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Passion, commitment 
and vision
This is the first opportunity I’ve had to share 
with you how proud I am to be the president 
of our membership organisation, British 
Marine. Let me also acknowledge the passion 
we have from our staff at Marine House and 
the support they receive from our members 
and associations throughout the UK. My 
thanks go out to all concerned in ensuring 
we maintain our position as the voice of our 
industry. I am convinced that we have the 
passion, commitment and vision to take us to 
the next level in delivering our messages to all relevant parties. 

I have taken the first 100 days in this role to work with my fellow 
members of the Management Board and British Marine Boat Shows 
Board to understand where we are, where we have come from and, 
indeed, where we need to go. Having had that opportunity I can 
assure you that British Marine is covering a wide base of subjects with 
professionalism, focus and determination. It is constantly looking to 
balance the value of work being undertaken against available resource. 
In particular, I’d like to highlight the support, guidance and input 
offered to our association chairs and their committees.

One of our main priorities is to see an increase in participation and I 
am pleased that we are tackling this objective head on. More people 
getting afloat will lead to an improvement in business opportunities and 
success for us all. In addition, we need to maintain our close contact 
with Government to promote what our industry needs, in the UK and 
further afield.

I write this, following a very successful Southampton Boat Show, where 
I heard, first hand, just how important it is that we continue to work 
closely together in delivering an even better service for us all. I heard 
how the changes we have put into place are ticking boxes for the vast 
majority of our exhibitors, members and visitors and how the team 
is working hard to deliver new initiatives and campaigns to make our 
Shows even better. We must never forget that we, the members of 
British Marine, own our Shows; it is us that benefit from their success.

Finally, let me please confirm my intention to visit as many group and 
area association meetings as possible during my tenure. I look forward 
to meeting you there, or even within your own businesses. Please let 
me hear, how we as a strong, cohesive group can assist our team at 
Marine House to take British Marine to the next level.

David Pougher
President, British Marine
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QUARTER DECK
Your guide to British Marine news, events and services

2016 Southampton Boat Show success

COMPASS bearing down on marine theft 
COMPASS (the Combined Official 
Marine Protection and Security 
System), powered by Datatag and 
British Marine, is now operational.

Using the most advanced security 
marking technologies from industry 
expert Datatag, the COMPASS 
initiative is an outboard and boat 
security marking scheme which 
deters theft and aids recovery. 
Once a customer buys a qualifying 
outboard or boat from a supporting 
manufacturer, it will be delivered 
with the COMPASS Security System 
fitted as part of the package from 
the dealer. The system includes 
secure RFID transponders, tamper 
evident warning plates, ‘stealth’ UV 
etching and microscopic Datadots.

All Datatag Systems are designed 
to protect assets for life – once 
installed they need no maintenance, 
servicing or re-application and no 
additional payments are required.

Existing owners can also benefit 
from the official COMPASS Scheme 
by buying the aftermarket system 
from their local boat dealer or 
chandler and fitting it themselves. 

Once installed, customers simply 
register their marked outboard or 
boat on the Scheme’s dedicated  
website compassscheme.org

As part of the launch of the 
Scheme, British Marine has 
confirmed that Datatag will also 
undertake to manage the 
stolenboats.org website and its 
historical records.

Kevin Howells, managing director 
of Datatag, commented: “The 
average trailer boat is extremely 
vulnerable to theft, because of the 
limited identification offered and 
its portability. The same applies 
to many smaller outboard engines 
too. We are pleased the official 
COMPASS Scheme is now live to help 
manufacturers and consumers avoid 
being the victim of marine theft.”

Sarah Dhanda, member & services 
director of British Marine added: 
“We hope that the COMPASS 
initiative can enable the industry 
to prevent marine theft. We urge 
all members, manufacturers and 
owners to take advantage of the 
protection that the Scheme offers.” 

The 2016 Southampton Boat Show closed 
on Sunday 25 September with organisers, 
exhibitors, sponsors and visitors all hailing 
it a great success. New ticket initiatives 
aimed at driving a quality audience 
resulted in an attendance of more than 
109,000 visitors and impressive sales 
reports from exhibitors and sponsors. 

The Show also continued its objective 
of growing participation, with over 
10,000 visitors enjoying the chance to 
get out on the water. Visitors of all ages, 
with varying levels of experience, enjoyed 
options from Bumper Boats for young 
children right through to crewing a 72ft 
round the world ocean race yacht.

The Show served as a key platform 
for at least 33 global boat and product 
launches. Eight other boats made their 
European debuts, with 82 UK maiden 
appearances and 40 new boats and 
products being welcomed over the 
duration of the Show. In total some 750 

boats were on display, with over 330 of 
the world’s leading sailboats and high-
performance powerboats present on the 
water and indoor exhibitors benefiting 
from completely connected halls in 
Mayflower Park.

Murray Ellis, British Marine Boat Shows 

MD, comments: “Serious business has 
been achieved across most product 
sectors at this year’s Show and many 
companies have been reporting year on 
year increases. I’m thrilled that we’ve 
been able to give exhibitors and visitors 
alike a terrific 10-day event.”

BOAT SECURITY INITIATIVE
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Fifty eight young people from 
across the UK were recognised 
at the Southampton Boat 
Show by British Marine at 
its annual Apprenticeship 
Graduation Awards. 

Now in its sixth year, the 
event celebrates a selection of 
graduating apprentices from 
all areas of the industry, in roles varying from marine engineers to shipwrights and 
joiners. Apprentices from nine member companies were recognised, from Berthon 
Boat Company, BHG Marine, Cooney Marine, RNLI, Seadub, Spinlock, Sunseeker 
International, Pendennis Shipyard and Princess Yachts. The awards were presented 
by the Royal Navy’s deputy chief of staff engineering support, Captain Matt Bolton 
and Libby Greenhalgh of the Magenta Project.

