business and bringing more
companies into membership.”
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system engineers
Control of its supply chain, product innovation and real-time analysis
of business activities are three key growth drivers for Norfolk-based
Seaglaze Marine Windows, as British Marine magazine discovered
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eaglaze was originally founded in 1970
by four large Norfolk hireboat builders to
improve their supply of marine windows.
Two decades on, it was for sale.
Enter Richard Clayton, who was intent on moving
from an insurance career in the City, to pursuing his
passion for creating things.
“Often when a business is sold it is not in the
condition that the previous owner suggests,” Richard
recalls. “I had a horrifying first few months after
acquiring Seaglaze – the phone didn’t ring and the
accountant was providing monthly reports of losses.
I couldn’t understand it, because the cash account
was actually improving. Later it became obvious we
were collecting money due from delivered products
and reducing costs only by not building things. I think
in small businesses it is a shame you don’t have to
immediately write the cheque to pay for any loss – it
would really provide focus to get everyone going.”
Another early lesson was what little data Richard
had to work with: “Information was held in divided
wallet files with notes in them saying things like ‘boat
set of windows for Joe, hopefully end of July’ – there
was just nothing. Having had a lot of exposure to IT
in the City I set about putting systems in place.”
Richard wanted to create a ‘bespoke production
line’ where the company could produce tailored
products via controlled, defined stages. Key to that
was measuring and monitoring every point of activity.

Sorting the systems

Left to right from top
row: Richard and Alastair
Clayton; the paint shop;
the British Marine logo
being printed on glass;
and then hardened; STG’s
new printer is housed in
a dedicated glass-walled
space; testing a flat sheet
of toughened glass;
cutting glass in the new
STG factory

That’s where Richard’s son, Alastair, came into the
equation. Aged 16, he was in the Combined Cadet
Force, then graduated to become an engineer officer
in the British Army, via university and Sandhurst. In a
parallel life he spent most of his leave and any spare
hours working at Seaglaze on its IT requirements.
The software system that Alastair created now
measures 5000 data points real time, knows precisely
what each of the company’s 39 staff are engaged
on, from production to sales, as well as the exact
status of every one of the 500-1000 units that are
in production. There are 15 years of records to refer
back to, with the smallest component and its source
recorded. The whole picture is summarised in a ‘key
indicator summary’ with all measures colour coded to
provide an at-a-glance health check.
This system is intrinsic to driving greater efficiency
and shorter lead times. “In the old days it used to
take three weeks before we’d start fabricating a
window; now it’s typically less than three days,”
Alastair says. “From average lead times of 8-9
weeks we’re down to 3-4 weeks and we can build
something in under a day if required. We can predict

where we will have gaps in parts and resources.”
A direct outcome of the ongoing analysis has been
a move to cross-train Seaglaze staff, so they can be
deployed around the factory as tasks demand.

Succession plan
Alastair’s deep knowledge of every process used
within the company also proved invaluable when he
became the managing director six years ago.
A gentle handover of a year or more was
envisaged, but sudden family bereavements meant
that Richard had to focus elsewhere, with Alastair
covering. Three months on they realised that the
handover was complete.
Richard commends the idea of running a properly
convened management structure in small businesses.
“Right at the beginning I set up a board, to the total
disbelief of the incumbent manager. In his view I
was incompetent to run the business because real
men knew how to build windows! But it’s one of our
strengths; we meet every quarter and receive weekly
management summaries from our in-house system.”
Richard’s wife Carolyn was appointed as chairman
right from the start, a post she still occupies. Richard
serves as company secretary and non-executive
director Graham Ball provides a valued external
perspective for family shareholders – Alastair
considers him a valuable mentor.
Father and son also have complementary skills.
“Richard is a very hands-on engineer and has
developed a number of good window and door
systems,” Alastair says. “My strength is dotting the
‘I’s and crossing the ‘T’s, influenced by my Army
training and work I did on precision equipment such
as the Apache helicopter. Applying this skill has
enabled us to get various type approvals that have
increased our growth.”

