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Our British Marine, our 
Boat Shows, our future!
Firstly, please allow me to send my sincere and 
warmest best wishes to you, your team and 
your family at this time of year.  

It’s a natural point to reflect on a very 
interesting 2016, as well as to plan for the 
opportunities and challenges ahead. History proves that, no matter 
what happens, we need to maintain focus on business and delivering 
success. This was illustrated clearly at the recent METSTRADE Show 
where 184 UK companies confirmed the UK’s marine industry is open 
for business, ready and able to play a key role globally.  

Whichever markets members operate in, we all need to punch 
above our weight in delivering good products, services and business. 
Our team at Marine House continues to ensure that our industry is 
represented in both the marine leisure, superyacht, small commercial 
and governmental environments. I personally applaud their will and skill 
in covering a broad strata of issues.

Let’s remind ourselves that this is our British Marine. There are many 
opportunities available to benefit from the broad range of business 
support, networking, representation, promotion and growth benefits 
that are available, passionately supported by our team and many 
members in our regions, associations and boards.

Our Boat Shows also belong to us and deliver the showcases we 
need and deserve. Following a successful Southampton Boat Show 
we now look forward to a London Boat Show with even more exciting 
attractions to welcome and entice current, lapsed and new customers. 
I thank you, in anticipation, for your efforts to take every opportunity 
to promote and market our Shows to as wide an audience as possible.  
Their success is our success.

David Pougher
President, British Marine

The new normality
Some relish the thrill of the unknown – others, 
myself included if I am being candid, prefer to 
pretend at least that they have more than half a 
clue what is coming around the corner.  If 2016 
has delivered one lesson, it’s that living effectively 
with uncertainty requires spirit, specific skills, a 
robust mental attitude and a sense of humour! 

It was inspiring to interview some of our industry leaders as the year 
closed out (see p10). Their summarised message is whatever happens, 
we’re geared to get on with it. I’ll take that thought into 2017.

Kim Hollamby
Editor, British Marine magazine
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Modern facilities and a proven 
message for customers at 

Racecourse Marina – see p14
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QUARTER DECK
Your guide to British Marine news, events and services

Features to play a big role at London Boat Show

Advice for members on new Financial Conduct regulations
British Marine has joined forces with 
financial advisor support specialist, Simply 
Biz, to offer guidance for members on the 
new Financial Conduct (FCA) regulations. 
Simply Biz will also handle the application 
process for members for a competitive fee, 
ensuring that they are compliant.

A business will typically require FCA 
permissions if it arranges or introduces finance for an individual, 
a sole trader or a small partnership which has three partners 
or less. The FCA issued close to £1bn of fines against non-
compliant businesses in 2015 alone, so this is a key topic for 
many British Marine members.

Under the new arrangements all members have access to a 
freephone authorisations helpline. After answering a few simple 
questions about the business, guidance will then be provided 
on whether they are required to be authorised and if so, how to 

meet the requirements. To access the service 
ring the authorisations helpline on 0808 124 
0010 and quote ‘British Marine’.

British Marine Boat Retailers & Brokers is 
holding an exclusive breakfast networking 
meeting during the London Boat Show where 
attendees can learn more about the new 
regulations and how Simply Biz can help. It’s 

also a great opportunity to meet fellow industry colleagues at 
the Show.

This member only event will take place at 8.30am on Monday 
9 January in the British Marine Member & Exhibitors Lounge, 
sponsored by SMG. It will include an introduction to the new 
regulations by David Golder, managing director at Simply Biz, 
plus a Q&A session afterwards.

To reserve your space, please contact Sarah Hayes at 
shayes@britishmarine.co.uk or call 01784 223640.

As we closed for press more than 300 
exhibitors were in the final stages 
of preparing their showcases at the 
London Boat Show, which this year runs 
from 6-15 January. A total of 14 world 
launches had already been confirmed 
from the likes of Princess Yachts, 
Sunseeker International, Cobra Ribs and 
Nautilus Yachting with a further 32 UK 
and 27 Show launches planned.

The London Stage will present 
live entertainment with exclusive 
performances and high-octane fashion 
events, showcasing the latest in boating 
trends. Sky Sports Presenter, Alec 
Wilkinson, is hosting regular features 
from sailing greats, including Dee  
Caffari MBE, Saskia Clark and Dame  
Ellen MacArthur. 

They will be sharing their inspiring 
stories and expert knowledge through 
interactive sessions, including:
A Question of Sailing – based on the 
classic TV programme, this popular 
quiz show will be full of facts, fun and 
celebrities going head to head.
Sailing Uncovered – with appearances 
from well-known pioneers, innovators 
and adventurers, this interactive show 
will offer visitors the chance to put their 
questions to the experts and pick up 
some top tips.
The Daily Brunch Show – Alec Wilkinson 
will be accompanied by special guests to 

take visitors through Show updates and 
breaking news headlines.

The new Dream Lodge Marina & 
Boating Lake will feature a yacht basin 
surrounded by great places to eat and 
drink – all with a scenic backdrop. The 
Marina will also play host to water-based 
entertainment including a powerboat 
challenge and seabob demonstrations.

Alongside is the popular Watersports 
Park. Providing activity both on the 
water and land, this interactive area 
offers visitors the chance to try out 
some of the latest watersports trends 
including stand up paddleboarding, 

kayaking, sailing and water zorbing. Plus 
demonstrations of new equipment and 
cooking events.

Murray Ellis, chief officer of boat 
shows at British Marine Boat Shows, 
comments: “As the first Boat Show 
of the European and World calendar, 
the 63rd London Boat Show will offer 
an impressive display of products and 
services to help visitors start the new 
season. We have an exciting array of 
interactive attractions at this year’s 
Show offering visitors the chance to have 
fun whilst also learning something new 
about the world of boating.”

