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The Marine Industry Trends survey in
focus, with a look at how British Marine is
responding to its findings

It was gratifying to see the latest Marine
Industry Trends report from British Marine
reveal a sixth consecutive year of growth.
Industry revenue is up 3.4 per cent to
£3.1bn and member confidence is on the rise, with 12 per cent more
members positive about their future prospects than since six months
ago. Just over 250 of you contributed to this edition of the report;
your involvement is invaluable because up-to-date data is vital to
promote the industry and act upon its opportunities and challenges.
As you’d expect, the British Marine team dig well beyond headline
numbers and consider the responses and individual comments you
provide for this twice-yearly survey. There are several themes that
emerge where the challenges are shared by many members.
Brexit is a good example and we are playing an active part on
behalf of our 1600 members to lobby for sensible exit terms that do
not damage the enviable export activities of our industry, nor the
imports and labour on which it also depends.
There are interlinked concerns too around ageing workforce
and customers, as well as the need to nurture skilled workers
and enthuse new people about the many great boating and
watersports experiences available. British Marine’s focus on training,
apprenticeships, promotion of the industry as a career opportunity
and the Futures project are all incredibly important initiatives that are
happening, right now. Do please read our updates on p17 and get
involved too. Just like the Marine Industry Trends report itself, our
activities are always so much stronger when we collaborate together.
David Pougher
President, British Marine

Going round in circles

I was recently researching a project based around
online customer acquisition and found myself
looking at the increasing trend for Millennials to
turn back to bricks and mortar retail outlets for an
actual, rather than virtual, shopping experience.
No sooner have shops feared that ‘showrooming’
(researching in store and purchasing cheaper
online) was their death knell, than we have online only stores
worrying about ‘webrooming’ (researching online and then purchasing
in store). ‘Omnishoppers’ hop across all available information and
shopping channels to make their purchasing decisions.
Few marine businesses have the scale to offer chain store style
physical and online presence, but it’s a stark reminder of the need to
keep our eminently tactile products in front of newer generations, at
boat shows, around marine premises and yes, in the high street also.
Kim Hollamby
Editor, British Marine magazine
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QUARTER DECK

Your guide to British Marine news, events and services

London Boat Show in pictures

The new five-day format 2018 London
Boat Show attracted more than 52,000
visitors and 347 exhibitors, creating a
real buzz around the aisles and wide
range of features in January. Read the
full report online at britishmarine.co.uk/News

including exhibitor feedback. Here’s a
pictorial flavour, covering visits from wellknown supporters such as HRH Princess
Royal and Alec Thompson (above), to
cult sailing vloggers Riley Whitelum
and Elayna from Sailing La Vagabonde,

Business Minister, the Rt Hon Lord
Henley and Sunseeker show opener Sir
Geoff Hurst (below).
Next year’s London Boat Show will run
from Wednesday 9 January to Sunday
13 January 2019.
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Real world challenge for talented young designers
This year’s annual Superyacht UK Young
Designer Competition 2018, in partnership
with Pendennis Shipyard and Olesinski,
set 10 competing students the task of
transforming an actual 52.12m ex-navy
vessel, the Ocean Star, into a bespoke
superyacht for a philanthropist client. They
did so using hand drawing instruments
under the full gaze of a fascinated crowd
at the London Boat Show in January.
Christopher Mobley (pictured below), a
transport design student from Staffordshire
University, was crowned the winner and
secured the prize of a four-week internship
at Pendennis Shipyard. In close second
place, Ashley Scott, a product design
student from University of Plymouth, was

crowned runner up and was rewarded with
a two-week internship at design and naval
architecture studio, Olesinski.
The Superyacht UK Young Designer
Competition was judged by chairman of
Superyacht UK, Peter Brown from Burgess,
Stephen Hills from Pendennis Shipyard,
Justin Olesinski from Olesinski, Tony
Dixon from RWD, Bill Dixon from Dixon
Yacht Design, Dimitris Hadjidimos from
D-iD Limited and former Superyacht UK
Young Designer 2016 winner, Dastinas
Steponenas.
Peter Brown commented: “Both
Christopher and Ashley’s designs were
sympathetic to the DNA of the original
vessel whilst still coming up with innovative
designs truly encompassing
the character of the brief. A
huge congratulations to both
Christopher and Ashley, their
accolades are well-deserved.
“It is great to see so much
up and coming talent from our
British universities and we hope
this competition has helped to
inspire these students with the
diversity and wonders of a career
in the superyacht sector. We look
forward to seeing these students,
and many more like them, driving
forward Britain’s superyacht
powerhouses in the future.”

MEMBER BENEFITS

Bottom line boost from AF Affinity

If you have yet to check out the British Marine member benefits at AF Affinity, then now
could be a very good time to see if you can make a dent in your business costs.
We recently caught up with AF Affinity general manager, Louis Clabburn, who
explained that many British Marine members have now made significant savings by
using the services of this purchasing co-operative, based in Norwich. “A good place to
start is by contacting us to check the bills you are paying for utilities and fuel. We’ve
been able to reduce the costs for many members already, simply by finding better deals.
That’s money that goes straight to the bottom line, without any effort. Once you engage
with us, we deal with everything so that you don’t need
to keep monitoring your purchasing decisions for things
like gas, electricity and oil.
“We do much more though. For example we can
find great deals on telecoms and interconnectivity. We
recently saved a marina member with heavy reliance
on mobile telephones 30 per cent on their bills. AF
Affinity also can secure great deals on cars, machinery,
workshop supplies and more. There’s no minimum
purchase and we work with sole traders right up to
large businesses.”
For more information, see af-affinity.co.uk/british-marine

AFFINITY LTD

04 | BRITISHMARINE.CO.UK

News in brief
Apprenticeship changes –
From April 2018 employers who pay
the Apprenticeship Levy will be able
to transfer apprenticeship funds to
other organisations to pay for their
apprenticeship training and assessment.
See britishmarine.co.uk/nib170
YDSA Conference – British Marine
members are invited to attend the Yacht
Designers and Surveyors Association’s
Annual London Conference at a reduced
rate, onboard RS Hispaniola on
Thursday 8 March. See
britishmarine.co.uk/nib171
Make Marine House your
home – British Marine has
refurbished office space to let at its
Marine House premises in Egham, Surrey.
See britishmarine.co.uk/nib172
Marine Business Growth – British
Marine is teaming up with the Borough
of Poole Council to create a one day
premium business growth event which will
comprise a conference, a trade showcase
exhibition, meet the expert sessions
and a networking lunch on 7 June. See
britishmarine.co.uk/nib173
English Tourism Week – Visit
England wants as many tourism
businesses as possible to get involved in
English Tourism Week 2018. See
britishmarine.co.uk/nib174
Boatmaster apprenticeship –
an employer group supported by the
Maritime Skills Alliance (British Marine
is a member) has been given approval
to develop a Boatmaster Level 3
Apprenticeship Standard, as part of the
ongoing apprenticeship reforms. See
britishmarine.co.uk/nib175
Have your say on marine
planning – the Marine Management
Organisation (MMO) is inviting
stakeholders to get involved in the next
stage of the marine planning process for
the North East, North West, South East
and South West via a series of planning
workshops that commenced in February
and run until the end of March
See britishmarine.co.uk/nib176

Winning havens praised
The Yacht Harbour Association (TYHA) announced the
winners of its prestigious NMU Marina of the Year Awards on
the Thursday night of the London Boat Show on the Which
Marina? stand.
Now in their fifth year, the Awards, sponsored by specialist
marine insurer, NMU, are special because they are voted for
by berth holders. They recognise the best of over 160 Gold
Anchor accredited marinas from across the globe.
The NMU Marina of the Year 2018 winners were:
UK Coastal Marina of the Year (over 250 berths)
ww Winner – St Helier Marina
ww Runner up – Royal Quays Marina
UK Coastal Marina of the Year (under 250 berths)
ww Winner – Inverness Marina, Scotland
ww Runner up – Poole Quay Boat Haven, England
UK Inland Marina of the Year 2018
ww Winner – Church Minshull Aqueduct Marina
ww Runner up – Overwater Marina
International Marina of the Year 2018
ww Winner – Royal Cork Yacht Club, Ireland
ww Runner up – Marina de Vilamoura, Portugal
Superyacht Marina of the year 2018
ww Winner – The Pavilion Marina at Jumeirah Beach Hotel,
Dubai, United Arab Emirates
ww Runner up – Palmarina Bodrum, Turkey
TYHA Chairman, Simon Haigh, praised all the marinas
involved: “Many congratulations to all the winners and
runners up in the NMU Marina of the Year Awards 2018.
These awards have built huge momentum since they were
introduced and really mean something because it is marina
customers who are voting for their marinas, recognising the
excellence of facilities provided and the level of service which
they receive.