Controlling the supply chain
Another success factor has been the company’s
move to control its own supply chain.
It started a decade back with the decision to bring
the painting of window frames and doors in-house.
This brought lead times down and improved quality.
Recent circumstances have driven other changes.
“Nine months ago our glass company phoned up
and said it was cancelling all of our orders,” Alastair
relates. “It had received a contract for a large
skyscraper in London which was going to absorb its
whole capacity. It was just business.”
Faced with losing a critical component of its
production, Seaglaze could either import glass, or
make its own. It decided on the latter.
Fortunately the company had been building a ‘war
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chest’, to hedge against the recession. However,
Seaglaze needed more money to proceed.
Two years prior Alastair had been introduced to an
R&D Tax Credit consultant through a British Marine
seminar. That had resulted in a credit in the first year
alone of £30,000. The consultant had subsequently
asked if Seaglaze had considered applying for a Grow
Offshore grant for green energy, due to the high level
of work it was doing for wind farm transfer vessels.
An application was formulated, supported by
letters from leading commercial wind farm vessel
builders. Its success enabled Seaglaze to progress
from deciding to build a glass plant in March 2014,
to seeing machinery installed in June of the same
year. The plant, known as Specialist Toughened
Glass (STG), is now fully operational. Seaglaze found
skills within its own staff to run it – not least the
company’s handyman and gardener who turned out
to have a degree in graphic design!
STG was created in rented premises close by the
main factory to serve Seaglaze, as well as to diversify
in non-marine sectors. It also opens more avenues in
traditional markets. Aside from the growing demand
for directly bonded glass in leisure builds, there are
requirements also for commercial workboats where a
smart look is valued to woo potential charterers.
Serving the one-off nature of workboat orders
is made possible by the installation of a full colour
glass printer that can produce borders and custom
graphics on single units of glass, as required.

The art of manufacturing
It’s been a steep learning curve though, by
Richard’s own admission: “I thought we’d set up the
equipment, turn a switch and it would all work. It’s
not been quite like that.
“It’s a tragedy that the populace does not
understand the true skill involved in the black art of
manufacturing. Take for example a window frame –
ostensibly an operator takes a bit of metal, puts it in
a machine, stamps it, takes it out again and anyone
can do that? Not so. How you put the piece in, the
way you stamp it, and so on – all have tiny effects
and these machines need people that are prepared
to learn, have a significant degree of intelligence and
apply themselves to make it work.”
Alastair has been able to share some of the
company’s manufacturing knowledge through his
work on British Marine’s technical committee. Having
uncovered four flaws in ISO standard representative
tables for glass thickness through writing a computer
programme, he is now involved with British Marine in
drafting the next revision.
The Seaglaze MD is also quick to praise many other
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areas of benefit that the company achieves through
its long-standing British Marine membership. Alastair
has networked with people he now considers as his
mentors. He also wants to join the collective voice of
British Marine in promoting the advantages of new
technologies to standards authorities.

Future plans
Seaglaze is currently at £2m turnover, with a split
of 60 per cent commercial marine and 40 per cent
leisure. It can clearly grow in a number of directions.
Alastair is still very focused on improving the
company’s position in the UK prior to looking more
seriously at export. There’s much attention on the
new build sector, but Seaglaze is finding ways of
keeping its aftermarket sales viable. For example an
Owners Associations Initiative was launched at the
2015 CWM FX London Boat Show to create a cost
effective way of supplying new windows and spares
kits to existing boat owners.
There’s a real emphasis on innovation too, with
rapid prototyping made possible by a 3D printer. An
R&D area was busy working on new window and
door designs at the time of our visit, some of which
are being patented now. The product range is getting
ever wider – Seaglaze has developed more than 130
extrusion profiles alone, helping cement its position
as a leader in aluminium framed doors and glazing.
Alastair and Richard both emphasise that the
Clayton family is in it for the long term, wanting to
run a reliable, honest firm producing quality products.
“I’m in the very fortunate position that next year’s
target is important, but so are the five-year and 10year targets,” Alastair says. “For example, we’re on
the cusp of 3D printing aluminium and titanium. I’ve
got to pay back the glass plant and then get ready
for those technologies as they become accessible.
“More immediately, success for me will be
achieving wider recognition of the quality of Seaglaze
products and the breadth of what we can do.”

Above: Seaglaze has a
whole department focused
on innovation in windows
and doors. One of its
recent investments has
been a 3D printer, on
which it has prototyped
whole hatches and the
components for them such
as this handle. Below: the
main Seaglaze factory
occupies 15,000ft2 in
Rackheath near Norwich

TAKE 10

website bootcamp
Is your company website marketing up-to-scratch? Here are
10 basic pointers to consider over your next coffee break

1

Beware the people that
try and tell you website
marketing is rocket
science and be cautious of
unsolicited emails promising guaranteed
positions on Google. Search Engine
Optimisation (SEO) trickery such as hiding
text on the site and creating hundreds of
false links to your domain run the risk of
damaging your site’s performance. Many
of the basic marketing disciplines that
you would use elsewhere are equally valid
on your website – if you do want help,
choose a legitimate marketing partner.

2

Remember the underlying
aim of any search engine
is to satisfy its own users
by placing at the top of
its results the most relevant information
for any given search. To improve your
chances ensure you have quality content
on your website, written in plain terms,
that is relevant to your business.

3

Writing website content
can be tedious, but avoid
short cuts and don’t publish
lots of duplicated words, or
paste items verbatim from a partner site.
Mirror content (where exactly the same
words are used on multiple pages and
sites) can trigger search engine penalties.