BOAT SHOWS



...a Mercedes-Benz? Thanks to 
a new exclusive offer for British 
Marine members you can make 
that iconic wish easier to fulfil.

British Marine has partnered 
with Mercedes-Benz Affinity 
to offer members and their 
employees a scheme offering 
the same terms as provided to 
large corporate fleet customers.

A full range of Mercedes-Benz vehicles 
is available, from stock or factory order. 

Pricing can be tailored to 
preference on mileage, contract 
length and purchase options. 
There will also be monthly 
offers available and British 
Marine will communicate these 
out to all members via Latest 
News and through its social 
media channels.

See britishmarine.co.uk/Services/Business-
Support/Discounts-and-Savings/Mercedes-Affinity/ 
for more information.

Welcome to Khalid
British Marine was pleased to welcome new membership 
manager, Khalid Cockar, in December. He has joined the 
team at Marine House as Hayley James-Harris’ maternity 
cover. Khalid has many years’ experience within the 
membership team at the Association of Accounting 
Technicians. He will be at London Boat Show, so do look 
out for him there and say hello. 

QUARTERDECK
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Oh Lord, won’t you buy me...

News in brief
Members recognised –  Sunseeker 

International’s founder, Robert 
Braithwaite CBE, was honoured with a 

lifetime achievement award at the 2016 
METSTRADE IBI Boat Builders Awards in 
Amsterdam. Five other British member 

companies received awards.  
See britishmarine.co.uk/nib142 

New outdoor programme 
apprenticeships – three new 

apprenticeships for outdoor activity 
instruction and leadership are under 

development within the Government’s 
wider reforms and will replace all 

existing schemes.  
See britishmarine.co.uk/nib143

There’s nothing like a DAME 
–  British businesses were involved 
in a quarter of the global entrants 

shortlisted and 40 per cent of the final 
accolades for this year’s DAME (Design 

at METSTRADE) Awards. 
See britishmarine.co.uk/nib144

Large yacht code changes – the 
Red Ensign Group is developing a new 
regulatory framework for yachts, titled 
the ‘Red Ensign Group Yacht Code’, to 
consolidate the Large Yacht Code (LY3) 

and Passenger Yacht Code (PYC). 
See britishmarine.co.uk/nib145

Free global stats – ICOMIA’s 2015 
Recreational Boating Industry Statistics 

Report contains a wealth of global 
intelligence. Valued at €800, it is now 
available to download for free from 
the member area of the website. See 

britishmarine.co.uk/nib146

New environment newsletter 
– Stay up-to-date with environmental 
news and best practice by subscribing 
to The Green Blue e-newsletter. See 

britishmarine.co.uk/nib147

Standard vanguard – British 
Marine represented the UK marine 

industry and British Standards Institute 
at a recent International Standards 

working group at METSTRADE. 
Members are invited to get involved 
with ISO standards development. See 

britishmarine.co.uk/nib148

First woman globally  
to be awarded CMM 
Michelle Hitchcock, head of business 
development at MDL Marinas, has 
become the first woman globally to be 
awarded the Certified Marina Professional 
(CMP) certificate since its inception.

The award was presented at the ICOMIA 
World Marinas Conference in Amsterdam 
during November. The CMP was 
developed in 2012 by the Global Marina 
Institute (GMI), an association formed 
in partnership between British Marine 
and the Marina Industries Association.
It recognises the skills and experience of 
those working in the marina sector, but 
not directly managing marinas. 

Michelle has worked at MDL Marinas 
since 1999 and is now responsible for 
the company’s training development 
and delivery, the monitoring of customer 
service and quality and overseeing all 
operational aspects of business systems 
throughout the group’s marinas.

Michelle commented: “I am honoured 
and proud to be awarded my CMP. This 
is a major highlight of my career, made 
more special as the presentation was in 
front of an audience of my peers.”

John Hogan, chairman of the GMI, 

added: “It is good to have our first female 
CMP and I am hopeful that Michelle will 
pave the way for others who work in 
the industry to look to CMP as a way of 
developing and recognising their talents.”

The GMI has 130 active Certified Marina 
Managers (CMMs) and CMPs across 
the globe. British Marine contributes to 
this by running a series of GMI marina 
management courses in locations 
across the UK and Europe. For further 
information, see p14 and visit britishmarine.
co.uk/Resources/Knowledge-Centre/Training/
Marina-Information 

MARINA QUALIFICATIONS

From left to right: Michelle Hitchcock of MDL 
Marinas, John Hogen from the GMI, and Can 
Akaltan, general manager at Cesme Marina, who 
received a CMM at the same ceremony
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British Marine East Anglia covers 
a very broad region for marine 
based industries across Norfolk, 
Suffolk, Essex, Cambridgeshire, 
Hertfordshire and Bedfordshire. 
It currently has 176 members 
active in just about every trade 
from services, manufacturing, 
boatbuilding and hire, through to 
the distribution and retail sectors.

Chairman of the six-strong 
Committee is ASAP Supplies’ 
managing director Shaun Wigley, 
who has been serving in the role 
since late 2015.

“We delivered our business plan 
last year, which was primarily 
focused on improving networking 
and meeting with the members 
that are spread across the large 
area that we represent,” Shaun 
explains. “We held a series of 
breakfast meetings. After each 
one the association secretary, 
Lucy King, and myself visited a 
few members in the area close 
by. People are busy and don’t 
have time to travel – we learned 
a lot by visiting them at their own 
premises. I also visited the stands 
of British Marine East Anglia 
members at the Southampton 
Boat Show.

“By doing this we were able to 
understand members’ challenges 
and indicate British Marine 
services that could help. Now we 

have decided that we need to 
expand the amount of networking 
events that we hold and to ensure 
they are fun and interactive 
too. There is only so much that 
British Marine can do from Marine 
House and it’s really important 
that members assist each other. 
That was the reason I joined the 
Committee in the first place – to 
help and support each other in 
the region and to ultimately do 
business together so that we can 
grow collectively.