Help stop aquatic hitch hikers
We face increasing threats to our
boating activities, biodiversity,
ecosystems, public health and economy
from unwanted pests and diseases. As
such, biosecurity is a key component of
protecting our national security.
Invasive non-native species (INNS)
are those that have been transported
outside of their natural range and can
damage our environment, the economy, our health, the way
we live and can restrict where and how we do our boating
activities. They can ‘hitchhike’ on the outside of vessels and in
spaces within them, as well as on equipment and clothing.
The first line of defence is to stop new aquatic pests arriving,
which requires both an international and a domestic approach.
“Marinas and event organisers are an essential partner in
helping to protect our marine environment and freedom of
access for boaters,” explains The Green Blue’s Campaign
Manager Kate Fortnam. “Events taking place in and around
marinas present an ideal opportunity for ‘hitchhikers’ especially
when participants and their boats have travelled long distances,
or have come from different waterbodies. Reducing the chance
of spreading INNS can make a real difference.”

Rallies, regattas and races
The Green Blue (thegreenblue.org.uk), the environmental awareness
campaign jointly run by the RYA and British Marine, encourages
all marinas and event organisers to ensure participants are
aware that their help is needed to achieve good biosecurity.
“It’s in everyone’s interest to protect the natural environment
that supports our industry and the growth of the sector
is sustainable, meeting the needs of the present without
compromising the needs of future generations,” says Kate.
The Green Blue’s advice includes:
●● Check boats, equipment and clothing for living plants and
animals. Pay particular attention to areas that are damp or
hard to inspect.
●● Clean and wash all equipment thoroughly with freshwater
and antifoul boats annually. Remove visible fouling and put
in the bin, not back in the water.
●● Dry responsibly! When recovering
a boat and trailer, drain water from
every part, including bilgewater and
equipment, before leaving the site.
Clothing and equipment should be
thoroughly dried for as long as possible
before being used elsewhere.
“Many marinas and clubs will be following the Check Clean
Dry best practice. We are encouraging all marinas to think
about exactly how they are managing the constant flow of
boats to and from their sites, especially the infrastructure they
need to put in place for events that could see them having to
manage large numbers of boats at one time,” concludes Kate.
Become a Check Clean Dry champion today and contact
Kate.Fortnam@rya.org.uk at The Green Blue for a range of free
materials you can share to raise awareness of INNS.
BRITISHMARINE.CO.UK | 05
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ASSOCIATION FOCUS

British Marine Midlands focused on partnerships
The British Marine Midlands
regional association has a very
wide remit in more ways than
one. It comprises 200 member
companies in Gloucestershire,
Cheshire, Derbyshire, Hereford
& Worcester, Leicestershire,
Lincolnshire, Northamptonshire,
Nottinghamshire, Shropshire,
Staffordshire, West Midlands
and Warwickshire. This territorial
spread is mirrored by a wide
range of business activities.
For example, the British Marine
Midlands committee of nine
between them span electrical
services, distribution, engineering
support, inflatables, bilge filtration
systems, marine insurance, inland
marinas and hire.
The recently elected new
chairman of the association is
Robert Parton, managing director
of Church Minshall Aqueduct
Marina in Nantwich, Cheshire.
“I’ve been on the committee
for three years and British
Marine Midlands covers this huge
geographical area and a range of
businesses. We are a very wide
church,” Robert explains.
“Some of the other associations
are focused on an identifiable
activity. Our remit is different
and I’m keen that British Marine
Midlands assists all of the people
that are in different parts of the
industry to connect to the right
members working in other areas.
“Being on the committee is
fascinating, because there are
people doing lots of different
things, so you do get a really
good feel for what is going on
and what the state of the nation

is, in sales, manufacturing and
services. The Midlands is not just
about canal boats – which is an
important message to get across.
“I’m keen that British Marine
Midlands works quite closely
with TYHA and the British Marine
Inland and British Marine Inland
Boatbuilding associations. This
way we can arrange really strong
events for our members and hold
events that are in effect British
Marine events for the Midlands
region, to which we’ll aim to
attract a broad mix of members to
network together.
To start with we are working
closely with Hayley JamesHarris and the Membership
team at Marine House to create
a conference at the National
Conference Centre in Birmingham
on 22 March. The event will
include a service update and
presentation, as well as a
networking round table event and
Q&A sessions.
Then we’ll hold our Pimms
and Polo event in the summer,
another event in the autumn and
our AGM and Christmas party at
the end of the year.
We’re also very much looking
forward to working with our new
regional representative, Michelle
Collier. Plus we’ll be keeping an
eye out for fresh and enthusiastic
new committee members who
can spare three or four half days
a year and travel to the middle
of the country for meetings.
I definitely think anyone who
volunteers will gain in their
business from what they learn by
joining our commitee.”

MARCH

5
 -9 March
National Apprenticeship Week
7
 March
The Law Relating to Brokerage and Boat Retailers course,
Stoke-on-Trent
8
 March
General Data Protection Regulations Workshop, Plymouth
 15 March
Inland Waterways Boat Electrics course, Egham
 17-25 March
English Tourism Week
 19 March
RCD Awareness course, Southampton
 21 March
Social Media course, Southampton
 22 March
Midland region conference, National Conference Centre, Birmingham

APRIL

3
 April
British Marine Thames Valley AGM and networking event, Henley

Hobbs of Henley’s New Orleans, venue
for the British Marine Thames Valley
AGM and networking event on 3 April

9
 -10 April
BMET Electrical course, Egham
1
 1 April
Marine Electronics Installer course, Egham
1
 2-15 April
Singapore Yacht Show
1
 9 April
British Marine Trades Association committee meeting, TBA
2
 3 April
RCD Awareness course, Nottingham
2
 5 April
The Law Relating to Brokerage and Boat Retailers course,
Southampton

MAY
The National Conference Centre in
Birmingham, venue for the Midlands
conference in March

9
 May
British Marine Board meeting, Egham
1
 0 May
British Marine Council meeting, Egham
2
 6-28 May
Crick Boat Show

JUNE

3
 June
Marina Industries Association Marina & Boatyard Study Tour, Solent

MEET THE TEAM

Blue Davies

British Marine’s training manager chats to Kim Hollamby

M

ost teenagers get their kicks
afloat by starting in small craft.
As a young Royal Engineer
serving in Germany, Blue Davies spent
his time on the water crewing, operating
and commanding 22-ton amphibious M2
Bridging and Ferrying Rigs.
“You’d take the M2 to the riverbank
and fold two pontoons out either side,”
Blue explains. “Then drive the rig in the
water, retract the wheels and operate it
like a powered raft. You could join the
M2s to make a ferry or a floating bridge.
We worked with the German, Dutch and
US armies, as well as the British, so you’d
see all their tanks coming across.
“I took the Royal Engineer module on
watermanship which involved helming
small assault craft. I also gained my RYA
Competent Crew sailing in the Solent and
later my RYA Powerboat Level 2.”
You might think you know where
this story is going, but Blue had no
idea he would later work in the marine
industry. Having joined the Army,
aged 16, from Plymouth, his 23 years
service was largely based in Hampshire,
but with tours in Germany, Northern
Ireland, Kosovo, Bosnia, Cyprus and Iraq
working on bridge building, low level
construction, road construction, mines
and demolitions.
Blue had also become more focused
on skills development. “In my last tour
I was the training warrant officer for
a regiment of 250-300 people. The
role covered everything from normal
soldiering, to trade training for chippies,
brickies and the like, to specific mission
training for the next theatre that we
were headed for.”
It was an ideal route into his first
civilian job, running an engineering
training centre with a team of 15 at
Havant-based provider, Peta Ltd. “A lot
of my work there was going out and
speaking with employers and establishing
what their training needs were, how
the apprentices would fit into their
companies and understanding their
business needs. It developed my skills
outside of the Army, understanding the
pressures of running a firm, how training
fits into that and ways to apply my
knowledge to that,” Blue explains.