4

Identify the words and
phrases people are entering
in search engines to find
your website and competitor
offerings. Ensure that these are included
in a reasonable density among the
content that you write (but not so dense
that your human visitors lose interest in
what they are reading).
You can use your website statistics and

Google Webmasters (see point 6) to find
search terms, but also remember to ask
anyone enquiring via your site how they
found you and make a note.

5

If you are using a content
management system to
update your site it should
offer fields to complete such
as page title, meta description and meta
tags. Pay attention to the first two which
should be unique for each page. The
page title usually appears as the heading
on a search engine listing and should
contain 60 characters or less. The meta
description is best thought of as your
elevator pitch for the page and should run
to no more than 160 characters.

6

If your business is
predominantly operating in
Europe and the US, then
Google remains the leading
search engine by a large margin.
To learn more about how Google
interprets the content on your website
and what terms people are using to find
it, plus many useful SEO tips, register at
google.com/webmasters/

7

You get three seconds
to capture the interest
of a visitor. Look at the
statistics for your website
and examine the ‘bounces’ – the number
of people that pop in and drop straight
back out again.
Ensure that visitors can find key
information quickly, utilise the ‘hotspots’
on your site (such as the area to the top
left of it) and employ primary colours
for calls to action if these sit well with
your brand. Avoid ambiguous language
in the navigation. Don’t be frightened to

imitate the layout of popular large online
enterprises who will have researched what
techniques get their audiences to engage.
If your visitors are likely to be over a
certain age then don’t use fonts so small
that their eyes bleed. If your target is
a younger generation then emphasise
imagery and videos.
Always write a very compelling first
paragraph that summarises the content
– again remember the three seconds you
have to capture interest. Break the text
up with relevant subheadings and bullets.

8

Keep an eye on your site’s
page load times – high
speed internet connections
have encouraged the use of
much bigger images and files. Visitors get
bored waiting for screens to refresh and,
knowing this, Google penalises sites that
it judges to be performing badly.

9

You’ll be surprised just how
many visitors now access
your site using a smart
phone or a tablet. The
numbers can only rise again.
From April of this year Google is
favouring sites that are ‘mobile friendly’ –
with a ‘responsive’ layout that adjusts to
suit the size of screen.

10

Ensure you have strong
calls to action in all the
right places. These should
include online response
mechanisms – ideally simple forms,
not email addresses. Also place your
telephone number prominently on the
site – many visitors will want to research
online but speak in person.
Finally, remember every enquiry should
receive a fast response!
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PRICE

RIGHT?

Boat dealers must focus on
customer service and profit,
says Dominic Smulders of
Bray Marine Sales

T

his industry has to sell boats with
a profit. It cannot be just a turnnumbers game. Why? Because
you need every customer to be
an advocate, out in a marina somewhere,
raving about your product and the
assistance that was provided. To do that
you must earn enough on every deal to
remain in business, with resources and a
will to provide excellent service.
You’ll never meet a customer that says
‘I bought this boat, the service has been
appalling, but they gave me such a big
discount I didn’t expect any assistance.’
They will shout about what a brilliant deal
they got, but in the next breath say that
the experience had been poor and their
phone calls were never returned.
If you do an unrealistic deal, then don’t
expect to get that customer into another
boat. He’ll forget he got a massive
discount, but will remember your poor
service and won’t come back again. He
might be lost to the industry altogether.
So it’s critical that a dealer avoids
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making price the opening move. If you
start that way there is no attempt to
understand the customer’s needs, their
expectations, deadlines, nor anything
else. It is poor sales practice and doesn’t
promote the manufacturer’s brand and
product. The experience is like visiting a
car supermarket, rather than a dealer.
Your buyers expect you to be like a
premium marque vehicle dealer – their
purchases from you can often be more
expensive than the cars they own.
We can learn lessons from this. The
automotive industry is very focused on
customer retention and setting high
standards in its dealerships, defined by
the manufacturers. The presentation is
great, you walk in and are made to feel
special, whether having your car serviced
or looking to purchase. If buying, the
price is typically the last thing to be
discussed, after your expectations have
been qualified. There is a floor on the deal
below which the salesman will not go.
They bundle benefits to get you to stay in
touch for value-add sales like servicing.
Whatever you buy, once the money
is paid, the price is irrelevant – it’s the
ownership experience that counts. If your
buyer has a problem, even with nothing
directly to do with the product you sold
them, do you have the ethos, willpower
and resources to assist so that their boat
ownership experience is a good one?
The same thinking should apply to
brokerage sales. The customer rarely
understands we are acting like an
estate agent in these deals. Having an
agreement with the seller where the sales
pontoon boats are kept clean, spending
time with buyers and offering some
instruction and advice if they are new to
the water should be standard practice.
As should be pointing them in the right

