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Big changes, 
bigger opportunities
I write my first leader in this magazine one 
edition earlier than expected. This is due 
to the British Marine Board decision to 
appoint our president, David Pougher, as 
interim managing director, which required 
that I step up as president earlier than the 
AGM in July (see p4). I’d like to place on 
record our sincere thanks for David’s service as president over the 
past two years and for his willingness to head the executive team 
until the next CEO is appointed.  

This is just one of several key decisions that the Board has made 
already this year, all with a focus on ensuring that British Marine is 
truly fit for the future in all aspects of its services for members. The 
value of the talented volunteers that comprise our Board should not 
be under-estimated. On behalf of all members, I thank those directors 
completing their term of service at the AGM and commend to you 
those who will take their place.

The vital work of the Futures Project starkly illustrates that there 
are big changes that lie ahead for the whole marine industry, 
balanced by even bigger opportunities, should we choose to grasp 
them. Recent research commissioned by British Marine suggests there 
are 18.7m people who are receptive to boating and watersports in 
the UK alone, but only 25 per cent of those are actually getting afloat. 
That’s a huge potential market that we must work together to tap.

What better way to start than at the 50th anniversary edition 
of TheYachtMarket.com Southampton Boat Show? As you’ll read 
opposite, it will be our most environmentally aware edition yet. Let’s 
collectively work to make it the most publicly aware festival of boating 
too and capture the imagination of customers and newcomers alike. 

Greg Munford
Acting President, British Marine

Network trail
I booked on two separate British Marine events 
during this past month. My father and I took 
the British Marine Volvo Ocean Race Boatyard 
tour and networking lunch in Cardiff. Having 
immersed myself in the Futures Project for the 
magazine, I also wanted to join the conversation 
at the Futures Conference and Workshop in 
Southampton. Both were excellent and served as a reminder of the 
value of the networking events organised by British Marine. 

It’s hard to get away from your business, but breaking out 
occasionally is essential for fresh insight, contacts and some fun too. 

Kim Hollamby
Editor, British Marine magazine

Keeping the Volvo 
Ocean Race show on 

the road see p8
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QUARTER DECK
Your guide to British Marine news, events and services

TheYachtMarket.com Southampton 
Boat Show is set fair to celebrate its 
50th anniversary in fine style. In May it 
was well up on exhibitor sign-ups and 
advanced ticket sales compared to the 
same point last year. The 2017 event 
attracted close to 500 exhibitors and 
more than 106,000 visitors.

British Marine has now announced 
that it will host a 50th Anniversary 
Gala Dinner at the Harbour Hotel in 
Southampton on Monday 17 September. 
This event will be open to all members 
and commences at 7pm – book now 
through the Events and Courses section 
of britishmarine.co.uk

British Marine Awards
The Gala Dinner will also host the British 
Marine Awards 2018. This year’s awards 
are Best Business to Work For (under 
10 employees and over 10 employees), 
Training and Development Award (under 
10 employees and over 10 employees) 
and Charity of the Year. 

Entrance is free and open to any 

British Marine member. The deadline 
for entry is 19 July and you can access 
further details at britishmarine.co.uk/About-
us/British-Marine-Awards-2018

Long term eco commitment
British Marine also recently announced 
that TheYachtMarket.com Southampton 
Boat Show 2018 will take steps to 
minimise the environmental impact of 
the event and raise awareness of the 
plight of the world’s oceans among its 
thousands of visitors and exhibitors. 
Working with the Marine Conservation 
Society, the organisers have launched 
a dynamic three-year pledge which 
includes moving away from single 
use plastics, serving only sustainable 
fish, continuing to recycle waste 
wherever possible and encouraging 
environmentally responsible behaviour 
by visitors, exhibitors, staff and other 
stakeholders.

By 2020, British Marine aims to have 
the individual engagement and signed 
commitment to marine conservation 

from all of its exhibitors and contractors 
through its Exhibitor & Contractor 
Environment Charter.

Greg Munford, Acting British Marine 
President, comments: “As an industry 
which lives for being on the water, we 
see first-hand the effects humanity is 
having on our seas, rivers and inland 
waterways. It is so important that 
these wonderful and unique resources 
which we rely on are protected. As 
Britain’s biggest festival of boating, 
TheYachtMarket.com Southampton Boat 
Show provides an ideal platform to drive 
change and get sailing enthusiasts and 
boatbuilders alike to take notice.” 

View the full Marine Conservation 
Pledge at britishmarine.co.uk/News

Visitor information
TheYachtMarket.com Southampton Boat 
Show takes place from 14-23 September 
2018. Early Bird tickets are now on sale, 
with two children under the age of 15 
going free with each adult. For more 
information visit southamptonboatshow.com 

Celebrating the big 50 in style
BOAT SHOWS

British Marine has invited members to apply to join a working 
group to develop a new line of promotion and sales platforms 
which will benefit its membership and the wider industry. This is 
in response to the cancellation of the 2019 London Boat Show, 
following exhibitor and visitor research. 

The target of the group will be to explore alternative options 
which will not only support and compliment TheYachtMarket.
com Southampton Boat Show, but will also deliver the additional 
short and long term promotion and sales platforms that its 

membership and exhibitors are seeking to utilise. 
The group will comprise between 10-15 individuals from 

within the membership who will volunteer their time and 
expertise. They will sit on a new working group, alongside 
members from the British Marine Board and executive team, 
to develop ideas which the team at British Marine will then be 
tasked with delivering. The British Marine Board is keen that 
this work should start as soon as possible. Applications are now 
closed and further news will follow soon.

Promotion and sales platform working group formed
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British Marine is delighted to announce a new partnership with Dominion Domains, a 
leading web domain name provider which offers ‘.boats’ and ‘.yachts’ domain names.

Head of member relations, Hayley James-Harris, commented: “We are really excited 
by this new partnership which will see our two organisations working together to deliver 
some great opportunities for our membership. Dominion Domains has been working with 
us already to look at the value of web domain names to the UK marine industry and this 
partnership enables us to engage our members with this important marketing tool.” 

Jim Schrand, General Manager of Dominion Domains said: “We are proud to support 
British Marine, which works tirelessly to keep the marine industry ahead of the curve. 
New top-level domains like ‘.boats’ and ‘.yachts’ are the next ‘mobilegeddon’ when it 
comes to websites, and we are excited to kick off this initiative focusing on education 
and awareness about this important trend 
in online marketing.”

See dominion.domains/assocations/bm

QUARTERDECK

04 | BRITISHMARINE.CO.UK

News in brief
Apprenticeship levy feedback  

–  British Marine is assisting the CBI 
with feedback on the impacts of the 

Apprentice Levy on companies that pay 
it as well as the experiences of non-Levy 
payers in the new skills system. Contact 
aharries@britishmarine.co.uk and see 

britishmarine.co.uk/nib177 

Government export support 
challenged – British Marine, the 
Society of Maritime Industries and 

Maritime UK have issued a stark warning 
to the Department of International 

Trade (DIT) over its lack of investment to 
support UK exports. See  

britishmarine.co.uk/nib178

Evidence call on productivity  
–  The UK Government is investigating 
reports that small and medium sized 

businesses have a serious productivity 
problem and is holding an evidence 

call to understand the problem. British 
Marine is channeling feedback from 
members with a deadline of 29 June.  

See britishmarine.co.uk/nib179

SMM Hamburg opportunity – as 
we closed for press, British Marine partner, 
the Society of Maritime Industries (SMI), 
still had low cost showcase opportunities 

available at this flagship commercial 
marine show.  