“Seeking to improve 
participation at our recent AGM, 
we chose Norwich Castle as the 
venue. We had 35 people attend, 
which was an improvement on 
recent times and the event was 
so successful, we had to send 
people away at the end as they 
wanted to keep on talking.

“It’s clear that the new RCD 
requirements are a concern for 
some members, so we’ll shortly 
be organising an event to discuss 
their thoughts and share solutions 
– it’s another way we can help 
each other.

“Networking is one of those 
things that is easy to give 
up when things are busy. By 
generating a range of new events 
across our region we want to 
ensure that the benefits are 
greater than the time penalty.”

ASSOCIATIONS

Building networks 
in East Anglia

The latest British Marine East 
Anglia AGM was held at Norwich 

Castle (top) in December  

JANUARY
    6-15 January  

London Boat Show 2017, ExCeL London
    9 January  

British Marine Leisure Boating AGM and Networking Event, London 
Boat Show

    9 January  
British Marine Boat Retailers & Brokers and Simply Biz Breakfast, 
London Boat Show

    10 January  
British Marine Boatbuilders AGM, London Boat Show

    10 January  
British Marine Trades Association Awards 
Dinner 2017, London

    10-11 January  
Meet The Buyer 2017, London Boat Show

    11 January  
British Marine Engines & Equipment 
Annual Dinner, London

    11-12 January  
Superyacht UK Young Designer 
Competition, London Boat Show

    12 January  
Superyacht UK Technical Seminar 2017, 
London Boat Show

    12 January  
GMI Europe Meeting, London Boat Show

    12 January  
The Yacht Harbour Association (TYHA) Party, sponsored by Premium 
Credit, London Boat Show

    26 January  
British Marine Trades Association Committee Meeting, Egham

FEBRUARY
    8 February  

Welcome Afloat Scotland 
Course, Edinburgh

    13-14 February 
BMET Electrical Course, 
Poole

    15 February  
Marine Electronics Installer 
Course, Poole

    16 February  
Advanced Marine Electronics Installer Course, Poole

    21-24 February  
Intermediate Marina Managers Course, Southampton

    28 February  
RCD Awareness Course, Norwich

MARCH
    8 March  

RCD Awareness Course, Glasgow
    15 March  

The Law Relating to Brokerage and Boat Retailers Course, Egham
    16 March  

Inland Waterways Boat Electrics Course, Nantwich
    22 March  

Welcome Afloat Scotland Course, Glasgow

 DIARY
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long stroll through three floors of 
warehouse aisles within Aquafax’s 
headquarters in Luton presents 

a potted reminder of any item you ever 
bought for your boat. The company serves 
as a UK distributor for more than 16,000 
product lines – spanning everything from 
simple fast moving chandlery items to 
complex technical equipment.

It’s a far cry from the domestic garage 
that Aquafax founder, Harry Mason, used 
as his base back in 1982. 

The company steadily grew from those 
humble origins to become a significant 
player in marine distribution. It undertook 
a major refocusing of its activities in 
2009 to better reflect the shift in marine 
equipment sales, from boatbuilding 
to the aftermarket. Harry retired from 
the business a year later when current 
managing director, Nigel Pearson, and 
Harry’s brother, Andrew Mason, exercised 
a management buyout. Things have 
continued to move at a pace since then.

Aquafax acquired Scottish distributor 
Marinac in 2012 and the marine 
equipment interests of Unipart in 2013. 
It then rationalised two sites in Luton 
into its current headquarters building, 
providing much better working conditions, 

with bright LED lit spaces, a reduced 
energy bill thanks to a large solar array on 
the roof and scope for future expansion. 

Regional focus
Of equal importance to the company’s 
strategy are its regional depots in 
Plymouth, Hamble, Middlewich, 
Wroxham and Glasgow. Each depot has 
a stockholding tailored to the demands 
of the area it serves. Aquafax’s local 
employees are also sensitive to the 
demands of customers in their locality.

“There is an internal culture in our 
business for service above customer 
expectation that has always been there,” 
Nigel Pearson states. “New members of 
staff absorb that culture when they join. 
We employ around 70 people across six 
locations, but the regional depots enable 
us to get closer to the local communities 
that we serve.

“We have over 40,000ft2 of storage 
across our premises, carry a lot of stock 
for delivery within 24 hours, run our own 
fleet of vans out of each site and also ship 
through pallet services and couriers. So 
we can get products to customers quickly.

“However our service offering goes 
quite a bit further by providing technical 

support and system design of the 
products we sell.  We are a long-standing 
UK distributor for many leading brands 
such as Lewmar, Pains Wessex flares and 
International Paint. We do a tremendous 
amount of staff product training on the 
lines we represent so that we can guide 
our customers appropriately. We also 
have a full test bench facility and factory 
trained staff for Mastervolt, with whom 
we have been working closely since 2008.

“We’ll always go the extra mile to 
support product. If an issue arises, we get 
involved and often send out someone who 
can sort the issue, even if the fault lies 
with the customer.”

Own brand inflatables
Given the wide array of products on its 
shelves, it isn’t a surprise to learn that 
Aquafax has diversified into supplying 
other applications as widespread as 
specialist vehicles, military, rail, asbestos 
decontamination and inspection cabinets. 
However it is always seeking new 
opportunities to serve the leisure and 
small commercial marine markets.