After eight years in that role, Blue took
a fixed contract at Eastleigh College to
develop employer groups for its wide
range of construction and engineering
courses, before being appointed as
Southampton City College’s learning
manager for the engineering and
construction teams.
When the opportunity arose in 2016 to
apply for the training manager position
at Marine House, Blue wasn’t initially
aware of British Marine. However, as
interviews progressed, he realised the
role fitted his background very well.
“I thoroughly enjoy what I do,”
Blue says as we chat just after he has
facilitated the last day of an Intermediate
Marina Manager Course. “I work with
a great team. Training & events coordinator Liv Whetmore and training
executive Chris Holmes do a fantastic

One of the main
differences with the marine
industry...is the passion of those
involved. It is always more than a
job for most people...
job for our department, the wider British
Marine team and for our membership.
“We cover a whole range of subjects,
from the training courses that British
Marine delivers itself, through to
apprenticeships where we work closely
with working groups that help us
develop the new standards. Plus, we
also promote careers within the marine
industry, which gets me out and about,
meeting lots of different people.
“I do a lot of member visits too, some
of them are also our training providers. I
thoroughly enjoy that interaction, finding
out about what it is they need for their
business from a trainee and education
point of view. I look at the courses we
deliver, to ensure they fit the needs of
the wider membership and bring my
educational and skills knowledge to bear.
“Apprenticeships are key to
underpinning all the careers work we
do. We’ve got three apprenticeship
standards that we are developing.

Boatbuilding and Marine Engineering are
both ready for delivery, while Marinas
and Boatyards will be complete around
September of this year. We must
promote apprenticeships and engage
with younger and older people so they
are aware of these opportunities within
the industry.
“One of the main differences with
the marine industry, compared to
construction, is the passion of those
involved. It is always more than a job for
most people and their enthusiasm comes
to the fore.
“On the Intermediate Marina Managers
course this week there were 10 new
delegates that I’ve not met before from
coastal and inland marinas, so you get a
flavour of what is going on, how they are
doing their work and what their concerns
and problems are. It’s good to see their
own personal development on courses
like these, the ideas they swap when
networking and the knowledge they gain
to take back to their marinas.”
For relaxation, Blue and his wife are
both keen park runners, with 179 runs
logged and rising each Saturday. In the
summer, you’ll probably find them cycling
down to the Ageas Bowl in Southampton
to watch Hampshire play cricket. “We
watch England play occasionally too,
most memorably Boxing Day last year
at the Melbourne Cricket Ground for
the fourth Ashes Test. The result wasn’t
great, but joining 88,000 people in a
magnificent stadium was amazing and
we managed three park runs in Australia
during our stay too.”
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scottish

ENTERPRISE
It might be tucked into one of the quieter corners of the British Isles, but Ardfern Yacht
Centre in Argyll is progressively developing its facilities and has recently played a leading
role in developing Scotland’s future marine skills. Kim Hollamby reports

T

he best way to view Ardfern
Yacht Centre and its idyllic
surroundings? By water on
a balmy evening, with the haven’s
welcoming pontoons emerging behind the
seabird haven of Eilean Inshaig. That was
my experience in 1999, at the end of a
lazy run along a mirror-like Loch Craignish.
Fast forward 18 years later. My hire
car crested a hill a mile or so away from
Ardfern, under a military grey sky. In
winter monochrome, the view across the
Loch was different but still breathtaking.
Developed around an old coal pier,
where puffers once called, Ardfern Yacht
Centre’s story is one of ever gradual
improvement. It was acquired by keen
sailor, Robin Baker, in 1979 and remains
under the ownership of his family today.
Former British Marine Scotland
president, David Wilkie, was the managing
director for 25 years until 2009. Under
his watch, Ardfern grew its workshop
and yard capabilities and established
pontoons, a marina office, a chandlery
and a big reputation as a must-visit spot
on any West Coast cruising agenda. He
handed over the reins to current general
manager, Mark Cameron, in 2009 but
it was no surprise to bump into him
nearly a decade later, clad in overalls, still
maintaining his own yacht.
It’s not just David who is very hands
on, as Mark explains: “It’s always been
our ethos to employ all of the required
skills for the marina, moorings, chandlery,
engineering, boatbuilding, rigging,
cleaning and tidying type trades, as well
as brokerage. Having those skills in house
has proven to be very popular.”
Ardfern has around 90 berths on the
pontoons, but the layout is flexible to
accommodate a greater number of big
boats, or smaller ones, to meet demand,
08 | BRITISHMARINE.CO.UK

plus 84 moorings. Up to 125 yachts come
ashore in the winter, secured with tried
and tested close wooden shoring that
is stored on a palletised system in the
summer. It’s a mast-off yard, to guard
against the always present seasonal
possibility of a 100mph storm and to
protect the peace for nearby villagers.
Rigging is one of many specialities.
Over in the workshops, there was a
common theme going on during our visit,
with several yachts in for keel structure
repairs. If you bump into the bottom
hereabouts, it tends to be unforgiving.
But the yard’s skills are far greater than
the treatment of rock rash and in addition
to servicing its own community, the Yacht
Centre sometimes deals with visitors from
much further away. “In the past few years
we’ve had boats from abroad that have
had quite a lot of work done here, Mark
confirms. “One called from Scandinavia
on passage to Portugal – they had been
recommended to come here for a whole
host of stuff, such as a generator, water
maker and wind generator. She went on
her way to Portugal and then entered the
Atlantic Rally for Cruisers (ARC) that year.”

Promoting overseas
Word of mouth is an effective way of
attracting custom, but Mark is also an
active director of Sail Scotland, which
promotes across the UK, Scandinavia,
the Netherlands and France. Ardfern
proactively uses social media to target
those audiences when Sail Scotland
exhibits overseas and has developed its
own videos showing its location and the
technical capabilities of its yard. “Scotland
has the benefit that Scandinavian
countries aren’t that far away. A hop
across the North Sea and through the
Caledonian Canal is just the start of their

summer cruise. It’s something we’ve been
strengthening more and more, particularly
with the brokerage side of the business.
Also Sail Scotland’s activity has brought
cruises in company to us. When a French
yacht club visits, there are stragglers who
return for a winter. We had one man that
decided to do that and his boat has been
here since 2015, to enable his escape
from French summer tourists.”

Big lift
One big change soon after Mark took
over was to purchase a 40-tonne Sublift,
to replace the yard’s 20-tonne hoist. “It
certainly paid dividends in year one,” Mark
explains. “We brought more boats ashore
than we could with our old hoist. We find
it’s much better suited for the workshop
too – much gentler. Off the back of that
we then redeveloped the slipway in 201213, just to increase our draught and try
and move the tidal restriction slightly.
We also upgraded the forklift, introduced
scaffolding to replace staging in the yard
and added fume extraction equipment.
The family are very good at continually
investing money back into the business.
“We also have a very well stocked
chandlery, run by Guy Neville, which is a
lifesaver for some people. Deliveries here
aren’t always the most reliable thing in
the world. The chandlery has a good retail
presentation with the right mix of stuff
for our customers, and also serves as the
trade stockroom for our workshop.”
Progress is continuous. The underwater
infrastructure is currently being renewed,
a job that involved procuring 2km of
32mm chain from a wind farm project and
transporting it back to site in several truck
loads, quite an exercise in itself. Ashore
the process of reinvestment by Ardfern
will continue too. The current aspiration is

From top l to r and down: general
manager, Mark Cameron, in the
well stocked chandlery; aerial view
of Ardfern Yacht Centre with Eileen
Inshaig standing sentinel; the busy and
versatile Sublift; a yacht in for osmosis
repair; a view into the workshop which
handles all manner of repairs, on GRP
and steel boats large and small

to redevelop the toilet block and after that
is done, the future idea is to consider an
upgrade of the office block.