See britishmarine.co.uk/nib180

Throw check – following a Marine 
Accident Investigation Branch (MAIB) 
warning, British Marine is urging all 

members to safety check their throw bag 
rescue lines. See  

 britishmarine.co.uk/nib181

New SYUK chairman  – more than 
100 members attended the Superyacht 
UK AGM in May and welcomed new 

chairman, Jeff Houlgrave. See  
britishmarine.co.uk/nib182

Trailer licensing looming? – A 
piece of legislation passing through 

Parliament at present could introduce 
trailer registration and MOT requirements 
into UK law, subject to the outcome of the 

Brexit negotiations. See  
britishmarine.co.uk/nib183

British Marine alerted all members on 13 
June that the EU intends to raise tariffs 
on a range of marine product imports 
from the US. These tariff increases (up 
to 25%) are expected to come into force 
on 1 July this year. Members are being 
asked for urgent information to assist it 
with representations, particularly which 
members are significantly reliant on 
imports of US manufactured pleasure 
vessels for their business.

Members will be aware of the fact that 
President Trump has raised tariffs on steel 
and aluminium imports into the US (citing 
national security concerns under the World 
Trade Organisation (WTO) rules) from a 
number of countries and trading bodies, 
which includes the EU. A temporary EU 
tariff exemption has now expired.

The EU’s list of counter measures include 
a wide range of pleasure craft. British 
Marine has been working with the UK 
Departments for Business and International 

Trade to try and obtain some form of 
exemption for marine products from the 
EU’s retaliatory list, but these efforts have 
proved unsuccessful. Therefore, British 
Marine’s activity has turned to ensuring 
that its members, which are set to be 
affected by these tariff increases, are as 
informed on the situation as possible, to 
seek clarity regarding goods in transit 
and to ensure that the Government has 
suitable support measures in place for 
those UK companies affected.

British Marine is also working 
closely with a host of national and 
international partners, including ICOMIA 
(the International Council of Marine 
Industry Associations) and the NMMA 
(the US marine industry trade body) to 
try and bring about a successful end to 
this situation. Please contact aharries@
britishmarine.co.uk if you believe you will be 
affected and read our Latest News emails 
and the website for updates.

MEMBER BENEFITS

Swift reaction to EU tariff counter measures

British Marine partners with industry specific domain supplier
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ASSOCIATION FOCUS

Commercial Marine escalates programme
It’s been a busy 12 months for 
the committee of the Commercial 
Marine association as they have 
agreed and then commenced 
actions on a strategic programme 
for its 135 member companies. 

To start with it was recognised 
that better research was required for 
the small commercial vessel sector. 
British Marine has now undertaken 
work to create a robust data set 
that will support the association’s 
promotional work, its membership 
and specific recruitment objectives. 
Initial results were unveiled last year 
and the full report is expected in 
time for Commercial Marine’s AGM 
at Seawork 2018.

Members will once again be 
supported by a British Marine stand 
at Seawork (PY93) and presence 
will be enhanced through a drinks 
reception on Wednesday 4 July and 
sponsorship of the show’s ECMA 
Innovation Showcase.

The committee also recognised 
the need to become more involved 
with overseas trade events. Working 
with British Marine’s International 
Development Team and the UK’s 
Department for International Trade, 
members are now being signposted 
to Trade Access Programme (TAP) 
grants for SMM Hamburg on 4-7 
September and Seawork Asia in 
Shanghai, China on 6–8 November.  

The committee sees this 
very much as a first step and 
is examining further ways of 
supporting Commercial Marine 
members in export markets.

Commercial Marine is also 
engaged with the Training team at 
British Marine to discuss the specific 
needs of the sector. Recent work 
undertaken by British Marine and its 
members on developing trailblazer 
apprenticeships for boatbuilding 
and marine engineers are examples 

of initiatives that are already highly 
relevant to the commercial sector, 
but the committee is seeking to 
better understand the training, 
career development and recruitment 
needs of its members.

Another area of vital importance 
to most members in this sector is 
the role that that the British Marine 
technical team plays in tackling ever 
increasing rounds of often difficult 
standards and legislation. Current 
Commercial Marine chairman, Alan 
Goodchild of Goodchild Marine, 
completes his term of office at this 
year’s AGM. He states: “the industry 
sector has witnessed a number of 
significant changes, from wrestling 
with outdated codes which simply 
did not suit small rescue RIBs to the 
introduction of bigger and more 
complex offshore windfarm support 
craft. All of these have posed 
many challenges which we have 
focused on. I hope members have 
benefited from our activities, such 
as our input on the introduction 
and adoption of a workable code for 
the safe building and operation of 
rescue RIBs. The recently introduced 
passenger ferry codes are far from 
practical, so the work continues. 

“British Marine as an organisation 
has undergone several changes to 
ensure it remains at the forefront of 
our marine industries. Commercial 
Marine is a small cog in a large 
wheel, but I hope our contributions 
have helped to secure the ‘British’ 
in Marine by keeping our members 
well represented and respected for 
producing products of outstanding 
quality and safety.

“I shall miss my time as chairman 
but now is the right time to hand 
over this important role to another 
focused individual who will lead 
this sector through the fast moving 
times ahead.”

JUNE
    26-28 June  

TYHA Summer Networking Tour
    26 June  

British Marine Thames Valley Committee Meeting
    28 June  

British Marine Trades Association Committee Meeting
    29 June  

British Marine Kent & Sussex Tour & Tasting at Bluebell Vineyard
         
JULY

    3-5 July  
Seawork International 2018, Southampton

    12 July  
British Marine Midlands Summer Networking Event, Rutland Polo Club

    17 July  
British Marine AGM, Marine House

    17 July  
NMEA 2000 Installers Course, Poole

    20 July  
RCD Awareness Course, Liverpool

SEPTEMBER
    4 September  

British Marine South West Committee Meeting 
    5 September  

Apprentice Mentoring Workshop (initial), Southampton
    5 September  

British Marine Boat Retailers and Brokers Committee Meeting
     6 September  

Selling Skills in the Marine Industry, Southampton
    11 September  

NMEA 2000 Installers Course, Poole
    14-23 September  

TheYachtMarket.com Southampton Boat Show

    17 September  
TheYachtMarket.com Southampton Boat Show 50th Anniversary 
Gala Dinner

    18 September  
British Marine Apprenticeship Graduation, TheYachtMarket.com 
Southampton Boat Show

    19 September  
British Marine Boat Engines and Equipment Annual Dinner, 
Southampton

    26-29 September  
British Marine at the Monaco Yacht Show

 DIARY
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e have issued news of major changes 
in recent times. But it’s important for 
members to realise that, from technical 

support and expert advice, to skills and training and 
running high-profile events, British Marine worked 
through a packed agenda in 2017-18.

All of this work was undertaken on behalf of our 
1600 members that are drawn from the leisure 
marine, superyacht, small commercial marine and 
passenger boat sectors. Most of you reading this 
run small and medium-sized businesses, where 
the services and knowledge that British Marine 
provides can prove to be so vital. Plus, as our head 
of member relations, Hayley James-Harris says in 
her Meet the Team interview (see p13), you simply 
cannot place a value on British Marine’s work to 
represent the whole industry and provide it with 
a voice. This is crucial at a time of great change, 
politically, demographically and otherwise.

According to our Marine Industry Trends 
Report 2017, total revenue from the UK’s leisure, 
superyacht and small commercial marine industry 
rose by 3.4 per cent to reach £3.12bn in 2017. This 
was the sixth consecutive rise in industry revenue, 
now at its highest level since the financial crisis of 

2008. Full-time equivalent employment in the UK 
marine industry is over 33,000; the sector delivers 
an estimated GVA (gross value added) output 
of £39,000 per worker, and UK marine industry 
exports grew by 4.7% to £924 million in 2017. 
These collective numbers dramatically illustrate 
how much stronger we are when working together.

Technical support
One of British Marine’s most important services 
is its technical support. Over the past year, our 
technical team has been fully engaged with, and 
advising members on, a wide range of UK, EU and 
international legislation. This work covers the full 
footprint of our membership, from boatbuilding, 
to equipment manufacturers and distributors in all 
their respective supply chains and even health and 
safety guidance across all membership sectors.