“Moving into boats was a completely 
new venture for us in recent times,” Nigel 
explains. “Our customers want to buy 

A

  ABOVE &
beyond
There’s a lot more to marine distributor 
Aquafax than simply shifting boxes, as 

Kim Hollamby discovered on a visit to the 
company’s Luton headquarters

MEMBER CASE STUDY

Clockwise from top: 
managing director Nigel 

Pearson; staple chandlery 
products; the company’s 
headquarters; just one of 

many Luton warehouse 
aisles containing stock; 

product development 
manager Richard Pardoe; the 
Mastervolt test bench; one of 
Aquafax’s recently launched 

inflatable dinghy range
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good quality products from one place. We 
got involved with inflatable kayaks two 
years ago and that went really well. The 
obvious next step was inflatable boats – 
they don’t take up too much space, are 
easy to ship and priced sensibly. 

“We decided to source from China but 
wanted to sell them under our own name, 
which was the company’s first big own 
brand project. Given the reputational risk, 
these boats had to be right. So instead of 
settling for a Craft Identification Number 
(CIN) that was based in China we decided 
to register Aquafax as a boatbuilder, take 
more control and sell the inflatables with 
a GB CIN.”

Aquafax’s product development 
manager, Richard Pardoe, had the 
responsibility for making that all happen. 
Fortunately he already knew how to plan 
the next steps: “Many of the products 
in our catalogue have to comply with 
one or more often changing standards,” 
he explains. “For that reason I have a 
long-standing regular catch-up with 
British Marine’s technical manager, Ross 
Wombwell, to see what is happening and 
provide feedback on our own experiences. 
With British Marine’s guidance we 
spent a long time working through the 

Recreational Craft Directive (RCD) tasks 
like checking the boats, formulating the 
declaration of conformity, checking the 
manual and creating the technical file, 
internal procedures and warranty log. 

“Because we are so closely involved 
with the British Marine technical team, 
we already knew about the forthcoming 
new RCD. Therefore we’ve been able to 
anticipate the requirements and get the 
current boat range ready for that too.

First results
“The first year with our range of three 
slatted floor and three air deck models 
between 2m-3m has been very good,” 
Richard continues. “The fact that it’s a 
GB registered range and has our name 
on it indicates authenticity and quality. 
We’ve reinforced that by specifying a 
higher grade of fittings, such as the best 
transom drainer we could find, extended 
lifelines for improved safety, an aluminium 
seat on long runners, a stainless towing 
eye and mooring eye on the inside. Many 
of the Aquafax staff go boating and their 
experiences contributed to the design. 

“We are launching a 3.5m air deck 
model to complement the existing range,” 
Nigel adds. “We’ll also be bringing out a 

new series of lightweight tenders that will 
have their debut at this coming London 
Boat Show.”

The inflatables will be one of many 
lines on display on the Aquafax stand. It 
occupies around 200m2 of space at the 
London Boat Show and Southampton 
Boat Show each year. The company pre-
assembles the equipment display units 
at its headquarters, although the final 
placement of these podiums is always 
subject to fine-tuning during build week. 
Aquafax predominantly attends to support 
its manufacturers, but also to provide a 
valuable service to attendant retailers, 
who send buyers and users onto the 
stand to receive support and advice.

So what of the future? “The 
requirements for marine distributors will 
continue to shift,” Nigel responds. “I still 
have my contact book from the 1980s 
and not many of the names in there are 
with us now. So we’ve already seen lots of 
change and adapted to it. As a privately 
owned company we are nimble, flexible 
and can adjust. When you combine that 
with the experience we have, then we are 
very confident that Aquafax will continue 
to evolve to match the developing needs 
of the industry.”
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Richard de Meo
The managing director of Foenix Partners, British Marine’s 
official currency partner, answers our questions about how 

best to manage post Brexit foreign exchange risk 

Q&A
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Q Why use a specialist non-banking 
foreign exchange company?

A We’re very focused on businesses. 
We know that we need to be 

competitive but it’s about more than 
price – we concentrate on the level of 
service that people receive and place a 
big emphasis on currency strategy. The 
financial environment that we’re currently 
in has highlighted the advantage of using 
dedicated expertise in this area. Having a 
foreign exchange provider that you simply 
book deals with is no longer enough – 
with such wild swings in the markets 
at the moment, not having someone 
watching out for your currency risk can 
simply prove too costly. 

Q So what was it like in the Foenix 
Partners o�� e on 24 June last 

year when the Brexit result came in?

A I got a call from one of my clients 
at 3am that morning! It was 

pandemonium in the currency markets 
that day – we saw a 10 per cent swing 
against the euro within 24 hours and the 
pound fell against the dollar from $1.50 all 
the way to an eventual low around $1.20 
several weeks later. 

It was a tough moment for a lot 
of businesses because the general 
expectation was the UK would remain 
in the EU and that was the outcome 
that most companies had positioned for. 
Many had one eye on competitors and 
didn’t want to take an overly cautious 
approach in case they then missed out 
and gave away market share. This put 
a lot of businesses off fixing the rate 
pre-referendum and, counter-intuitively, 
meant many companies were under-
hedged as we went into one of the 
biggest risk events in years. 

 Q What di� erence did Brexit make 
to the foreign exchange tactics of 

UK businesses?

A I think companies in the past had 
an appetite to run currency risk. 

They would agree client deals and not 
hedge. Over time they won on some 
transactions and lost on others, but 
generally performed okay. Those days 
are gone and the continuing shift in the 
political landscape suggests that we could 
be in for further surprises over the coming 
months. In some cases companies are 
taking on excessive risk and are not aware 
of simple ways to mitigate that exposure. 

Q How do you read the immediate 
future for foreign exchange?

A This is not a time to run currency 
risk. There are enough significant 

factors at play to ensure that we could 
move dramatically in either direction. 

If negotiations take us more towards a 
hard Brexit, there’s every chance we could 
see the pound return to a downtrend. On 
the other hand, if a softer Brexit looks 
likely or if there’s more uncertainty with 
regards to Article 50 being triggered, then 
we could see a very dramatic recovery in 
sterling’s prospects. 