Promoting careers
Ardfern Yacht Centre does face its
challenges though, particularly in terms of
recruitment and skills development. With
such a broad range of trades to support,
from qualified riggers, mechanics,
boatbuilders and other craftsmen
including one of the last time-served
timber boatbuilders in Scotland, it’s a
valuable talent pool to maintain.
“Argyll and Bute, and Lochaber all
suffer from depopulation,” Mark explains,
“and that’s across the whole spectrum of
residents. There’s a distinct lack of young
people who see it as viable to stay in this
area for a career. Which is a problem
that certainly affects us as we have got a
significant number of staff that are at, or
nearing, retirement age.
“We’re involved in the Argyll Developing
the Young Workforce programme
with schools in the area, which is a
trial programme funded by Scottish
government. It’s only been going for
about eight or nine months, but certainly
it’s a good step forward.”
Mark has also worked very closely
during the past year with British Marine
and others to address a pressing need
for a new boatbuilding and repair
qualification in Scotland. This was at the
encouragement of Ardfern Yacht Centre
director, Joanna Ashton, a British Marine
Scotland board member at the time.
“The course that I did at James Watt
back in the late 1990s ceased and the
units fell out of recognition,” Mark states.
“British Marine’s Blue Davies took up the
challenge, and in January last year I went
with him to meet with Skills Development

Scotland, Highlands and Islands
Enterprise, the Scottish Qualifications
Authority, the Scottish Engineering
Manufacturing Trades Association and
various others. We discussed what the
need was and how everybody thought
they could meet it. From that, Skills
Development Scotland agreed to fund a
piece of work to look at the viability of
developing a qualification.
“British Marine Scotland secretary,
Aileen Monk, and I approached several
marine businesses that span a range
of boatbuilding and repair activities, to
obtain their input. The qualification breaks
down into three different legs over two
pathways, to meet the needs of everyone,
which is important.
By October we had got to the stage
where we had an outline Scottish
Vocational Qualification (SVQ) ready to
go. That’s just had official approval, only
a year after we started, which is brilliant.
Now we need to find a college that wants
to deliver it and then build that into a full
modern apprenticeship framework. It will
be on the job training, with the idea to
get education providers to deliver some
of the technical areas. Ardfern has a
trainee boatbuilder right now and if the
qualification is ready in time, he should be
among the first to gain the new SVQ.
“Scotland has a Marine Tourism Strategy
to drive more visits. There must be an
expansion of the service industry to
support it. There are more boats now
and they are getting bigger and more
complex. It’s important to have the
skills to service that demand and make
it a more attractive career. We need
the industry, collectively, to pick up the
mantle and train people, to increase the
critical mass of skills and then everyone
can feed off the back of that.”
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Q&A
Sir Alan Massey, KCB, CBE

The Maritime & Coastguard Agency’s chief executive answers our questions
regarding the many changes happening within his organisation

Q

The appointment of a former
senior naval officer to lead the
Maritime & Coastguard Agency (MCA)
was a bold move at the time. How did
you find the change from Royal Navy to
Merchant Marine?
At first, I had to demonstrate a
degree of competence, which
wasn’t a ‘given’ at all. There are very
bright and challenging minds in the MCA,
so it was an interesting immersion into a
new life. We launched almost immediately
into a series of transformational
programmes to bring ourselves into the
21st Century. And that pattern of change
has been the hallmark of my seven years
here – the pace of change hasn’t stopped.

A

Q
A

What have been the key drivers
for change?
Much of it is a product of the
external environment. As an
organisation, we’re affected by public
expectation, governmental policy and
the opportunities of technology. You’ve
always got to strive to be as efficient
as possible, very conscious of value for
money for the taxpayer and commercial
pressures on industry. That’s been a huge
learning curve for all of us and I think
we’re getting better at it.
As a regulator, it’s no good standing
back and simply issuing regulations and
gold-plating them. The Large Yacht Code
is a good example of how you can make
things better and better again, by talking
to the industry, understanding what their
needs are and recognising that they
want appropriate regulation to promote
standards. We’ve got to understand
how best to make things practicable and
implementable by the industry, without
too much cost or hassle.

Q
A

Where did you start with the
changes at the MCA?
We modernised Her Majesty’s
Coastguard, which comprises 450
professional coastguards – around half
of all MCA salaried staff. Our coastguards
are incredibly loyal and committed, but
they were working to an inefficient system
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designed in the 1970s. For example, if
you were a coastguard with a Titanic-type
disaster happening in your area, it would
completely absorb all your attention; apart
from some limited support from a flank
station, nobody else could help you.
We reduced 19 coastguard stations
down to 11 and linked them with an IT
system, so that everyone had access to
exactly the same information. If, God
forbid, there is a major disaster on your
patch now, you have the whole national
network of 11 stations able to help if
needed and a national centre in Fareham,
Hampshire, which can also assist.
The technical bit was relatively easy,
the mind-set piece less so. We took a
lot of existing, experienced coastguard
members with us but we sadly also lost
many through demography and because
of closing stations. We’ve now built a
very strong, mixed cadre of experienced
coastguards and new people who have
brought different skills and perspectives
into their roles.
By 2015, our national network was in
place, and we now have a magnificent
system which allows workload to be
shifted around and concurrent activity to
be dealt with efficiently. It’s very resilient,
very joined up and we are the subject of
a lot of interest from overseas now, from
people asking ‘How did you do this?’.
We’ve also revamped the way that
we manage our volunteer coastguards.
Not many people know that we have
3500 volunteers, in teams of about 10,
all around the UK coast. If you have a
snag and you get stuck in the mud in an
estuary, or on a cliff, it’ll be our volunteer
coastguards who have the skills and the
equipment to get you out. They also
tackle incidents involving fast running
water, inland search and coastal search,
working with the RNLI.
We’re incredibly proud of our volunteer
organisations – however, we felt that we
needed to better understand and manage
the risks they were taking. We’ve now
allocated more professional coastguards
to support them, a 50 per cent increase to
over one hundred.

Q
A

We also saw major changes with
the provision of helicopters?
The Ministry of Defence stood
down from civilian search and
rescue as the ageing Sea King was coming
to the end of its life. The MCA took on
that entire responsibility, including tasking
the aircraft. We have a fully-managed
service contracted through Bristow
Helicopters, with 22 brand new, very
capable helicopters offering 98 per cent
availability and 10 bases instead of 12. If
you need a helicopter, you’ve never been
better placed. The contract is now fully
operational.

Q
A

What are the next steps on your
change agenda?
There are two big, current issues
and they are linked.
The first is to grow the UK Ship
Register, which the Government wants
us to do. The Maritime Growth Study
of 2015 identified that the UK should
aim to double the size of its tonnage
on the flag. This enables lots of spin-off
industries that are good for the economy,
such as insurance, shipbroking, law and
arbitration – all those business services
that support owning a ship and flagging
it in a particular country. A healthy ship
register also complements an ambitious
and influential maritime nation like the UK.
We’ve already established a separate
directorate for the Register and put a
commercial director in charge. That area
of our business is now growing.
Secondly, we realised that we had
to get smarter with the services that
we provide, such as regulatory support
for ships through vessel surveys and
inspections. The MCA needs to offer a
modern, flexible service with professional
surveyors who appreciate the pressures
on shipowners and operators. This is not
about reducing standards, but engaging
our customers in constructive dialogue
about meeting those standards and
solving any problems that arise.
The MCA’s survey and inspection
transformation programme is a critical
enabler for our improvements to the

register – the aim is that people should
want to do business with us because we
offer a quality flag and a quality service.
For example, we’ve placed a surveyor
permanently in Singapore, because a lot
of our flagged vessels are Far East-based
and owners don’t want to pay the costs
of flying someone out to conduct surveys
and inspections.
We’ve also been bringing the culture
of our people forward and working on
leadership standards, motivation, career
enhancement and development. That’s a
huge part of our change programme that
happens introspectively, but it’s really
important for the MCA’s continued health.