Our technical team provided expert input as the 
new Recreational Craft Directive was transposed 
into UK law. It supported members in lobbying 
for and developing the Maritime and Coastguard 
Agency’s Code for high-speed offshore service 
craft of 500gt carrying up to 60 people and 
supported the completion of an Inland Boatbuilding 

David Pougher’s term as president has 
spanned significant changes at British 
Marine, including the recent decisions 
by the Board to reorganise the executive 
team and to cancel the London Boat 
Show in 2019 in favour of seeking 
fresh ideas that match the preferences 
of the industry’s next generation of 
customers. Meantime there has also 
been much business as usual activity 
at Marine House responding, on behalf 
of members, to the challenges and 
opportunities that present themselves 
on a daily basis. David now occupies 
the office of interim managing director 
ahead of the appointment of a new CEO. 
He offers his perspective here of British 
Marine’s activities and achievements 
over the past year.

 end of 
term report
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Code of Practice. This is just a small sample of the 
important work happening in this area. You can 
read much more in the Technical Report, enclosed 
with this edition of British Marine magazine.

Brexit
With the European Union representing the largest 
market for UK marine business, Brexit remains the 
number one concern for the industry. Working with 
our members, British Marine has been working to 
highlight and secure a number of issues, including:

 ● ensuring that UK vessels maintain Union 
Goods status and securing VAT-paid status on 
secondhand boats; 

 ● ensuring the industry maintains access to 
skilled labour post-Brexit; 

 ● preventing non-tariff barriers from being 
introduced between the UK and the EU which 
would significantly hamper the industry’s 
trade outlook; 

 ● maintaining, for now, alignment with the 
European regulatory system (for example, the 
Recreational Craft Directive); 

 ● scoping out markets for future trade deals.

International development 
Very much connected to our work on Brexit is 
our longstanding activity in supporting exporting 
members through our International team.

 We are a Trade Challenge Partner for the 
Department for International Trade (DIT). Through 
this mechanism and also through its own research 
and resources, British Marine supported many UK 
marine businesses in attending and making the 
most of a number of overseas trade shows and 
exhibitions in 2017, including the Singapore and 
Monaco Yacht Shows, Fort Lauderdale and Miami 
International Boat Shows and METSTRADE. We 
are similarly busy this year and have signposted 
available support at a number of key events. 

However, we are not complacent and recently, 
through our membership of Maritime UK, 
challenged the Government to do much more to 
support exporters and improve the number of 
subject matter experts at the DIT.

We also support importing members and have 
recently commenced a consultation to assess the 
impact of the US tariffs promoted by President 
Trump and the EU response to them (see p4).

Careers and training
We also focus strongly on ensuring members have 
access to the skills and skilled labour that enables 
the industry to continue its growth. As well as 
providing a wide range of courses, British Marine 
is engaged with the UK Government and Maritime 
UK to help tackle skills shortages and is supporting 
a number of employer working groups to develop 

new Trailblazer apprenticeships.
In 2017, we supported the successful delivery of 

new apprenticeship standards, with the appropriate 
funding package, in boatbuilding, marine 
engineering and marina and boatyard operative, 
and work is under way on marine electrician and 
boat master standards. We also work to promote 
careers right through the industry and engage with 
schools countrywide to help deliver and support 
a range of careers events promoting the many 
careers paths available in the marine industry.

Boat shows
We own and operate the TheYachtMarket.com 
Southampton Boat Show. This attracted more than 
106,000 visitors last year and now our focus is fully 
on delivering a successful 50th anniversary edition 
to create success for exhibitors and raise the profile 
of boating for the whole industry.
   The 2018 running of the London Boat Show 
switched to a new five-day format and was 
promoted heavily. Despite all of the work and 
having regenerated the buzz factor, we wanted to 
make the best long term decisions in the interests 
of all members. In depth exhibitor and visitor 
research suggested it was time to make a bigger 
change and you will have seen news about our 
decision to cancel the 2019 edition. 

We will now use the additional time afforded 
to look at how best to meet the changing needs 
of the industry and to match the preferences and 
desires of our next generation customers. A call for 
volunteers to join a promotion and sales platform 
working group went out to all members in May. 
Applications are now closed and further news of 
this group’s appointment and activities will follow.  

Reorganisation
We’ve also undertaken thorough research into 
staff structure that British Marine will need for 
the future. The result was we had to say goodbye 
to some very good people and focus on the core 
areas of our services to members. The nucleus of 
the team that remains in place has the skill base, 
the will, and the knowledge to provide all of the 
support services I have described here, and more. 

This is just the start of a process of increasing 
the value of British Marine to its members. We’ll 
identify what we are doing well, what should be 
improved and those things we should change 
completely. We want members to engage more 
with what we do and to be willing British Marine 
ambassadors to prospective members and industry 
newcomers alike.

Our Futures Project report (see p10) vividly 
illustrates just how much change we can all 
anticipate, even in the next 6-24 months. The key 
thing will be to ensure that we all pull on one end 
of the rope, together.



08 | BRITISHMARINE.CO.UK

meet GAC Pindar 
partner, Andrew Pindar, 
and GAC UK managing 

director, Herman Jorgensen, 
at the Cardiff stopover of 
the Volvo Ocean Race after 
participating in a British 
Marine organised tour of the 
state-of-the-art Boatyard. 
It’s a facility that can repair 
nearly any injury inflicted on 
the Volvo Ocean 65 one-
design yachts after they have 
raced across oceans at speeds of 20 knots or 
more. It’s impressive and it’s mobile. 

The Boatyard is abnormally quiet today. The 
maintenance cycle is finished and the yachts 
are out in the Bristol Channel for an afternoon 
shakedown. We are assured this is not the norm 
and hear stories of tough timescales met. 

The seven competing yachts voraciously eat 
the miles between stopovers, so the race village 
infrastructure has to be doubled up, with one 
set leapfrogging the other. Long legs might 
involve chartering a ship if direct liner services 
are not available. For the sprint around the final 
European stopovers, a fleet of trucks move in 
just minutes after the yachts depart. It’s all 
managed in a carefully choreographed schedule. 

GAC Pindar handles the Volvo Ocean Race 
logistics as it visits 12 countries in six continents 
over nine months. It all happens under the 
full gaze of millions and has to meet the high 
expectations of sponsors and crew. There is 
nowhere to hide if it all goes wrong. Having 
intimate knowledge of what you are dealing with 
in such circumstances is critical.

“We bring our profound understanding, 
passion and love for the world of sailing and 
boats, to logistics,” Andrew says. “I think nearly 
every team in the Americas Cup, either onshore 
or the sailing side, has somebody who’s been 
part of the Pindar sailing programme at some 
point, and the same applies for the Volvo Ocean 
Race too. We know what’s going on with the 
boat and what’s important to the sailor, to safety 
and to the economy. The basis of our business 
plan, when PSP (Pindar Sailing Partners) joined 
forces with GAC in 2011, was to utilise the back 
office and the infrastructure of GAC around 
the world and combine that with our deep 

involvement in sailing.”
GAC Pindar is a marriage 

based around common 
beliefs. In more than 
60 years since it was 
established, GAC has grown 
to become a leading global 
shipping agent, freight 
forwarder and provider of 
specialist services handling 
50,000 vessels every year 
through 300 offices in 
50 countries. Herman is 

quick to point out though that, despite GAC’s 
multi-faceted operations in global shipping 
and its obvious scale and buying power, it is 
the company’s focus on individual needs and 
its people that count: “We’re a service-based 
organisation and that is our point of difference. 
One thing you cannot discount is the human 
factor on the ground. That’s where we are 
strong. You can book shipments from port to 
port, but to actually get them delivered, at 
the right time, in the right order, is something 
that is not as easy to automate. That’s where 
competency, service ethics and being an expert 
at what you do is important.

“We can offer a one-stop shop, or a single 
service. We look at each customer’s needs and 
enable them to choose what is appropriate.”