These are just UK factors. If you then 
factor in the political transition in the 
US and huge political uncertainty across 
Europe, there are plenty of top tier risk 
events on the horizon.

Taking on currency risk isn’t ever 
advisable, but the need to protect your 
businesses from adverse fluctuations is 
particularly important now.

 

Q What foreign currency strategies 
should we adopt in 2017?

A You should move towards the 
concept of risk management 

– matching the underlying company 
exposure with the deals that you are 
doing in the foreign exchange market. As 
orders are placed or received, you need to 
understand the currency element of those 
commitments and ensure that pricing 
reflects current market levels. Businesses 
can then do some deals in the currency 
market, such as forward hedging, to 
underpin those underlying commitments. 

Contractual terms are also key. Let’s say 

you are pricing transactions in January 
and February of this year and there’s a 
danger the client could come back in April, 
after we’ve had more clarity on Article 50. 
There should be a clause in there to say 
you reserve the right to revisit the pricing 
if sterling moves more than a defined 
small percentage. This will avoid you being 
in a position of having to fill orders that 
are actually off-market or loss-making. 

Q What attracted you to partner 
with British Marine?

A We have wanted more of a 
footprint in the marine sector 

for several years now and this interest 
was piqued after last year’s London 
Boat Show. We felt that a long-term 
partnership with British Marine was the 
right way to achieve that, based on it 
being at the centre of the marine industry 
and with long-standing and strong 
member relations. 

Since our partnership commenced in 
September it’s been really refreshing to 
work in an industry that is built on trust. 
When you do a good job for marine 
businesses, your reputation starts to grow 
and the message spreads. We’re looking 
forward to building this partnership and 
sponsoring the London Boat Show. 

Q What can a British Marine 
member expect of your services?

A It’s really important to have a 
foreign exchange provider that can 

support your currency strategy. We try to 
be an extension of the finance function 
of our customers. We won’t make the 
relationship more complex than it needs 
to be, so if you just want to execute a 
transaction, we can do that. I’m confident 
we can match or improve the rates that 
members will get elsewhere. 

However, we like to understand how 
a member’s need for currency arises. 
We ask about their level of commitment, 
when they set prices and how long they 
fix them for. From that initial study we get 
a strong sense of their currency risk. 

When we bring our expertise 
on currency and marry that to our 
understanding of a business, it means 
we can monitor the markets, look for 
moves that present risk or opportunity 
and advise accordingly. What results is 
members having confidence in a foreign 
exchange strategy that supports rather 
than hinders their businesses. 

About Foenix Partners
Managing director Richard de Meo 
founded Foenix Partners in 2011 after 
spotting the opportunity to develop 
specialist foreign exchange services 
while he was working in the banking 
sector. Foenix now has more than 20 
sales traders who each offer a personal 
risk management service directly to the 
company’s clients.

British Marine has appointed Foenix 
Partners as its official currency partner 
for members and 2017 London Boat 
Show exhibitors. See britishmarine.co.uk/
Services/Business-Support/Discounts-and-
Savings/Corporate-Foreign-Currency-Exchange 
for more information.



10 | BRITISHMARINE.CO.UK

The EU referendum result in June of last year prompted all UK exporters to 
take stock, deal with immediate effects and plan for potential openings and 

consequences. British Marine brought together representatives from 10 member 
companies at the end of November to meet with parliamentary under secretary of 

state at the Department for International Trade, Mark Garnier, in Westminster. They 
discussed the development of future overseas markets, priorities for the sector and 

how to maintain high skill levels in the marine industry to ensure its continuing 
growth. Participant members were Burgess, Lewmar, Marlow Ropes, Oyster Yachts, 
Pendennis Shipyard, Peters & May, Scanstrut, Spinlock, Sunseeker International and 
Williams Jet Tenders. We asked four of them to share their further views on Brexit 

expectations, challenges and international trade opportunities

 new
FRONTIERS
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Peter Tierney
chairman and CEO, Lewmar

There is a lot of noise reported in the 
press from politicians fighting with each 

other because they want to be involved with 
what is happening, but I take a positive and 
sensible outlook regarding Brexit. Whether it 
takes a year, or longer, a new normality will 
return. We’ll understand then about immigration, 
and whether we can keep the EU nationals that 
are already here. We’ll see what the exchange 
rate is like and what the trading relationship with 
Europe will be. There’s a huge hiatus right now, 
but my instinct is it will all settle down. 

We are a successful UK business with a sterling 
cost base, exporting most of our products into 
Europe and globally. Which right now makes us 
stronger because of the weakness of sterling. But 
you have to treat currency gains as short term. 

Lewmar is engaging with the political groups 
that we are involved with. Our local MP, 
Alan Mak, is very active and we had another 
Government minister visit us the day after the 
British Marine round table in Westminster. We’re 
providing positive input as to what we think 
should happen in the future. 

At our main Havant manufacturing site we 
employ around 300 people, of which 60-70 are 
EU nationals living and working here. We don’t 
totally know what the future is for them right 
now, but commonsense suggests anyone with 

the right to be in the country on the 
referendum day last year should be 
allowed to stay. 

Everyone is also jumping up and 
down, talking about import tariffs. 
However if you take the most penal 
of the tariffs for non-EU countries 
importing into Europe it’s not that 
big, around 2-3 per cent. Do I want 
a tariff on my business to import 
into Germany? No, but it wouldn’t 
cripple us.

Armageddon is not upon us. Our 
European customers will continue 
to trade with us if we maintain our 

current terms and continue to bill in euros. I 
know that from visiting the senior leaders of our 
large clients, the week after Brexit.

My expectation of the Government is to be 
sensible and send out calming messages, not 
inflammatory ones. 