Q
A

The MCA appointed its first
chairman in 2017 – how does he
work in relation to your role?
The Growth Study recommended
that we should have a
commercially-sourced, non-executive
chairman. Michael Parker, who was chair
of the UK arm of container shipping
company CMA CGM, was appointed.
Michael is an enabler, a great
communicator, and for me, a fantastic
mentor. He helps us to think in a more
customer-focused fashion because he’s
got the commercial background we
needed and all the contacts that go with
it. He communicates inwards to us about
how to think commercially and out to the
industry about what life is like being a
government regulator – it’s not all roses.
From a personal point of view, he
doesn’t get involved in the executive
machinery at all but is a very good
sounding board for my colleagues and
me on areas such as the whole issue of
growing the Ship Register.
Michael’s appointment is a very clear

Personal logbook
Vice Admiral Sir Alan Massey, KCB,
CBE joined the MCA after a long
career in the Royal Navy. He was
the captain of HMS Newcastle, HMS
Campbeltown, HMS Illustrious and
HMS Ark Royal. He went on to serve
as Operations Division Leader at
the Permanent Joint Headquarters,
then Assistant Chief of the Naval
Staff and Second Sea Lord, before
being appointed as the MCA’s Chief
Executive in July 2010.
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message that we’re listening to what
industry’s saying. He’s got a real strategic
sense of what commercial means, and he
influences the mindset of the Agency.

Q
A

What are you doing to ensure the
UK Ship Register meets the needs
of the leisure sector?
We appointed Doug Barrow to
head the Register in April last year.
His job is firstly to grow the flag, but he’s
also not losing sight of the yacht sector.
Doug has asked us some very interesting
questions, such as – why is our standard
time for turning around a certificate
application 10 days? The answer is, that’s
how long it used to take when we used to
rely on Royal Mail. He’s pressing very hard
to get our standards up.
Before I took this job, somebody said

to me: “Nobody minds a regulator being
tough, but they’ve got to be slick with
it.” We’ve got to get better at serving our
customers and being proportionate as a
regulator. That’s my highest priority.

Q
A

Where does the superyacht
sector sit in terms of the MCA’s
commercial priorities?
We are very interested in the
industry for three reasons: its high
value, global presence and innovative
approach – superyachts are really
setting the pace. We’re very interested
in innovation – I love the work that’s
going on with helicopter facilities, new
composite materials, smarter ways of
manning ships and designs that push
the envelope. It’s good to be constantly
challenged to think innovatively.
We attend the Monaco Yacht Show,
represented by our large yacht unit which
undertakes Large Commercial Yacht Code
surveys and yacht plan approvals, and
offers expert advice to the sector. With
the UK as part of the Red Ensign Group,
which has a huge chunk of the flagging of
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the international superyacht fleets, we’re
amongst good company. We take it very
seriously, and we’re modernising our act
as well. This year, you’ll be able to register
your yacht online, and we’ll be able to
issue certificates to your seafarers online
too, which we’ve never done before.

Q

We’re speaking at the Superyacht
UK Technical Seminar at the
London Boat Show – how important is
this event to the MCA?
The first testament of its value is to
see the very eminent people from
all areas of British Marine membership
who are attending. We learn a lot
from people who want to share their
experiences and who are seeking our
latest positions and views – we also seek
their opinions. The fact that it was so well
supported this year, with such a lively
agenda and so many questions being
asked, demonstrates the enthusiasm for
such an event. We work very closely with
British Marine on so many things. To have
an opportunity like this, where it all comes
together, is unmissable – that’s why four
of the Agency’s senior leadership took
time out of our diaries to attend this year.

A

Q
A

And what about the MCA’s
approach to small commercial
vessel operations?
Work boats are a big area
for us too. For example, the
vessels that support and service the
offshore renewable industry are often
very innovative, so it’s important that
certification and the Work Boat Code
meets the needs of the industry. Right
now, we’re looking at how to account
for ‘supernumeraries’ – people that are
not crew, nor passengers; finding a way
through that question is important.
We see it as quite a high-risk area
that we need to make sure we regulate
proportionately. Operations often happen
at night, in all seasons, often at speed,
in shallow and congested waters. We’ve
got to make sure that the regulatory
provisions understand and mitigate the
risks that are there.

Q
A

What are the MCA’s priorities for
the year ahead?
Any organisation is only as good as
its people, and we need to ensure
that our staff – and volunteers – are fully
equipped for their very demanding roles,

and able to meet the expectations of a
modern maritime safety organisation. We
have brilliant, hugely committed people:
one of my key priorities is to make the
MCA a great place for them to work,
and to give them the right incentives to
develop and flourish further. This is no
‘overnight’ job, but a long-term campaign.
Then in terms of the priorities that
you’d see in a business plan – those
include growing the UK Ship Register and
the transformation of our survey and
inspection services. Also stabilising the
Coastguard, which is in a great place, but
we’ve got to make sure the improvements
are properly bedded down. On top of that,
we’ll start to reach out to other countries
with training, offering them services under
the UK MCA brand.
Fascinatingly, even though our new
helicopter system’s only been in place
since 2013, we’re already thinking about
the next generation – how to support our
aviation services, improve our search and
rescue capability even further and explore
new technology, like drones.
We’re also going to focus on drowning
prevention, working with the RNLI,
The Royal Society for the Prevention of
Accidents, the Royal Life Saving Society
and the Fire and Rescue Services. Around
400 people die accidentally through
drowning every year, with a further 200
due to suicide, sadly. Together, we want
to reduce the 400 to 200, by 2026.

Q
A

What is the current view on
lifejackets and their use on boats?
We don’t have mandatory lifejacket
regulation in the UK, in the same
way that we don’t have mandatory ship
registration or mandatory training for
smaller, non-commercial vessels. It’s not
the British approach, but you’ve got to
try and get people into the mind-set that
says: ‘Well of course you should wear
a lifejacket’, rather than that it would
be breaking the law not to. We have a
Government which in principle prefers to
avoid forcing change through regulation
and believes in educating and supporting
people into changing their behaviours.
The more we can do through education
and demonstrating that it makes sense,
the better. Every incident is different,
but we don’t want any more lives to
be avoidably lost at sea when there are
equipment types and practices which
could save those lives.

TAKE 10

data day

The General Data Protection Regulation is with us on
25 May, with far reaching consequences. Javed Ali, legal
consultant with British Marine member Hill Dickinson LLP,
summarises 10 of many points to consider

1

The General Data Protection
Regulation (GDPR) comes
into force on 25 May this
year. It replaces the Data
Protection Act 1998 (DPA) in the UK and
other separate data privacy laws across
Europe with a single regulation. Brexit has
no bearing on compliance; the law will be
in force this year prior to Britain exiting
the EU. It applies to processing carried out
by organisations operating within the EU
and those outside the EU that offer goods
or services to individuals within it.

2

The rights that individuals
enjoy under the GDPR
are enhanced beyond the
DPA with resultant new
responsibilities for businesses.
‘Personal data’ under GDPR means any
information relating to an identified or
identifiable natural person – known as the
‘Data Subject’. Indentifiers are very broad
and include, for example, IP, Machine
Access Code (MAC) and email addresses,
user generated media, as well as obvious
name, address, telephone and financial
data. It’s safest to assume that, if you are
holding any information relating to the
identity of a Data Subject in digital form
or manual filing systems, however oblique,
then the GDPR applies to your storage
and processing of that data.

3

The GDPR has overhauled
the concept of ‘Controllers’
and ‘Processors’. The
Controller says how and
why personal data is processed. The
Processor acts on the Controller’s behalf.
The Processor has to keep records of
personal data and processing activities
and GDPR also places significantly more
legal liability on the Processor if it is
responsible for a Personal Data Breach.
The Controller has to ensure that the
contracts it has with a Processor are
compliant with the GDPR. The Regulation
also places greater emphasis on the

documentation that data controllers must
keep to demonstrate their accountability.