When the partnership began, GAC Pindar’s 
business plan targeted a strong foothold in 
sailing’s major events. It has delivered logistics 
for the Olympic sailing classes, its second 
consecutive outing as sponsor and partner for 
the Volvo Ocean Race, support for the Americas 
Cup and a four-year contract with World Sailing. 
“We aim to be loyal, provide best service and 
save money,” Andrew states. “I know from 
my own sponsorship of sailors that it’s hard 
to find support, so if you reduce the costs for 
aspirational young Olympic sailors, you build 
long-standing relationships.” 

Andrew describes GAC Pindar’s logistical 
support of competitive sailing as the top of 
the pyramid, but says the company now wants 
to offer its services to the broader marine 
community. “We think that global marine 
logistics is a £500m market at least. For the next 
phase of our development, we’ll be using the 
connections we have through British Marine to 

I

logistically    
What do you get when 

you combine the specialist 
expertise and passion of one 
of Britain’s leading lights in 

sailing with a multi-discipline 
global shipping agency?  
Kim Hollamby caught up 

with GAC Pindar at the Volvo 
Ocean Race Cardiff stopover

MEMBER CASE STUDY

SPEAKING
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talk to its family of manufacturers and using it to 
guide us as a business.

“You can see the synergy with what we do for 
the Volvo Ocean Race. Many aspects of leisure 
marine are mission-critical. If you’re a superyacht 
skipper, you will be in trouble if a spare part for a 
broken air conditioner has not arrived when your 
owner comes onboard. If you own a race yacht, 
you need it at the start line, with everything 
working. If you blow a mainsail, you want the 
replacement right away. The priorities of our 
customers are wide and various, but service and 
price-competitiveness are common needs.”

GAC has also been involved with superyachts 
for some time, delivering a range of services 
such as bunkerage. But, as Herman adds, there 
is scope for much more. “We can provide all the 
ship agents you need around the world, deliver 
crew training, arrange security and offer hull 
cleaning. We are also seeing a growing number 
of inquiries through GAC Pindar for services that 
utilise GAC’s global services, such as arranging 
canal transits. 

“Last year we assisted the National 
Geographic’s Pristine Seas expedition, led by 
Paul Rose, when RRS James Clark Ross could 
not find a suitable ship’s agent in Recife, Brazil. 
Fergus Poole, who looks after superyachts for 
GAC UK, arranged for her to be handled through 
GAC Brazil, which saved a million-pound project. 
We have all of the services that the superyacht 
sector requires.”

GAC is also working with Team Britannia for its 
world record circumnavigation attempt later this 
year. GAC will provide a single point of contact 
to deliver global agency support, coordinate fuel 
supplies en route and engage in local projects 
that support the environmental messages being 
promoted by Alan Priddy and his team, as they 
use cleaner fuel and conduct a study of plastic 
pollution in the oceans. This environmental 
aspect of GAC’s partnership with Team Britannia 
mirrors its active support of the #cleanseas 
initiative, promoted by the Volvo Ocean Race. 

Looking forward, Andrew believes there are 
good opportunities: “I think that the sailing 
industry is in a stronger place than it has been 
for a while. I don’t know about the effects of 
Brexit yet – the governments involved haven’t 
made their decisions – but we’ll be undeterred, 
because our market is worldwide anyway. 

“We can make events more efficient with our 
lean manufacturing mindset and reduce costs 
for organisers and owners. There will be more 
instances of multiple boat ownership and also 
multi-owner boats, where people are paying to 
play and availability is critical. That’s a part of 
where the boating and sailing sector is going to 
be and we are well placed to support that.”

 

GAC Pindar partner, Andrew Pindar 
(left), and GAC UK managing 
director, Herman Jorgensen
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ritish Marine’s Futures Project – and the 
actions that come out of it – could be one 
of the most important pieces of work to 

be undertaken in the history of the UK leisure 
marine industry. The world is changing around 
us in ways that we might not have foreseen, 
even five years ago. Scarcely a week passes 
now without news that illustrates a shift in the 
fundamentals behind how people want to spend 
their money and their often scarce leisure time.

In the Autumn 2017 edition of this magazine, 
we reported the reasons why British Marine 
commissioned member company, Rushall 
Marketing, to create the Future Customers 
report. This looked at a very wide range of data, 
from social changes, through to in-depth analysis 
of research such as the annual Watersports 
Participation Survey. Plus, it examined other 
pastimes and sports under threat from 
generational changes and emerging successful 
activities, such as golf. The exercise was not just 

about finding new intelligence, but also to bring a 
broad range of data together for the first time, to 
better understand cause and effect in one place.

In the months since, that work has been 
studied by a working group and the headline 
facts have been promoted in events at the 
London Boat Show and RYA Dinghy Show. Jon 
Eads, a former British Marine president with 
a senior leadership background in the marina 
sector, was appointed as Futures project 
manager last year. We recently caught up with 
him just prior to British Marine’s Futures Project 
Conference and Workshop in Southampton, held 
on 14 June, to obtain an update on progress, 
plans and additional findings.

“We’ve taken Rushall Marketing’s work and 
created a Develop the Future document which 
contains a strategic plan,” Jon explains. “We 
also have a marketing and communication plan 
that dovetails into the report. Our vision is to 
increase the number of people enjoying all forms 

            Threat or Opportunity?                   

B

The Futures Project is bringing great insight
into the industry’s next generation of customers. 

The picture is challenging, but also offers promise, as 
project manager, Jon Eads, explains to Kim Hollamby
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of boating, throughout their lives and we’ve 
developed 14 core objectives for the Futures 
Project (see above), which all link succinctly.”

Focus groups
One of the key findings of the Future Customers 
report was that the industry needed a better 
understanding of barriers to boating and the 
segmentation of the market. Five companies 
were invited to bid for the work and Arkenford, 
known also for producing the invaluable 
Watersports Participation Survey, was selected.

Arkenford ran six detailed focus groups from 
the north of England to the South Coast. There 
were typically 10 participants in each group 
across the 25-40 age range. They were all active 
and enjoyed outdoor leisure pursuits but were 
not necessarily boaters and weren’t told the 
purpose of the meeting, other than it involved 
discussing leisure activities and sporting pursuits.

“I attended the one in Ringwood,” Jon 
comments. “It was fascinating that all the folk in 
the focus group lived within 30 minutes’ drive of 
the coast or rivers. In the round table discussion 
at the beginning, not one of them mentioned 
boating. They talked about cycling, horse riding, 
bike trekking, jogging, going to the gym, fishing 
– anything but boating! It was a real eye opener 
that we had all these modestly wealthy young 
families and boating was not on their radar. 

“Occasionally someone would say something 

like, ‘I went paddle boarding with a mate down 
at Sandbanks. We had a really good time. The 
kids enjoyed it’. When that kind of comment 
happened, the facilitator would then try to drill 
down a bit more. In response, those questioned 
often agreed that they found boating fascinating 
and really enjoyed it. But they saw it as an event, 
rather than a regular pursuit.

“In another conversation, someone told us he 
was buying mountain bikes at £1500-£2000 a 
time. He would put them on the roof rack of his 
car and drive all over the country to ride. He was 
asked if he had ever thought of taking the bike 
off and putting a canoe on his roof rack – after a 
pause, he responded, ‘no’. That pause suggested 
he had simply not thought about the option. 

“Once we explained the purpose of the focus 
group towards the end of the session, individuals 
again started recalling fond memories of boating 
with family and friends. So, we’re clearly missing 
a trick. This is what the Futures Project is about, 
to figure out how to get in the beauty parade.”