direction post-sale if they have an issue
with something that breaks.
I often say it is easy to sell boats.
Having a happy customer in 12 months
time is the challenging part of the job.
It can be even harder to sell at
exhibitions. Targets are set to recover the
investment of attendance costs and there
is a finite time to make a deal. So there
is a risk that the focus becomes discount
and price, rather than the dream of
ownership (or in sales terms, the benefit).
We must also ensure that our Boat
Show visitors have a great time. If you
visit Disneyland you see that they know
it’s not enough to build the best theme
park in the world – they make it an
experience with brilliant customer service.
At John Lewis, they will always find
someone to help me. I can get the same
products elsewhere, but I shop there to
feel good about my visit.
We can have the loveliest boats, the
best equipment and the most fantastic
shows, but if the expectations of potential
customers are not met by the service we
offer, then they might not come back.
So how do we address this? Training
is an obvious starting point and business
owners need to promote a culture of
service as their number one target.
All manufacturers should drive good
practice down through dealerships. This
will influence the way that dealers work
with their pre-owned boat sales too.
Above all, we have to sell the dream
of ownership and gear our businesses to
ensure that it is a reality.
British Marine is running a Selling Skills in
the Marine Industry Course on 2 September
in Southampton. Contact Liv Whetmore on
lwhetmore@britishmarine.co.uk or 01784 223631

MEET THE TEAM

Louise
Whythe
association executive

I

f you pull a muscle while doing
that long-neglected spot of
exercise anywhere near Marine
House, then British Marine might
just have the solution.
Louise Whythe knows all about injury
prevention, sports massage, taping and
pitch-side work, having taken a degree
in sports therapy, health and fitness at
the University of Kent.
“I worked with a rugby team for
three seasons, which was fun,” Louise
recalls. However it’s really hard to get
a full-time sports therapist role, so I
combined my interest with marketing
and event management in sportsrelated jobs. From University I started
in gyms and then moved to the Motor
Sports Association (the governing body
for four-wheeled motorsports).”
Louise joined the Rugby Football
Union, just in time for the Six Nations
Championship, where she was involved
in organising the pre-match and postmatch events, including a sit-down
black tie dinner for 800 people.
Her next move was to British Marine,
initially as association co-ordinator,
within the member relations team.
Since then she has been promoted
to association executive with direct
responsibility for British Marine Engines
and Equipment, British Sailing, the
Marine Trade Association, British Marine
Thames Valley, the Passenger Boat
Association and Commercial Marine.
Her colleague, Sarah Hayes, works with
a similar number of other associations;
both also focus on member recruitment
and retention, reporting into head of
member relations, Hayley James.
It’s a job with many concurrent
demands: “I organise meetings and
events, marketing and anything that the
committee requests,” Louise explains.
“The work is varied – which I like. I have
to prioritise my availability for each of
the six associations. Every chairman is
different, some like to delegate, others

like to be more involved, so I change the
way I work to suit them. I’m also there
to remind them of the things that need
to happen as committee members are
volunteers that are all very busy with
their own businesses.
“I’ve learned who to go to for advice
on any given issue. I also like building
relationships with members and have
discovered a lot more about the industry
because of the many meetings I attend.”
A typical meeting schedule for an
association is quarterly, so that indicates
Louise will always be involved in 24 key
meetings annually. Most of them are in
person, off-site or at Marine House, and

The work is varied
– which I like. I have
to prioritise availability
for each of my six
associations
occasionally on conference call. She has
to minute each meeting and follow up on
actions. She also has to organise events.
“I’ve just planned the British Sailing
Collaborative Meeting,” Louise states
(see p3). “We ran the International Sailing
Summit last year and it identified that the
key stakeholders in sailing participation
needed to work more closely together.”
At the time of her interview Louise
was wearing her Commercial Marine
hat to finalise the British Marine stand
at Seawork. This featured the light-box
displays of member products and services
pioneered successfully by British Marine
at overseas shows.
Louise has also been tasked with
starting a sub-group to look at British
Marine staff uniform, in line with the
rebrand. “Men are the hardest – they’re
quite fussy! We’re going to create a
look that’s slightly smarter, but relaxed,

rather than rigid – the proposal is being
considered at the moment.”
So what of life outside of British
Marine? Louise is currently house
hunting, but doesn’t rule out finding
time away from searching and saving to
spend time on the water. Last summer
she organised a staff event at Penton
Hook Marina with canoes, stand-up
paddleboards and a borrowed boat.
“I then sailed on a member’s yacht
to Cowes and took the helm – it was
suprisingly tiring but I want to do it again.
“I’m also trying to get my running
going, which is hard. Every Saturday I do
the 5k Bushy Parkrun. The first kilometre
is always the toughest – during the run
I think ‘why am I doing this?’ But then
enjoy the feeling after it’s finished.”
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