4

There are circumstances
in which an organisation
might compulsorily be
required to appoint a Data
Protection Officer (DPO) from among its
workforce if sufficiently independent and
empowered, or from outside. It can also
voluntarily appoint this role if desired.

5
¦¦

¦¦
¦¦

¦¦

¦¦

¦¦

The DPA’s data protection
principles are replaced by
the GDPR’s requirement
that personal data shall be:
processed lawfully, fairly and in a
transparent manner in relation to the
data subject;
collected for specified, explicit and
legitimate purposes;
adequate, relevant and limited to
what is necessary in relation to
the purposes for which they are
processed (‘data minimisation’);
accurate and where necessary, kept
up to date and erased or rectified
without delay;
kept in a form which permits
identification of data subjects for
no longer than is necessary for the
purposes for which the personal data
are processed;
processed in a manner that ensures
appropriate security of the personal
data, including protection against
unauthorised or unlawful processing
and against accidental loss,
destruction or damage.

6

The GDPR also states that
data processing is lawful
only to the extent that
the data subject has given
consent to the processing of his or her
personal data for one or more specific
purposes, or because it is necessary
for the performance of a contract or to
comply with a legal obligation.

7

Where consent is involved,
the Controller must be able
to demonstrate that the
Data Subject has consented
to processing his or her personal data. The
consent must be specific and use clear
and plain language and the Data Subject
must be able to withdraw consent.

8

You need to be aware of
the specific regulations
governing the processing
of racial or ethnic origin,
political opinion, religious beliefs trade
union membership, genetic and biometric
data, health and sexual matters – there
are strict controls to observe.

9

Extensive information
has to be provided to the
Data Subject, including the
identity and contact details
of the Controller, the contact details of
the DPO if applicable and the purpose and
legal basis of the processing, together
with a range of other information.

10

It is highly unlikely that
your business will comply
with GDPR unless you
have taken steps to fully
review and amend policies, contracts and
procedures, undertaken training for your
staff and put other safeguards in place.
This article highly summarises just a few
elements of compliance. Hill Dickinson
LLP is holding a series of half-day British
Marine GDPR workshops around the
country to assist members in coming
weeks – please see britishmarine.co.uk/Eventsand-Courses/Training-Courses
The Author
Javed Ali is a legal consultant for
commercial law firm Hill Dickinson LLP.
He specialises in litigation, commercial
and regulatory matters, has several large
maritime clients and works with British
Marine on GDPR compliance and training.
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100
YEARS

ou might well have
noticed that EP Barrus is
celebrating its centenary
right now. Less visible, from a
marine industry perspective, is
the broad scope of this specialist
marine, industrial and garden
equipment distributor. With
headcount growing towards 190,
turnover north of £60m and 38
significant brands represented,
the scale of operations at the
company’s 203,000m2 freehold
headquarters in Bicester is boggling,
in terms of its diversity. A stroll
around the warehouse takes
you past everything from sets of
immaculately dressed 900hp diesels
awaiting shipment to many (as in
hundreds) of green gardening wellies. The
extensive racks of stock typically churns
within three months, or more frequently
depending on what it is.
Yet, spend some time talking to the
team that make it all work and you realise
there are common threads that run
through the whole operation. Not least
proven activity that weaves into current
practice from the company’s rich heritage.

How it all started
Founder Ernest Prouty Barrus hailed from
Massachusetts, but arrived in Britain in
the early 1900s to represent the interests
of toolmaker LS Starrett, enjoying success
in his endeavours. He then teamed up
with Irish-American John Redmond Cullen
in 1917 to form Barrus & Cullen Ltd, in
Upper Thames Street, London, to handle
the distribution of Starrett precision tools
and Cleveland twist drills. Early deliveries
were by lighter alongside the company’s
riverside wharves.
Following the post war boom, Jack
Cullen decided to return to the US and
the firm was renamed EP Barrus Ltd, in
1924. Aided by his nephew, Frank, Ernest
proceeded to build a distribution business
right across Europe specialising in US
precision tools, with a focus on quality
and innovation. The company introduced
the claw hammer and metal plane and
represented Stanley woodworking tools,
among hundreds of other products you
would otherwise recognise now in DIY
chain stores. During the 1930s the focus
shifted to power tools.
The seeds were also being sewn for
Barrus’s longstanding relationship with the
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young
Oxfordshire-based EP Barrus is
a centenian with a rich heritage
behind it with plans to lay down
an equally memorable next 100
years. British Marine magazine
visited to learn more about
this extraordinary engineering
focused distributor
marine industry. Ernest Barrus founded
a powerboat team in the mid-20s using
Lycoming inboard engine hydroplanes
and Johnson Sea Horse outboards. The
company was appointed UK agent for
both brands in 1935 and maintained its
high profile in all the key powerboat races
of the day.
Barrus got its first experience of
industrial engines by distributing Johnson
Iron Horse engines and Chore Horse
generators – the latter saw service in
wartime, topping up the batteries of
Spitfires and Hurricanes among its duties.
A similarly foresighted move was
the evolution of the package boat,
which Barrus pioneered in the 1930s. A
seven-seater, 16ft launch, made for the
company and shown at the 1936 Motor
Boat Exhibition, cost between £275-£325
when fitted with a Lycoming 45hp engine.
As you browse through Barrus’s history
these links to current day keep jumping
off the page. The company’s extensive
training facilities in Bicester were the
latest evolution of initiatives dating back
to 1936 when it opened an exhibition
garage to back its automotive activities
at that time. The Special Projects Division

owes its lineage to the company’s
supply of Storm engines for British
armed forces assault craft in WWII,
although the company was to face its
own storms during this period.
By now based in Acton, Barrus’s
Upper Thames Street premises were
completely bombed out in the Blitz.
The European occupation curtailed
its burgeoning overseas operations.
Ernest established a New York office
to assist the flow of vital materials to
the UK and undertook many hazardous
trips across the Atlantic to oversee the
fortunes of the business as a part of
the war effort. However, it is likely this
took a personal toll and his untimely
death due to health issues in 1944 left
the business in the capable hands of
Frank Barrus.
Post war saw a restructuring of the
company to deal with death duties, a
foray into manufacturing tools and reemergence in the leisure marine industry
as an early exhibitor at the London Boat
Show in the 1950s. Sole responsibility
for the company passed to Ernest’s son,
Philip, following Frank’s death in 1958.

Enter one Robert Glen
However, for many, it is Ernest’s
grandson, Robert Glen, who has been
the larger than life face of Barrus for as
long as memory serves. His extremely
influential career has been exclusively
devoted to building the company into the
diverse and highly successful operation
it is today, in the process assisting many
other businesses that have become
household names in their own right.
The landmarks have been many, but
included commencing Barrus’s highly
successful relationship with Yanmar in
1969 and identifying Bicester as the best
location in the UK for road distribution
and moving the business there from
traffic congested Acton in 1977. Johnson
parent company, OMC, chose that same
year to serve 90 days’ notice that it was
terminating its global distributors and
with that, its 42-year relationship with
Barrus. Robert responded by committing
to the then fledgling Mariner joint venture
between Mercury and Yamaha, using
his company’s high profile in powerboat
racing and its dealer network to quickly
establish the newcomer in the UK. Barrus
added stablemate Mercury in 2001.
Today Robert is the company’s

chairman and retains a focus in the
Special Products team that is a part of
the Marine Division, headed by general
manager, Mark Coleman. If you are
afforded a tour of this area at Barrus,
then you have the feeling you’d better
keep quiet about it, lest someone be
despatched to finish you off afterwards,
such is the nature of some of the design,
engineering and testing carried out there.