Segments and what they mean
Arkenford took the focus group findings and 
created a detailed questionnaire that was sent to 
2000 people up to age 55, with a 50:50 male/
female split. The sample has a good mix of 
current boaters (25 per cent), people who have 
tried boating (42 per cent) and people who used 
to participate regularly but have since lapsed  

Engage & Promote Pathways &
Locations

Staying Active
& Connected

Increase the number of regular 
participants through improved marketing 
and communications

Refresh the profile and image. Increase 
appeal as: social, fun, healthy, family and 
enjoying nature

Targeted diversity

Create adventure and challenge. 
Modernise and enhance boat shows  
and events

Focused national campaigns with strategic 
partners to drive the profile up

Shift from supply side to demand led 
approach (pay and play)

Broader delivery network (marinas  
and boatyards)

Improve and strengthen pathways into 
boating and watersports

Showcase activities through a series of 
national and local events

Connect customers and newcomers 
through a single and easily accessible 
online database detailing where and 
how to get afloat

Encourage more people to continue 
with their boating and watersports 
through their changing life stages

Highlight governing bodies and  
benefits of club membership

Encourage volunteers and general 
participation across all levels 

Provide guidance on courses and 
knowledge transfer via online 
information and through the promotion 
of clubs and training centres

Futures Project Objectives
Our vision is to increase the number of people enjoying all forms of 

Boating and associated Watersports throughout their lives

18.7m
potential and current 
boating participants 

based on % that qualified for survey 
(people aged 55 and under, who 

would go on the water and 
are currently active 

outdoors)
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(12 per cent). The balance of the sample, around 
a fifth, had never tried any of the boating 
activities that they were asked about.

The results have been analysed to produce the 
segmentation that will sit at the core of Future 
Projects activity:

Mindful Masters
 ● This group are less sociable than others, and 

are looking to get away from it all.
 ● They are looking for mental as well as 

physical stimulation – they want to learn 
how to do their chosen activity in a way that 
will give them the ability to go ahead and do 
it alone in future. 

Relaxing Getaway
 ● This group are looking to get away from the 

pressures of everyday life when participating 
in their chosen watersport.

 ● Looking for quality time and fun with their 
family/friends, not interested in it being too 
difficult, too tiring, or bragging to others.

Social Challenge
 ● This group are much more active – they 

want to get out and take part in physically 
challenging sports and adventures.

 ● However, they also want to have fun while 
they are doing it! Time with others and 
having fun are also key.

Instagram
 ● This group are interested in lots of different 

experiences and want to show off their 
exploits to others on social media.  

 ● They are much less interested in learning 
how to do the sport more generally, or 
challenging themselves.

Try Anything
 ● This group have the broadest range of 

interests, looking for a wide variety of 
experiences

 ● They have a history of trying many different 
activities, including boating, and are looking 
to both learn new skills and have a good 
time doing it

Full details of these segments will be released 
in a ‘Barriers to Boating’ report, unveiled by 
Arkenford at the Futures Project Conference 
and Workshop in June, which will then become 
available on the Futures Project section of the 
British Marine website. 

The report is worrying in parts – for example, 
more than two thirds of people identify with the 
Social Challenge, Instagram and Try Anything 
segments, which in terms of behaviours and 

preferences, sit well away from the traditional 
model of a boat owner as the industry knows it. 
But that is also the point of the Futures Project 
– to highlight just how things are changing and 
provide solid facts upon which to address these 
new audiences.

Conversely, the Barriers to Boating report 
suggests the marine industry is missing big 
opportunities, right now. It suggests there 
could be as many as 14.7m potential boating 
participants to add to the 4m who already 
engage with boating and watersports in some 
way now. That’s nearly four people the marine 
industry is missing for every person it manages 
to attract, a huge opportunity.

Arkenford has carefully researched each 
segment to not only highlight barriers, but 
also suggest potential solutions. “Take the ‘Try 
Anything Once’ segment,” Jon states. “It’s all 
about gaining new experiences. Actually, if you 
tap into that market correctly, then you’ll attract 
a lot more people because they’ll all want to try 
anything once and are likely to influence others.

“If you look at the Instagram segment, they are 
really worried about embarrassing themselves. 
There’s a complete barrier with this group, 
where the last thing they want to do is to make 
themselves look stupid in front of their peer 
group. As an industry, if we understand that then 
hopefully we can offer the right things to help 
them get over that.”

Focal point
Another action identified in the original Future 
Customers report was the need to create 
an uncomplicated, powerful one-stop online 
platform that enables boating to compete with 
other interests and hobbies. It needs to deliver 
clear, comprehensive information, to serve a 
generation that has got used to searching via 
Google online and researching, before engaging.

Jon confirms this is an area being examined 
right now and talks are underway with a series of 
potential providers. It’s also a logical area of co-
operation with the Future Project’s key partners, 
the RYA and British Canoeing. 

There are discussions taking place about 
making the RYA’s Active Marinas project an 
integrated part of the Futures Project. Jon is also 
examining options for using TheYachtMarket.
com Southampton Boat Show as a platform for a 
Futures-oriented event.  

“The Futures Project, and the information 
coming out of it, is not just for sales and 
marketing managers,” Jon concludes. “This is 
good information that everyone can use across 
their businesses and I urge all British Marine 
members to become familiar with the research 
that is freely available to them.

Download the Barriers to 
Boating Report, along with the 
full Future Customers report 
and an executive summary, at 
britishmarine.co.uk/futures

17%
Mindful Masters

16%
Relaxing Getaway

26%
Social Challenge

11%
Instagram

30%
Try Anything

Ratio of
segmentation

 types
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would never again do a job 
that takes me away from the 
customers I’m working with.” It’s 

an instant reaction from Hayley James-
Harris when asked about the change in 
her career that placed her at the head of 
the British Marine membership team, a 
role quite different to her original plans.  

Hayley plunged from A levels into the 
cut-throat, busy world of a Richmond-
based media planning and buying 
agency during the noughties internet 
boom. “I learned negotiation, gained my 
confidence and catapulted from media 
assistant to a media planner and buyer 
in six months. The agency specialised 
in IT and grew from eight to 50-plus 
employees in less than three years. I 
worked with TDK on its first CD ROM and 
handled the launch of pioneer online 
retailer, dabs.com. I bought space in 
specialist and national press and, as the 
dot-com economy went crazy, was given 
my own accounts and bought media in 
radio, TV and billboards too. 

“We used to get taken on winter ski 
trips, and summer trips to La Manga, 
but would often be working on pitches 
until midnight. I was 19 and most of my 
friends had nine-to-five jobs.” 

Hayley realised that progression in 
advertising would mean doing more of 
the same, just at a more senior level. A 
growing fascination with more broadly 
based marketing led her to look for the 
next step. She didn’t have long to wait.

“I went to a recruitment agency,” 
Hayley recalls. “The consultant said ‘what 
are you doing this afternoon, as I have 
a business about to move their event to 
ExCeL London looking for someone with 
media planning and buying experience.’ 
Three interviews later I joined British 
Marine and started just before the last 
London Boat Show at Earls Court.”  

“Managing national newspaper 
accounts then was mad,” Hayley 
remembers. “It was a sexist environment 
and working with them as a young 
female was tough. This is why I am 
passionate about women in marine 
initiatives and have helped young women 
to start their careers in this industry.

Hayley was soon working across 
a much broader range of marketing 

activity: “When we launched the Splash 
Camp children’s TV series I had to make 
it happen, including managing the 
children and ensure they still received 
their schooling. That and running other 
activities like the Making Waves radio 
programme and Try A Boat led to my 
promotion as marketing manager. I 
remember we ran a ‘Buy from a British 
Marine Member’ campaign that got us a 
slap on the wrists from the Advertising 
Standards Authority. On appeal we didn’t 
need to change the ad and saw good 
growth in membership, all very pleasing. 
I also held an industry working group to 
look at participation and we launched On 
the Water, but then the recession hit.”

The downturn triggered a 
reorganisation. Hayley was offered a new 
head of member relations role, to provide 
the membership team with broader 

commercial focus. During her busy 
years as marketing manager, Hayley had 
somehow found the time to study and 
gain her Chartered Institute of Marketing 
post graduate degree. The thought of 
moving away from her core discipline 
was a wrench, but Hayley hasn’t looked 
back since.  