It was good that British Marine put us in direct 
contact with the minister; Howard Pridding and 
his team did a good job. We’re all fairly head 
strong entrepreneurs operating at a high level 
and there are some things you don’t want to 
sub contract. More of the same type of 
activity is needed, it was time well spent.

Phil Popham
CEO, Sunseeker International

The big concern with Brexit is the word 
‘uncertainty’ is being used so much in the 

press. Our customers are business people, their 
purchase is 100 per cent discretionary, they’ve 
had success in what they do and that’s why they 
can afford our products. 

One thing I learned in the 
automotive industry and going into 
the last deep recession – somewhere 
around the world there is going to be 
political and economic uncertainty 
and exchange rate volatility. The way 
you hedge against that is to have 
a good spread of revenue globally, 
so we have been very active in the 
course of the last couple of years 
building our business in the Americas, 
Asia and the Middle East. 

I also want to protect the 50 per 
cent of our business that we have in 
Europe, particularly in the Mediterranean, where 
we are very strong. It is important for free trade 
to continue, for boats and parts. 

Free movement of labour is essential also. 
Close to 20 per cent of our workers in Poole are 
EU nationals offering a number of skills. Equally 
we, and our dealer partners, have got a lot of 
British nationals working across Europe in the 
sales and aftersales area.

We’ve transacted some business because 
of the competitive advantage we’ve had over 
our European competitors on exchange rate, 
although the flip side of that is 30 per cent of 
our material costs are priced in euros. Currency 
will always be volatile though, that’s just an 
issue with being a multinational company. As 
a strategy, we want to get natural hedging in 
terms of having costs and revenues in different 
currencies and not being over exposed in terms 
of the British pound, or any individual currency. 

We sell in 70 countries at the moment and 
want to ensure we are significant in each of 
them and not be over-reliant on just a few. We’re 
quite overtly British and display the Union flag 
on our communications. Sunseeker supports the 
GREAT campaign and has just sponsored the 
Red Arrows tour of the Middle East. We’ve also 
recently won the Walpole Champion of British 
Manufacturing Award.

It’s vital for the industry to have one voice. 
British Marine has got a real role to play in 
getting the principals of businesses together, to 
represent the industry with the UK Government, 
as well as its continued contact with other 
trade associations across similar manufacturing 
industries that may be concerned with 
the same things as we are.

Sunseeker International 
CEO Phil Popham

Lewmar CEO and chairman 
Peter Tierney
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David Tydeman
CEO, Oyster Yachts

We are building 15 Oysters per year 
priced between £1m-£14m and selling 

them to people that come from different parts of 
the world. Less than 20 per cent of our last 100 
boats built have a permanent mooring, so we 
are less concerned about tariffs and taxes than 
production builders might be.

One key question about Brexit is, has it 
created instability? Boats are a discretionary 
purchase. My clients are successful, very savvy 
international people and my ability to sell to 
them depends on their confidence. We are fully 
committed right now. My forward order book is 
a little lighter than I would like it to be but clients 
are still there. If they disappeared because they 
were saying ‘no’ due to instability, rather than ‘I’ll 
wait a while’, I’d be more anxious.

The other key question is exchange rate 
movement. Even for my British buyers this is 
important. When the euro strengthened to 1.4 
against the pound in 2014 we switched our 
focus to the UK and the USA. Now we are priced 
competitively against our European counterparts 
again and have written six contracts since the 
referendum, all driven by exchange rate gains.

I like having sterling at 1.30 to the dollar 
and 1.20 to the euro. The 30-year average of 
the dollar rate has been 1.6 and the 30-year 
equivalent of the basket of 
countries in the euro has been 
around 1.3. When we sit below 
that, it helps British export 
business. The only corollary 
is of course the price of raw 
materials goes up.

We have to be smart while 
we can. For example I’ve 
signed a contract to sell an 
Oyster in dollars, for delivery 
in March 2019. We won’t start 
construction until Spring 2018. 
I’ve been able to forward sell 
those dollars so my client has a 
protected exchange rate. 

As for the future, I’m a 
realist. Brexit will take time, we 
cannot rush it. I think this is a 
two-year process, with Article 
50 triggered this Spring and 
negotiations through to 2019. 
I don’t believe the Government 
is going to be able to do it any 
faster than that. It’s a hugely complex agenda 
and we’re going to have 10 years of winding 
out all of the detail. It’s taken decades to create 
what we have and there will be gains and 
losses in any changes.

Jon Mitchell
managing director, Marlow Ropes

Things have not hit us with regard to 
Brexit at this point. In fact business has 

been positive because of the exchange rate. 
In terms of going forward, we 

have concerns about the free 
movement of labour around 
Europe. We employ a number of 
EU nationals who are important 
for us to maintain our European 
business. If things become 
difficult for them, that’s a 
problem for us as well, plus we 
obviously do a lot of travelling 
around the EU too. 

In particular within our sales 
force we have a number of 
French, Italian and Spanish 
employees who not only have the 
language skills that we lack in the 
UK but who also understand local 
business culture too, which can 

be very different.
In the same vein we are keen post Brexit to 

maintain the free movement of goods. We’ve 
got used to a lack of red tape when exporting 
products within the EU and the continuation of 
that is pretty important.

Brexit will however make other areas of the 
world more attractive where Britishness is seen 
as a positive value. I’m talking about the USA 
in particular but also Australasia. We’d like to 
see a lot more being done to secure favourable 
trade deals and trading arrangements with 
those countries, along with significantly more 
international marketing like the GREAT campaign. 

We have an office in the US and find people 
are fairly pro-British there. The government 
would do well to promote UK industry more to 
the US market. 