From l clockwise: inboard engine development
and maintenance; just part of the extensive
warehousing; the five-cell dynamometer
facility; one of several shuttles from which
500-2000 daily parts consignments are picked;
Outboard engine remanufacturing

Adapting to market
Special Products is the epitome of
Barrus’s philosophy – to locate good
products from reliable manufacturers
abroad and then present them in a
way best suited to local needs. For the
military or RNLI, that might mean taking
a standard motor and modifying it at nut
and bolt level, to perform in the most
abnormal of circumstances, such as
complete inversion and submersion. Or
adapting a powerplant so that it works
faultlessly when installed in a boat that is
regularly dropped into the water off the
back of an aircraft. Or remanufacturing an
outboard for low magnetic signature.
“Everything you may see in Special
Products is non-standard,” Mark says.
“When we are approached by our
partners to develop a new application,
the answer’s always yes and the
company invests in its own design and
development. If we spend a week to
design something, we get the investment
back in the product sales and experience.
We learn something every day and
everything we develop, we own.”
That work in recent times has included
collaborating with leading players in the
world of autonomous surface vessels
(ASVs), where the company’s pre-existing
work in adapting engines to have high
reliability and low maintenance is a
natural fit for unattended operation.
It’s one of several areas where Barrus
has collaborated with the British Marine
technical team and is also involved in IMO
discussions regarding ASV regulations.

From l to r: managing director Robert Muir, group sales
director Tim Hart, marketing services manager, Karen Clarke
and Special Projects Division general manager, Mark Coleman

Three marine divisions
It is easy to get mesmerised by the
activities of Special Products, but as
managing director Robert Muir explains,
it’s just one part of a holy trinity of
divisions, joined very much at the core:
“Our business is set into three streams –
marine, industrial engine and gardening.
Each has got subsets to it. Marine
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comprises Marine Leisure, headed by
general manager Ben Allen, that includes
Mercury and Mariner outboards, plus the
Quicksilver, Admiral, AB and SunSport
boat brands; and the marine diesel
division, run by general manager Robert
Plant, which looks after inboard engines
and drives from Yanmar, Mercruiser and
Mercury Diesel, plus Mase Generators and
Special Products. Our industrial engine
division includes Yanmar, John Deere,
Toyota, Kawasaki and Loncin. Gardening
has several subsets too, including long
standing partner, MTD.

Common function
“We’re quite a complex company, but
a common factor is we understand our
role as a distributor, which is to give first

people. It’s always been our objective
to employ the best and our heads of
division are the highest quality in the
industries they represent. All our sales
staff have an engineering background.
They report to Tim Hart, our director of
sales and marketing. He joined our marine
diesel team, then took on running our
marine leisure team and now manages all
sales functions inside the company. His
multitasking, multi-market portfolio is a
phenomenal job spanning everything from
SME sales to dealing with buyers from
national chain retailers.
“Our general managers would be a
managing director in any other business.
They are responsible for the profitability
of the division they run, as well as the
technical operations.”

Growing talent

Barrus chairman, Robert Glen, receiving
congratulations on the company’s centennial
achievements from British Marine chief
executive, Howard Pridding. Barrus is a keen
supporter of British Marine, recognising its value
also for its extensive chain of engine and boat
dealers. The company is also a major exhibitor at
the London and Southampton Boat Shows

class service at the lowest possible cost,”
Robert continues. “To do that we keep
our overhead line ultra-thin. We have one
accountant, one computer system, one
homogeneous electronic parts catalogue,
one director of sales and marketing and
one marketing manager. That approach
has enabled us to invest in the best.
We’ve just bought an entire new fleet of
DAF trucks and trailers with demountable
forklift trucks. We couldn’t make that sort
of investment if we didn’t have a wideranging portfolio of products.
“It’s not just the investment and
the assets that we’ve got behind the
company, it’s also the investment in the
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Like many marine companies, Barrus is
acutely aware of the need to grow its
own talent, as Tim Hart explains: “We’re
a company with a big marine presence,
but being in Bicester we don’t have many
people close by who have grown up with
boats. For our sales engineers, we have
a programme where we employ engineer
graduates direct from university, bring
them through workshops and then sales
training. We also have a long-standing
apprenticeship scheme to bring through
qualified employees for the company, all
with the engineering focus that we need.”
Barrus has a very distinctive culture
that is centred around hard work and
fun. It is mentioned several times during
our visit and it’s clear that there is a high
expectation placed on anyone that dons
the Barrus badge, but also a desire that
everyone will get something out of their
working day.

Engineering focus
Barrus also aims to add value at every
level of its relationship with partners,
dealers and customers. From its fivecell dynamometer and outboard test
facilities, to its substantial engineering,
development and maintenance
capabilities, to rapidly shipping anywhere
between 500-2000 parts deliveries
daily, running free on-site training and
supporting its extensive dealer networks.
“You can’t sell a marine diesel engine
or an outboard, or an industrial engine,
without a lot of credibility from the
manufacturer and the customer,” Tim

explains. “Our people are all good
engineers, with good backing. We always
provide them with the latest equipment,
so when they do their job they’ve got a
lot of credibility. That enables us to punch
above our weight.”
“Another really important part of
our business are our specialist dealer
networks,” Robert adds. “We recognised
that there was a whole generational
shift coming through, with reliance on
some very capable old school guys that
were thinking of retiring and leaving
a potentially massive gap opening up
behind them. But there are a lot of up
and coming youngsters that seem to
be joining the industry now who are, if
anything, more technically capable and
they’re hungry. They need knowledge so
we’re typically training 500 engineers on
site here, free of charge, between October
and March each year.”
That’s not the only significant
investment being made in Barrus’s future.
The company is running some of its
operations from three leased satellite sites
in nearby Upper Heyford to cope with
current growth. Plans are afoot however
to bring everything back together again
and create more space too.
“We are currently in the process
of establishing our new home for the
next 100 years and looking to move to
a 17.59-acre site in Bicester,” Robert
explains. “We should be contracted
and through planning by June 2019.
Relocating will be a massive undertaking,
but we’ll establish an engineering campus
and create sufficient space with bigger
buildings and spare land to deal with
future expansion.
“People are the most important thing in
this business, so we are staying in Bicester
to avoid disturbing our culture and
workforce. We’re also embarking upon a
system of improving the procedures inside
the company, to guarantee repeatability.
We’ll do that through developing people
with an eye on the long term of five, ten
and even 20 years.
“We ask every employee inside Barrus
to be the best they can be. You must
have an environment that enables them
to interact with the company and to
become a stakeholder in it. Our future is
to build a sustainable single site structure,
to grow with the right people in the right
places and provide them with the correct
resources.”

MEMBER BRIEFING

TREND REACTION

British Marine’s latest Marine Industry Trends survey, released in January, encouragingly revealed a
sixth consecutive year of growth, together with more detailed opportunities and concerns. Here we
firstly take a look at the headline statistics, then summarise some of the issues that members have
highlighted and actions that are already in place to deal with them

41%

The percentage of members that are positive about their future prospects – a rise
of 12 per cent over the last six months, driven by boosts to exports and tourism
due to weaker pound

£3.1bn

Industry revenue, up 3.4 per cent, due to increased competitiveness following the
depreciation of Sterling

£39k

The Gross Value Added output per worker in the UK marine industry. UK
productivity remains sluggish compared to G20 rivals, but the marine sector
performs above-average versus other industries in the country

45%

The percentage of boat retailer members reporting an increase in exports of
secondhand boats to the EU. Fears that the UK boat park will diminish are being
realised and concerns are growing about the ageing customer demographic

1in5

The number of member companies suffering skills shortages. Workforce growth
is static, with just 17 per cent of members recruiting – up five percentage points
from six months ago. Issues include recruitment and post Brexit visa concerns

16%

The percentage of members that employ at least one EU citizen, a decline of 5 per
cent compared to six months ago. European worker net migration is down to 2014
levels due to anxiety around future visa arrangements

5%

The percentage of members that employ non-EEA staff, showing that the industry
is more dependent on UK and EU workers

53%

The percentage of exporting members that are confident about their market,
compared to 58 per cent of non-exporters who are positive about their business
prospects, suggesting that confidence in the economy is growing

50%

The percentage of boating tourism related companies reporting increased sales,
up from 26 per cent in June 2017. Marinas and boatyards were the second most
positive sector, with 47% of companies reporting revenue growth