“I didn’t come into British Marine 
interested in boating and now I can’t 
imagine my career outside of the 
industry. My husband and I also have 
the sailing bug, so unless something 
significantly changes, this is it now. The 
people involved are so welcoming and 
helpful. I visit members seeking to offer 
information about our services and how 
we can help, but always learn too from 
feedback, tours of their facilities and 
being told lots of stories.”

In the past seven years Hayley and 
her team have grown membership to 
record levels, but what is the biggest 
challenge of the role? “Demonstrating 
value,” Hayley responds. “I completely 

understand why businesses must look 
at which direct benefits justify their 
investment. I’d add though that it’s 
impossible to place a value on the 
vital representation that British Marine 
undertakes on behalf of the whole 
industry, on laws, technical standards, 
rights of navigation and anything else 
that impacts boating participation or the 
businesses that support it. There are very 
few members I’ve met that don’t see 
that as critical, even if they cannot put a 
price on it. 

“Each event we run is open to every 
member. Every member can expect 
our attention 365 days of the year – if 
something severe happens out of hours 
then members still have access to 
services and our mobile number is on the 
website. I am currently reading the 800 
individual responses to our most recent 
member survey and we take all views 
into account, from our sole traders to 
large companies.”

The ad land work ethic has never left 
Hayley, although life necessarily changed 
when she became a mum. Parenthood 
hasn’t prevented the family remaining 
extremely active and they are rarely 
home at weekends. Many adventures lie 
ahead as their son grows up and Hayley 
would also like to add some volunteering 
into her week when time permits, having 
previously supported a mental health 
charity. “We are big outdoorsy people 
and are always active, like walking our 
Labrador around Virginia Water. It’s good 
to mix life up with a change of pace 
doing different things.”

Hayley James-Harris
British Marine’s head of member relations chats to Kim Hollamby

“I

“I didn’t come into British 
Marine interested in boating and 
now I can’t imagine my career 
outside of the industry...   

MEET THE TEAM  
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Q Now that the Canal & River Trust 
(CRT) has been established for 

some time, how has your focus shifted? 

A The Trust is almost six years 
old and has been through a 

tremendous amount of learning. We’re 
making some changes reflecting what 
we have experienced, consolidating 
everything into six regions and putting the 
vast majority of our resources into them. 

We’re spending more on the network. 
We’ve got to become more efficient and 
generate more income but by far and 
away the biggest challenge we’ve got is to 
build support. We have to get many more 
millions of people onto our waterways – 
enjoying them, understanding their value 
and benefiting from them. 

The CRT has concluded a class leading 
piece of research with Cardiff University 
that examines social return and wellbeing 
outcomes from waterways. That’s why we 
now want to strongly position ourselves 
as a charity for waterways and wellbeing. 
All our strategic priorities are driving 
towards that.

Q Why were the BWML marinas 
placed on the market and what is 

the update on that?

A The rationale for selling BWML 
is to get valuable income for the 

Trust. Marinas are not seen as something 
that’s core to the CRT. The money 
generated by any sale would be invested 
into our property portfolio to generate 
a reasonable and sustainable return. 
That income is critical for maintenance 
and hence the future of the waterways. 
In terms of the sales process itself, we 
have overcome some historic challenges 
defining what represents infrastructure 
Trust property versus non-infrastructure 
Trust property. Now we’re in the market, 
exploring options.

Q How well is your plan going to 
engage with more people?

A Our numbers of visits are 
strong. Volunteering growth and 

youth engagement are both beyond 
expectations. In the last three years, the 

trust has made very significant inroads 
in terms of getting more people on the 
water and involved with the waterways. 
Such as through angling initiatives, 
waterway festivals and events and 
opportunities for young people to get 
on the water like the Desmond Family 
Canoe Trail (see canalrivertrust.org.uk/
specialist-teams/youth-engagement/the-desmond-
family-canoe-trail). We have a national youth 
engagement team, and an education 
team that is connecting children with 
the waterways at an early age through 
making school visits.

Q Are the proposals for the CRT to 
take on navigation management 

of the Environment Agency (EA) 
waterways now abandoned?

A We remain keen to take the EA 
waterways on – the EA is onboard 

with that as well. I understand that the 
Government is not in a position to be 
able to do a deal that would allow us to 
add those navigations to our network 
without some detriment to service for all 
the waterways, which is an unacceptable 
position for the CRT. Until we get to a 
point where we can be sure that it would 
work, we’re not going to take it anywhere. 
Right now, the Government’s bandwidth 
appears fully absorbed by Brexit.

Q Have any conclusions been 
reached regarding proposals to 

permit moorings alongside land that has 
no property based upon it.

A The CRT is continuing its review 
of moorings policy at the moment 

and is at the point where we are in 
consultation with British Marine and 
other stakeholders. As soon as we have 
anything material to communicate, we’ll 
let you know.

Q How do you think the CRT should 
work with marine companies that 

depend on the inland waterways for 
their trade?

A We currently have 34,000 
leisure licence holders and 1000 

businesses with 2000 licences between 

them. We want to grow the level of 
advocacy from our boating customers and 
we need to get better at understanding 
the challenges of the boating trade. I 
know this sounds really simplistic, but 
I would like us all to be seamless about 
the way we promote enjoyment of the 
waterways, for example by getting more 
people hiring boats. We’ve got to work 
together with British Marine and individual 
companies to understand where those 
markets are.

Q How have you responded to 
concerns about air pollution from 

boats in towns and cities?

A We commissioned a research 
company called Aether who have 

concluded that the pollution from boats 
is negligible as a whole. We’ve responded 
to the recent government consultation 
on the matter. There are immediate 
challenges and we will innovate and work 
more closely with local authorities and 
others to address them. The biggest risk 
of town or city air pollution, in many 
instances, is actually to the boaters 
themselves, because of the environment 
that they’re living in. 

There’s also so much more that 
the waterways can do to improve the 
environment. Look at the Aire & Calder 
Navigation and the Sheffield and South 
Yorkshire Navigation – we’re working 
very hard to get freight back on those 
waterways and to create an inland port at 
Leeds. The prospects for canals offering 
innovative solutions and last-mile-into-city 
options for delivery is just phenomenal. 
We must get the waterways back on the 
transport agenda.

Q You’ll be aware of concerns from 
marina owners and others about 

continuous cruisers and whether their 
long-term presence on winter moorings 
breaches rules?

A We need waterways that are 
diverse and inclusive. I don’t think 

about continuous cruisers any differently 
than I think about boats with their own 
mooring, other that in some instances 

Jon Horsfall 
The Canal & River Trust’s head of customer service support answers 

our questions on latest issues facing Britain’s waterways

Q&A



they do provide particular challenges. 
They also offer a level of animation and 
character to the waterways that add 
to their appeal for all users. I’m not 
convinced it is a problem nationally, but 
there are certainly challenges in areas of 
high demand. 

We are stymied somewhat by the 
British Waterways Act 1995, in which 
people can be licenced to continuously 
cruise. It is not clear in the Act what bona 
fide navigation means, so we provide our 
advice, which we believe is reasonable. 

When we started the licence 
consultation process, the kind of collective 
response from boating organisations 
was that continuous cruiser congestion 
in popular areas wasn’t a licence issue, 
but that we should solve everything by 
looking to provide more moorings.

While we don’t want to treat 
continuous cruisers any differently as a 
whole, we thought it would be remiss 
of us not to ask a question in the recent 
consultation about whether or not we 
should look at this topic. We are fully 
committed to reviewing how we manage 
those areas of high demand.

Also, we see increasing numbers of 

people that are struggling, or those 
with vulnerabilities, requesting special 
adjustments to things like cruising 
patterns. Nearly three-quarters of our 
boaters, nationally, are over 55 and these 
equality cases are growing every month. 
In keeping with our wellbeing agenda 
we’ve moved in the last 18 months from 
a licence enforcement team to a focus on 
giving boatowners the right support to 
stay on the water and keep their licence. 
We have employed a welfare officer to 
point people to the right assistance and 
have about 50 volunteer chaplains now 
who help people. It’s a tremendous story.