At Marlow we export to 100 countries 
around the world across our marine and non-
marine business. On all products our sales in 
the Commonwealth are growing and becoming 
more important. Establishing stronger links 
with Commonwealth countries is going to be 
important, post Brexit, but without ignoring 
Europe which I’d hope would continue to be one 
of our most significant markets.

I was pleased to be involved with the recent 
British Marine round table. There were a lot 
of esteemed businesses there and we were 
honoured to be involved. It was handled very well 
and Howard Pridding and Andrew Harries did an 
excellent job of putting a case forward to Mark 
Garnier. He did seem to get it.

British Marine needs to keep on waving 
that flag. 

Oyster Yachts CEO 
David Tydeman
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Marlow Ropes MD 
Jon Mitchell
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f you spot James Day around the 
London Boat Show this year then 
you can congratulate him on his 

first birthday at British Marine. Or, if 
you prefer, ask him about Soviet spying 
at Bletchley Park during the Cold War 
era, the topic of his History Degree 
dissertation at Liverpool University.

“I wanted to go into the law,” James 
explains, “but am fortunate to have two 
cousins in legal practice who advised 
me not to study that at university. They 
said instead to do something I enjoy 
first, then convert to the law, which also 
provides you with wider skill sets.

“After Liverpool, I took a Graduate 
Diploma in Law at the College of Law 
(now the University of Law) in London. 
It was a tough year in which I studied 
six different areas, culminating in seven 
three-hour exams over nine days. From 
there I took my Legal Practice Course 
and then joined a large international 
law firm called Hammonds (now Squire 
Patton Boggs) where I entered a two-
year training contract. 

“Working at the bottom of the rung in 
an apprenticeship took a lot of getting 
used to after the fun days of university. 
It’s at this point a lot of people decide 
the law isn’t for them, but I progressed 
and then joined a small boutique firm 
in London called Butcher Burns (now 
Teacher Stern). This was a change from 
working for a massive global company – 
it exposed me to a much wider range of 
work and allowed faster development of 
my skills.

“I always knew though that I wanted 
to go into business and focus on one 
particular area. I’ve always loved sport. 
My father was a professional footballer 
and I spent my teenage years on the 
books of Bradford City FC and Charlton 
Athletic FC. I still play, for Crawley Down 
Gatwick in the Sussex County Premier 
League. Plus I am keen on golf and 
cricket too, so I wanted to find a related 
role. I was involved in a lot of sports 
work in private practice anyway, such 
as doping issues, managers’ arbitration 
and Premier League work. So I joined a 
company called Kingfisher Investment 
Group, a small private equity company 
that owned a sports management 

agency and a sports software company 
called Edge 10. I quickly found myself 
negotiating with big clients including 
the New York Knicks, New York Rangers, 
Chicago Bulls, the South Africa rugby 
team and Newcastle United FC. 

“After two years there it became 
apparent that the whole operation was 
likely to move to the US. I could have 
relocated, but it would have meant  
re-qualifying in a different jurisdiction, as 
well as a lot of upheaval for my family. 

“A recruitment agency approached me 
about British Marine as Anne Colquhoun 
was retiring. I met her for my first 
interview and really liked what she was 
telling me about the organisation. I had 
a second interview with Howard Pridding 
and joined just in time for the last day of 
the 2016 London Boat Show. That now 
feels like a lifetime ago!

“My role here is wide ranging and 
diverse. I deal with lots of different things 

across the needs of membership and 
Boat Shows – for example the latter has 
more than 100 active supplier contracts. 
I’ve been working on association 
governance, serve as British Marine’s 
company secretary and manage the HR 
function. It’s a different industry and a 
different kind of organisation from where 
I was working before but it’s been a good 
first year. 

“It’s important to explain to members 
what we do here. Working with legal 
advisor, Scott Richards, who is a trained 
solicitor, our primary role is to provide 
internal legal advice to British Marine 
and all of its subsidiaries. Our insurance 
does not permit us to offer direct legal 
advice to members, but we are here 
to direct them to the member benefit 
services provided by British Marine. This 

includes a 24-hour free legal assistance 
from Epoq (see britishmarine.co.uk/Services/
Business-Support/Legal-Services-and-VAT).

“We have a Marine Lawyer Referral 
Scheme offering a free telephone 
consultation and of course we can also 
signpost the range of services offered by 
British Marine Insurance, Financial and 
Legal Services association members. 

“British Marine also has a range of 
free legal templates that are really 
important to members. We’ve recently 
been working on updating these, to 
bring them in line with changes to recent 
legislation. The process was put out to 
tender to member legal firms and we’ve 
also worked really closely with the Legal 
Services Committee, who have provided 
excellent guidance throughout. The 
results will be available in the coming 
months and we want to plan annual 
updates in the future.

“Here at Marine House, Scott and I are 
also working on changing the perception 
of what we do. An in-house lawyer is 
always at risk of being seen as a blocker 
to progress. However I want to engage 
with any commercial process early on, 
to provide insight, assist our team on 
negotiations and avoid problems and 
expense further down the line. That 
way we’ll be a department that makes a 
positive impact on the whole of British 
Marine’s many activities.”

James Day
chief legal and operations officer

I

I want to engage with 
any commercial process early 
on, to provide insight, assist our 
team on negotiations and avoid 
problems and expense further 
down the line  

MEET THE TEAM  



he Northamptonshire-based 
Tingdene Group of companies 
is approaching its half-century 

of operation, but it has only been active 
in the marinas sector for the last 13 
years. From origins as a park home 
manufacturer, it expanded into one of 
the UK’s largest operators and owners of 
residential park homes estates, caravan 
parks, lodge parks and chalet parks.

The Tingdene Group diversified into 
the marine market in 2004 by acquiring 
Thames and Kennet Marina. A year later 
it purchased the Walton Marine Group 
that comprised four marinas – Upton on 
the River Severn, Pyrford on the Wey 
Navigation, Walton on the Thames and 
Brundall Bay on the Norfolk Broads. 
Racecourse Marina on the Thames and 
Stourport Marina on the Severn joined the 
portfolio in 2006 and 2008 respectively, 
then Broadlands Marina on Oulton Broad 
in Suffolk during 2015. 