24%

The percentage of members that report profits are on the way up, an increase of
14 per cent since June 2017. Operating costs are increasing for businesses, but at
a reduced rate
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TREND REACTION POINTS
SKILLS

shortages and the need
to develop new talent,
particularly in technical trades was identified by
many members as a priority due to knowledge
being lost as time-served workers retire.
British Marine is working hard to ensure that its
members, and the industry, have access to the
skills and skilled labour that it needs to grow.
As well as providing a wide range of short
courses itself, British Marine is fully engaged with
the UK Government and Maritime UK (the single
promotional body for the UK’s marine and maritime
industry) to tackle this issue.
British Marine research in 2016 highlighted that
critical skills gaps are holding businesses back,
with technical skills being the biggest obstacle to
recruitment. It evolved a strategy in response:
Short term impact
Full engagement with the Home Office and UK
Visas & Immigration to maintain access to skilled
EU workers post-Brexit and to improve the
industry’s ability to access non-EU skilled labour
where there are recognised skills shortages.
Relatively few member companies use the UK’s
Tier 2 and 4 visa entry routes, so more assistance
and guidance is required to help the industry
successfully navigate the UK’s work visa regime.
Medium term impact
British Marine is supporting a number of
employer working groups to develop new
Trailblazer Apprenticeships. In 2017 it supported
the successful delivery of new apprenticeship
standards, with the appropriate funding package,
in boatbuilding, marine engineering and marina
& boatyard operative, and work is underway on
marine electrician and boatmaster standards
British Marine is running Apprenticeship
Mentoring Workshops, to help employers maximise
the benefits that apprenticeships can offer
Collaborating with the Worshipful Company of
Shipwrights, a dedicated marine industry fund
(Shipwrights’ Apprenticeship Scheme) assists a
company taking on its first apprentice.
British Marine celebrates the achievements of
marine industry apprentices every year at the
Southampton Boat Show, with its Apprenticeship
Graduation Awards.
British Marine also has a seat on the Engineering
& Manufacturing Working Group for the
Government’s new ‘T Level’ standards, helping
to bridge the gap between school/college based
learning and employment.
Long term impact
British Marine recognises that the long term
stability of the industry’s skills base depends on
recruiting the right talent, so there is focus on
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promoting marine industry careers now – of which
more below. See britishmarine.co.uk/Services/BusinessSupport/Training-and-Careers for further information
and read our interview with training manager, Blue
Davies, on p7.

CAREER

opportunities in the
marine industry need
to be more widely promoted and understood,
according to members who often compete with
other more visible industries when recruiting.
British Marine research in 2016 identified that
members’ employees recognised the traditions and
passion that shaped the culture of the industry, but
also the technical creativity and entrepreneurialism
of marine businesses. Research also showed that,
contrary to popular belief, the marine industry
does not pay less for many skills compared to
other sectors. These facts, and the sheer diversity
of the industry, provide obvious opportunities for
recruitment of those unaware of what is on offer.
Working with its Career Ambassador network
and regional and group associations, British Marine
delivers and supports a range of careers events
aimed at encouraging children, teenagers and
adults to consider a role in the marine industry. It
also works alongside Maritime UK to attend events,
like the recent National Career Guidance Show at
London Olympia, to showcase opportunities.
British Marine and British Marine Scotland have
produced great videos aimed at showcasing the
variety of careers available, as well as busting
some of the myths around careers in the industry.
Advice and tools available include a deck of cards,
developed with British Marine South, highlighting
different career paths to assist any member
company wanting to get involved with careers fairs
and schools.
See britishmarine.co.uk/careers for more information.

FUTURE

customers need to be
discovered and promoted
to effectively, according to members concerned
about the ageing demographic of people buying
boats and products.
As you will have read in the previous edition of
British Marine magazine, a major piece of research
on Future Customers was conducted last year to
examine four key areas:
●●
●●
●●
●●

Social context of future customers
Statistics and trends
Emerging themes
Benchmarking against other leisure sectors

The report and the plans arising from it were
launched on the London Boat Show Legends
Theatre this year by British Marine president, David
Pougher, project researcher, Liz Rushall, and project

MEMBER BRIEFING

manager, Jon Eads, together with Sarah Treaseder,
chief executive of the RYA, a key industry partner
for the ‘Futures’ project as it is known.
Using these learnings, a new strategy is
being developed to benefit members and key
stakeholders. It has many strands, including:
●● Engage & Promote
●● Pathways & Locations
●● Staying Active & Connected
Work will include:
●● refreshing the profile and image of boating
and watersports
●● increasing its appeal
●● shifting from supply-side to demand-led
approach (pay and play models)
●● improving and strengthening pathways
●● connecting customers and newcomers
through a single, accessible online database
●● retaining more people to continue with their
activities through their changing life stages
●● encouraging volunteers and participation
across all levels.
“Our vision is to get more people, throughout
their lives, enjoying all forms of boating and
associated watersports,” explains Jon Eads, the
Futures project manager. “Ninety-one per cent of
the current population doesn’t take part in boating
or watersports, so the potential for growth is huge.
Our future customers will be different and so we
must respond now to social and demographic
changes and work together to achieve it. If we
change nothing, then nothing will change.”
See britishmarine.co.uk/futures for the full report and
more information.

BREXIT

concerns were raised by
many members, including
exit terms uncertainty, potential loss of EU labour
and restrictions on European trade.
British Marine has been working with its
members, the Royal Yachting Association and a
host of UK Government departments to set out key
areas of interest for the leisure marine, superyacht
and small commercial marine industry. Including:
●● Ensuring UK vessels maintain Union Goods
status and securing VAT paid status on second
hand boats
●● Ensuring the industry maintains access to
skilled labour post-Brexit
●● Preventing non-tariff barriers from being
introduced between the UK and EU which
will significantly hamper the industry’s future
trade outlook
●● Scoping out markets for inclusion in future
trade deals

Several group association committees have been
engaged to help develop this work. This has led
to the production of a number of documents on
the key technical and environmental regulations
relevant to the UK/EU negotiations. British Marine
will soon publish a review of current World Trade
Organisation tariffs, alongside a review of key EU
member states by trade (both import and export),
to help members understand what a ‘no deal’
scenario might look like and to highlight which key
EU member states British Marine will be working
with to support the negotiation process.
To monitor what is happening without any
media hype and access an evolving set of guidance
documents, log in and turn to britishmarine.co.uk/
Services/Representation-and-Promotion/Industry-Campaigns/
Brexit. To obtain further information, or provide
evidence on any aspect of Brexit, please contact
Andrew Harries at aharries@britishmarine.co.uk

EXPORT

is an increasing focus,
with several members
stating that they are responding to Brexit by
looking to develop markets in non-EU countries,
while wishing to maintain and grow EU activity.
British Marine provides a wide range of services
and information to help member companies
with their export activities in new and existing
markets. These include guidance and advice from
the International team, led by Richard Selby, and
overseas statistics and market reports to assist
with planning. The team also advises members
on accessing the support available from UK
government, regional Growth Hubs and others.
British Marine is working with the Department for
International Trade (DIT) and Maritime UK to open
up export opportunities for companies in the small
commercial marine sector. It is also a DIT Trade
Challenge Partner – recognising delivery of support
services like the Tradeshow Access Programme
(TAP), which provides financial support to UK
companies to attend overseas tradeshows and
exhibitions. British Marine is currently organising
TAP grants for Seawork Asia and is working with
the Society of Maritime Industries to investigate
opportunities at SMM Hamburg, IBEX (USA) and the
International Workboat Show in New Orleans (USA).
Over the past 12 months, British Marine has
delivered a wide range of activity and supported
UK marine businesses to attend and maximise
opportunities at the Singapore Yacht Show,
Monaco Yacht Show, Fort Lauderdale International
Boat Show, METSTRADE, boot Düsseldorf and the
Miami International Boat Show where the new
Trade Minister, Graham Stuart MP, made one of his
first ministerial visits to highlight the Government’s
focus on USA export opportunities.
See britishmarine.co.uk/Services/Growth/International/
Exporting for further information.
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