Q How is the Shropshire Union 
Canal breach going and what is 

the timetable for repair?

A The appeal has raised over £20,000 
and the support has been really 

heartening. There are environmental 
considerations about a local badger 
population but we’re hoping we can 
get the canal open again before the 
end of the season, at a cost of between 
£2m-£3m. 

It’s an indicator of the challenges of 
managing 2000 miles of infrastructure 

that is between 200-250 years old. We 
inspect the network regularly, monitor 
change and assess risk. Because of 
the nature of it, even using the best 
technology in the world, something is 
going to bite you unceremoniously. We 
need to make sure that we are able to 
respond and that our future is secure and 
sustainable. We’re only going to do that 
through public support.

About Jon Horsfall
Jon spent 20 years in the water 
industry before joining the inland 
waterways in 2010.  He led customer 
strategy for United Utilities and many 
of his roles, including at the Trust, 
have been customer service related.  
At the Trust, Jon has been the senior 
manager responsible for the North 
East and Yorkshire waterways and 
more recently has led the Trust’s 
boating business.  

Jon is a keen walker and can often 
be seen taking in the delightful 
stretch of the Leeds & Liverpool Canal 
between Colne and Skipton. 
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T he Green Blue’s new educational 
awareness campaign commenced 
in September 2017 with a focus 

on informing the recreational boating 
community of the UK’s Marine Protected 
Areas (MPAs) and providing support 
and advice in adopting best practice 
to minimise any impacts that boating 
activities might have on marine wildlife 
and habitats.

Seeing marine wildlife from the water 
is always a thrill and the developing 
network of MPAs around the UK features 
an amazing array of creatures. Designated 
to protect habitats and species from 
damage, MPA is a generic term and 
includes different types of legal protection 
such as Marine Conservation Zones, Sites 
of Special Scientific Interest and Special 
Protection Areas. Some areas have 
already been protected for some time and 
remain accessible to boaters – such as 
Skomer Island, with its rich marine life and 
seabird colonies.

MPAs exist around most of the UK’s 
coastal waters, so it’s important that 
the recreational boating sector seeks to 
have more understanding of the species 
and habitats protected in the areas we 
undertake our boating activities. Through 
knowledge of wildlife behaviour and the 
areas where marine birds and mammal 
species breed, feed and rest, boaters will 
become more aware of how to minimise 
disturbance when out on the water. 

Disturbance can be caused by noise, 

proximity, wake and erratic movements 
and many species are protected by 
legislation which makes deliberate 
disturbance an offence. To help safeguard 
our marine waters and wildlife, follow and 
encourage your customers to adopt these 
simple top tips:

 ● Find out more about the area you 
are boating in. Contact the local 
harbour authority or Wildlife Trust for 
local advice and marine codes. They 
can offer a wealth of information 
on what species you might see and 
any local protections you need to be 
aware of.

 ● Think about speed; always be steady, 
predictable, quiet and cautious 
around marine wildlife. This applies 
whether you spot something in the 
distance, close by, or whether your 
passage takes you by seals hauled 
out on rocks or colonies of roosting 
birds on the cliffs.

Many marine boating businesses around 
the UK are taking advantage of The Green 
Blue’s informative guides, posters and 
advice (see thegreenblue.org.uk) to support 
them in raising awareness of MPAs and 
best practice amongst staff, visitors 
and customers through their website, 
newsletters, handbooks, open days and 
other events. For example Royal Quays 
Marina, Jersey Marinas and Mayflower 
Marina have already posted out ‘The 
Green Wildlife Guide for Boaters’ and 
The Green Guide to Coastal Boating’ to 

all their berth-holders. They have also 
included top environmental best practice 
tips within their marina handbooks and 
displayed best practice signs, posters and 
guides around their sites.

Businesses are also striving to ensure 
they have the facilities in place to 
enable their customers to be more 
environmentally sustainable.  Simple 
measures can make a huge difference, 
such as by:

 ● providing and encouraging the use 
of antifoul ground sheets to place 
under vessels to capture paint drips 
and scrapings;

 ● ensuring paint debris is disposed of 
in hazardous waste bins; 

 ● setting up an area where boats, 
trailers and equipment can be 
washed to remove, capture and 
dispose of biofouling that can 
contain harmful invasive plant and 
animal species.

Kate Fortnam, The Green Blue 
Campaign Manager, says: “Recreational 
boaters are passionate about the 
environment they live, work and spend 
most of their leisure time in. We’re keen 
to show and build upon the positive steps 
that clubs, centres, marinas and other 
businesses and organisations are already 
taking to minimise any impacts they may 
have on their marine environment – and 
to help them to build upon this to work 
towards making boating even more 
sustainable.”
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Improving awareness of the environment and 
of the UK’s Marine Protected Areas is a key 

objective to maintain access to the wildlife and 
habitats that boatowners appreciate so much, 

as The Green Blue explains

THE GREEN BLUE COLUMN
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VAT is not everyone’s 
cup of tea, except 
perhaps Simon Anslow 
of PKF Francis Clark, who 

specialises in it and provides an advisory 
service to all British Marine members. 
This will be of particular appeal to those 
involved with boat sales who need to 
wrestle with the facts around when VAT 
is chargeable or has been paid. Advice is 
also available to all members regarding 
any VAT issue they might encounter 
and a number of members have saved 
substantial sums by consulting with this 
service. Contact Simon on 01202 663611 or 
by email at simon.anslow@pkf-francisclark.co.uk  

Incidentally, Simon is also chairman of 
British Marine Wessex, which gives him 
excellent additional understanding of the 
needs of members.

  Searching for a new 
member of staff? Then 
don’t forget that British 
Marine offers a Marine Job 

Vacancies board that is free to post for 
members and easily located via Google 
searches by all marine job seekers. We’re 
raising additional awareness of this facility 
on our Latest News weekly emails too, 
so do please remember britishmarine.co.uk/
Careers/Marine-Job-Vacancies the next time 
you have a role to fill.

Should you find yourself in 
the unfortunate position 
of facing legal issues, or 
you simply need guidance 

on anything from contracts to employee 
relationships, there are two really useful 
self service options available to you 
through the British Marine website. 

The first is a 24-hour, 365-day legal 
advice service provided by Epoq, or Angus 
G MacLeod for Scotland. The second is a 
comprehensive legal information portal 
from BusinessCare covering general 
business advice and templates through 
to comprehensive employee policies, 

contracts and processes. Even if you 
have your own trusted firm of solicitors 
to-hand, templates can give a really useful 
start that wil save you money and we’d 
strongly urge you to log in and explore 
what is available. 

Visit britishmarine.co.uk/Services/Business-
Support/Legal-Services-and-VAT/Legal-Assistance 
for contact and account details covering 
both services.

While on the topic of 
templates, don’t forget 
that British Marine has 
its own range of regularly 

updated specialist contracts and other 
documents to assist, including standard 
terms of business. In total, more than 30 
templates for you to adopt or adapt as 
required. See britishmarine.co.uk/Resources/
Publications/Standard-Contracts

Okay, we cheated on this 
one, because you do need 
to contact the membership 
team for assistance to 

use this service. But did you know you 
have full access to unlimited free UK 
credit checks through British Marine and 
reduced rate international checks too? 
Simply email membership@britishmarine.co.uk 
with the full name of the company you 
want to check and, ideally, its registered 
company number. Expect most UK 
enquiries back within a day.