Midway through last year, Tingdene 
acquired Hartford Marina on the River 
Great Ouse, near Huntingdon, bringing 
its total estate to well over 2000 berths 
across a network of nine marinas. 

“It’s not wholly by coincidence, but 
neither is it completely by design, that 
all of of our marinas are river-based,” 
explains Steve Arber, Tingdene Marinas’ 
operations director. “The potential for 
development has been one reason for 
acquisition, but we’ve also simply looked 
for nice marinas in good locations and 
those that have a synergy with our 
existing network. Racecourse, Thames and 
Kennet, Upton, Stourport and Brundall 
all have a bit of a coastal flavour too as a 
number of their berthholders cruise down 
to the tideway. 

“We accommodate everything from 
classic smaller river cruisers like a Viking 
20 to a Princess 65. Several marinas 
are also located in close proximity to 
major canal networks, so we also host 
narrowboats, widebeams and barges. 

Our customer base therefore has a 
very wide range of interests, but they 
share common factors. Typically they 
are time poor and looking for us to do 
more than just provide a place to moor 
their boats. The marine industry must 
compete effectively with holidays abroad, 
timeshares, touring caravans, golfing and 
the like. We need to make the boating 
experience greater than just owning a 
boat. At Tingdene Marinas we address 
that in two ways – facilities and service.

Destination marinas
“Firstly we ensure that our physical 
facilities are as complete as they can 
be, with cafes or restaurants, specialist 
pre-owned and new boat sales offices 
and sales pontoons, services, fuel, pump-
outs and WiFi for example. Several of our 
marinas are self-contained destinations in 
their own right. 

“We’ve just completed a £1m project 
at Racecourse Marina to upgrade the 
facilities and increase our capacity by 
50 per cent to 262 berths. We have 
experienced excellent service from our 
contractors – Walcon, Land & Water, 
Rolec and Riverworks. It’s gone exactly as 
we planned and we now have a state-
of-the-art marina in the heart of the 
Thames at Windsor. Most importantly, the 
customer feedback has been excellent.

“Hartford Marina is also receiving 
attention. I’ve always loved it and the 
way that the marina’s original owners 
understood the need for the industry to 
look after its customers. Following its 
acquisition last year, we are continuing to 
undertake the work required to offer the 
loyal berthholders there the facilities that 
they deserve. 

Understanding the customer
“The second aspect is service and to do 
that we need great staff. That’s more 
qualitative than quantitative in terms of a 
goal, but to deliver that we try to focus on 

recruiting staff who are keen on boating 
and understand what it takes to assist 
people with their boating activities. 

“One example of how we can add 
something extra with our boating 
knowledge is to organise berthholder 
cruises in company, between our marinas 
and also down to the tideway. Our 
experienced customers might know the 
waters but they join anyway because it is 
organised for them. They go knowing that 
everything is booked and they will meet 
new people. Newcomers have much less 
stress because they are surrounded by 
more experienced hands. This takes the 
worry out of something that they might 
otherwise not attempt. 

“The feedback from these events has 
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2000 and rising
Tingdene Marinas now offers more than 2000 berths on the UK’s key rivers. 

British Marine magazine spoke to operations director, Steve Arber CMM, about the 
company’s emergence as a major marine operator and its reasons for success

MEMBER CASE STUDY



been fabulous. When you can provide that 
extra element of service for a customer, 
something that’s not in the tariff or the 
brochure, it means a lot to them. That’s 
exactly the sort of thing we like to do 
when it is possible. 

Formal training
“I’ve worked in a boatyard since I was 
15 and what’s not to like? It’s a fantastic 
job! Recruiting people with the kind of 
passion that comes from understanding all 
of the benefits of boating is a great start. 
However at Tingdene we then formalise 
and hone skills by using the marina 
training offered by British Marine. 

“The established training matrix is 
perfect. From the Marina Operatives 

Course up to the Certified Marina Manager 
(CMM) qualification, it offers the whole 
spectrum. The Marina Operatives Course 
is an automatic choice for us now for any 
new employee, whether a young person in 
their first job or someone with experience. 
It’s perfect because individuals in the 
industry helped to design the content. It’s 
set at the right level and goes through all 
the correct areas in a practical way. 

“Our management staff then typically 
progress on to the Intermediate Marina 
Managers (IMM) Course and Advanced 
Marina Management (AMM) School. I was 
lucky to be on the first AMM Course in the 
UK. I learned a lot from this, then from the 
Certified Marina Manager (CMM) process 
and then from being involved in the CMM 

group. What I, and others in my team, 
have found is that the learning element of 
these courses is good, but the networking 
is just as valuable because it gives you 
contact with likeminded professionals that 
you can later call on for unbiased advice. 

“I’m lucky enough to have been invited 
to be a member of The Yacht Harbour 
Association (TYHA) Committee. Meetings 
provide another good networking 
opportunity, but I am primarily involved 
to play a part in assisting members to 
get more people involved in boating. Any 
newcomer is a potential berthholder for 
all of us, as well as a potential boat buyer 
and equipment purchaser. That’s what we 
must focus on, as an industry as well as in 
our businesses.”

Top left: 
Tingdene 

Marinas’ operations 
director, Steve Arber 

CMM. Top right: Thames and 
Kennet, the first marina to be 

acquired by the Tingdene Group and still 
its largest facility. This image: Racecourse 

Marina at Windsor has just been updated and 
expanded with new pontoons. Inset: modern facilities at 

Racecourse include a quality restaurant opened in 2013 and 
full service boat sales office
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