Access to sound research 
and data is vital for 
everything from making a  
business plan and 

benchmarking your performance and pay 
scales, to persuading a potential partner 
of the validity of your proposal and the 
community of the economic benefits of 
what you are doing. You can download a 
rich library of British Marine research, plus 
documents from other respected sources 
such as ICOMIA, at britishmarine.co.uk/
Services/Growth/Statistics-and-Market-Research 

Health and Safety can pose 
particular challenges for 
any business, but in marine 
operations an increasing 

range of considerations has to be taken 
into account that might not be specifically 
covered within generic advice. To assist 
members, British Marine has a series of 
specialist guides that you can access here: 
britishmarine.co.uk/Services/Business-Support/
Health-and-Safety

To check costs and make 
savings on utilities and 
other routine business costs 
like vehicles, get in touch 

with British Marine procurement partner, 
AF Affinity. There’s no fee to use the 
service and Affinity works equally well for 
firms of all sizes. See af-affinity.co.uk/british-
marine or call 01603 881888

Want to get more 
exposure as a result of 
your membership? Then 
do explore the My British 

Marine section of the website. Member 
search is a really busy part of the site, 
so it is worth keeping your information 
updated in Edit Your Profile. You can also 
renew your membership online, access 
British Marine logos and download British 
Marine member magazine right back to 
issue 1. See britishmarine.co.uk/MyBritishMarine

Don’t forget to ensure 
that all of your colleagues 
at work have access to 
the website and subscribe 

to Latest News, so they too are aware 
of everything available to them at British 
Marine. Ask them to register here: 
britishmarine.co.uk/Register

self service
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British Marine has a whole team of people waiting to 
take your call, but many membership services can be 
accessed directly, through the website or via contact 

details. Here are 10 of our picks

TAKE TEN

Further assistance
For help accessing these, or other 
services, please contact the membership 
team on 01784 223663 or email 
membership@britishmarine.co.uk
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ombard is a quintessential name in 
asset finance, with origins stretching 
back 150 years to the time when it 

hired rolling stock to railways. Fast forward 
a century and marine industry stalwarts will 
remember the name Lombard North Central plc, 
created in 1971 when the National Westminster 
Bank merged Lombard Bank and North Central 
Finance. It became an important source of 
marine finance through the boom boatbuilding 
years that followed. 

Fast forward again and Lombard, as it is 
now simply known, is a member of the Royal 
Bank of Scotland (RBS) group and the largest 
asset finance provider in the UK. The scope of 
what it finances remains wide, from machinery, 
transport and IT equipment, to office furniture 
and much more. Importantly, it has retained its 
interest in marine and has two teams addressing 
the market – leisure and commercial. An RBS 
agriculture finance team additionally looks after 
the fishing vessel market.

We caught up recently with the three people 
who sit at the core of Lombard’s leisure marine 
team today – relationship directors, Joe Dalton 
and Gareth Haynes, together with assistant 
relationship director, Suzanne Burton.

‘We finance everything from RIBs right up to 
superyachts with a maximum length of 40m,” 
Joe explains. “Historically, we financed much 
larger vessels, but pulled back from that when 
the economy became difficult – however we’re 
hoping to go larger again in the future. Our 
bread and butter business includes motoryachts 
like Princess, Sunseeker and Fairline, plus a lot 
of sailing boats. We’re big supporters of British 
business and UK manufacturers. Our smallest 
loan size is £25,000 and the maximum £10m, 
so there’s quite a spread. We also look after 
stocking finance for a select number of dealers. 

“We are doing a lot of business on bigger 
boats. The industry is currently a lot quieter in 
family sailing yachts and the kind of craft bought 
by hobbyists. So, the 30-footers are not really 

moving as they used to and there’s a real lack 
of used stock in the UK too, with people sitting 
on the boats that they’ve got, because they are 
not finding one that they’d like to change to. 
Nevertheless, we expect to see growth in the 
amount of finance that we arrange in 2018 after 
a solid last five years.”

Following a restructure in 2017, Lombard’s 
dedicated leisure marine team is more 
streamlined and better aligned to the wider 
business. Much of what used to happen in the 
company’s Eastleigh office is now supported 
centrally with an underwriting team in Crawley 
and a sales completion operation in Rotherham 
that handles final documentation. “A lot of the 
dealers were a little bit concerned regarding how 
things would be in the new set-up,” Joe admits, 
“but the feedback that we’re getting is really 
positive. We have dedicated specialists working 
alongside our generalist teams in centres where 
efficiency and productivity is key. Additionally 
Gareth, Suzanne and I are always available.”

Gareth is a Lombard veteran of some 31 years, 
but had only just moved to the marine team, two 
months prior to our visit. “I’m the new boy and 
just enjoying getting into it really,” he says. “I’m 
finding that the nice thing about being in the 
marine industry is that everyone you speak to is 
enthusiastic. The environment is very different, 
talking to a private individual who’s buying 
himself a new motoryacht compared to the 
finance director of a company purchasing a piece 
of machinery. It’s a lot more fun too!”

Lombard remains very focused on having a 
single finance product for the leisure marine 
market. “We like to keep things straightforward 
and simple – a marine mortgage, secured against 
the vessel as security,” Joe explains. “We don’t 
usually take other security. 

“We offer a variable rate product and a 
variable term to keep the monthly payments the 
same. That gives a fixed budget and flexibility for 
our customers, who can make repayments when 
they like. They can settle early, usually without 

L

money
  TALK

There’s been a quiet revolution at Lombard that has seen its 
leisure marine team emerge leaner and more streamlined in 
preparation for the future. Kim Hollamby reports

MEMBER CASE STUDY
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any early repayment charges. That works well 
in this market, because people are trading their 
boats up all of the time.”

The Lombard team has been examining 
whether it might launch a fixed rate marine 
mortgage, but discounts the likelihood of 
introducing any kind of Personal Contract 
Purchase (PCP) scheme. “In the future, maybe 
so, but I really don’t see that as something that 
we’ll be bringing in anytime soon,” Joe replies 
when we ask whether it is considering the 
growing consumer trend to rent, rather than 
purchase. “With a car it’s so easy to say what 
it will be worth in three or four years. It’s much 
more difficult to do that on boats, with their 
different specifications and lower build numbers. 
With a PCP, the residual value risk sits with the 
funder; the customer can turn around and hand 
the keys back at the end of the agreement. 
There isn’t an appetite to take that risk currently.

“We do however offer balloon payments, 
which work in a similar way to PCP in having a 
lump sum payable at the end. This helps to keep 
payments low and the balloon is then repaid 
when the boat is sold or traded in.”

“Right now, we’re much more focused on 
improving our turnaround times and streamlining 
the number of documents that we ask a 
customer for when they apply for finance. We 
used to ask for nine different items – now we’re 
down to just three. We’ve also been revising our 
policies to make them more in keeping with what 
our dealers expect.”

“Digitalisation is also a big thing for Lombard 
as a whole,” Suzanne adds, “and we’re part of 
that as well. We’re looking forward to a new 
online system next year enabling customers 
to self-serve and obtain instantaneous credit 
decisions on their yacht’s application, initially 
up to around £150,000. So, they can be sat in a 
dealership, having spent the afternoon looking at 
various boats, decided the one they want, apply 
for the finance on a computer there and get a 
credit decision on the spot.”

“We are really working to make things 
better, which is a testament to Lombard’s 
desire to stay in the leisure marine market,” 
Joe emphasises.  “We also want to get much 
closer to the industry’s key boat dealers. We 
sponsored the round table discussions on British 
Marine’s recent road show events. Lombard 
will be looking to make much more use of its 
membership, at main networking opportunities 
and also with association activities. We’re also 
looking forward to welcoming members to our 
stand at TheYachtMarket.com Southampton Boat 
Show where we are planning a full calendar of 
events and entertainment.

“We’ve been very impressed by British 
Marine’s engagement with us. I’ve been on 
marine for nine months after spending several 
years looking after other sectors for Lombard. 
It’s the only time in my career that I’ve 
experienced an open, strong support network 
and everyone being so welcoming. You don’t see 
that in many other industries.”

The Lombard leisure marine 
team at the company’s Eastleigh 
offices. From left to right: 
relationship director, Gareth 
Haynes, assistant relationship 
director, Suzanne Burton and 
relationship director, Joe Dalton
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