QUARTERDECK
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GRADUATION CEREMONY HONOURS 58

Superyacht sector’s fourth year of growth

News in brief
Changes to apprenticeships –  

new funding rules will apply from April 
2017 for all apprenticeship schemes.  

See britishmarine.co.uk/nib135 

ICOMIA World Marinas 
Conference – the speaker line-up 
has now been released for this event, 

which will run from 17-19 November in 
Amsterdam, Netherlands.  

See britishmarine.co.uk/nib136

Profiling Britain’s boaters –  British 
Marine has released important new 

research exploring the profile, behaviour 
and purchasing dynamics of UK boating 
enthusiasts and boat owners. It covers 
recreational boating and watersports 
from both privately owned and hire/

charter across inland and coastal waters. 
The Boaters and Boat Owners Survey is 
sponsored by Navigators & General and 

MDL Marinas. 
See britishmarine.co.uk/nib137

Speakers announced – The 
British Marine Electrical and Electronics 

Association has confirmed the list of 
speakers who will be giving presentations 

at its forthcoming annual conference 
on Wednesday 19 October at the RNLI 

Headquarters in Poole. 
See britishmarine.co.uk/nib138

Boatbuilder apprenticeship 
milestone – City and Guilds has 

now accredited and published the long 
awaited Level 2 Diploma in Boatbuilding 

(Foundation) Qualification (2473-02). 
See britishmarine.co.uk/nib139

Official currency partner – British 
Marine has signed award winning non-
banking provider of foreign exchange 

conversion and risk management services, 
Foenix Partners, to be its official currency 
partner for its members and exhibitors 
at the 2017 London Boat Show. See 

britishmarine.co.uk/nib140

Carbon monoxide safety 
bulletin – the Marine Accident 

Investigation Branch (MAIB) has recently 
released a safety bulletin on carbon 

monoxide poisoning, along with a video.  
See britishmarine.co.uk/nib141

Appealing to the younger generation
British Marine has launched a second 
video, as part of its ongoing careers 
campaign, this time aimed at those aged 
between 10 and 15 years of age.

In an inspired piece of casting, 12-year-
old Nevaeh Matthews interviews three 
British Marine members: Dean Drake from 
MBNA Thames Clippers; Lisa Caddick of 
Val Wyatt Marine; and Charlie Telfer from 
City Cruises. It makes for three minutes of 

highly compelling viewing. 
Allan Davies, Training Manager for British 

Marine, comments: “We are now halfway 
through our 12-month campaign to really 
engage with young people looking to 
forge a career in the marine industry. We 
want to help them learn that there are 
some really exciting and rewarding options 
available to them.” View and share the 
video at britishmarine.co.uk/careers

New figures released in September show 
that the UK superyacht industry is buoyant 
and growing, despite the uncertainty 
surrounding the EU referendum.

In 2015/16, industry revenue grew by 
11.5 per cent to £605 million – the fourth 
consecutive year of growth. The sector 
contributed £273 million in GVA to UK GDP 
(up 6.1 per cent) and full time employment 
in the sector has risen 4.5 per cent to 

4,125. Productivity levels are also up with 
72 per cent of respondents reporting an 
increase in business activity, compared to 
61 per cent in the last survey.

British Marine achieved national media 
coverage of the statistics in The Times, 
Telegraph, i, Daily Express and Metro.

See britishmarine.co.uk/Resources/
Publications/2016/September/Superyacht-UK-
Survey-2015-to-2016

on
Ed
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British Marine Boat Retailers 
& Brokers has a very dynamic 
relationship with its 220 member 
companies. Each member has 
to adhere to the association’s 
Code of Practice that, in 2008, 
added the requirement to use 
designated client accounts when 
transacting the 
sale of boats. 

British Marine 
Boat Retailers 
& Brokers has 
also collaborated 
with the 
Association of 
Brokers & Yacht 
Agents (ABYA) 
to introduce 
a Boat Sales 
Qualification 
(BSQ). 
Individuals with the right 
experience and references 
could, until September, claim 
grandfather rights and this was 
popular. Now anyone wishing to 
take the BSQ will need to prove 
at least 12 months relevant 
experience, hold an RYA boat 
handling certificate for the kind of 
boat they are selling and usually 
have completed suggested broker 
training courses too. 

The association’s members are 
strongly recommended to use 
British Marine’s standard form 
contracts for the sale of new and 

used boats. These documents 
are entering a period of revision, 
one of several issues keeping the 
committee of 14 members busy. 
Chaired by Dominic Smulders 
of TBS Boats, with vice chairs 
Neil Chapman of Boatshed and 
Phil Hutchins of Hutchins Boat 

Sales, the committee 
maintains a watching 
brief on the legal issues 
affecting its members, 
including VAT and 
the Financial Conduct 
Authority (FCA). 
Members receive a lot 
of very useful assistance 
in these areas from 
British Marine and the 
association and a new 
guide to completing a 
bill of sale has just  

been released.
Acutely aware just what all 

of this red tape might look like 
to prospective boat buyers, the 
assocation has produced a short 
video to complement its updated 
Boat Buying Guide. It urges boat 
buyers to ‘Look for the Logo and 
buy with confidence.’

View the new animated 
video and access links to the 
association’s Boat Buying Guide 
at britishmarine.co.uk/Membership/
Our-Associations/Group/British-Marine-
Boat-Retailers-and-Brokers/Video-and-
Boat-Buyers-Guide 

ASSOCIATIONS

New British Marine Boat Retailers & Brokers 
video and guide aimed at boat buyers

OCTOBER
    11 October  

British Marine Inland Boating AGM, Whilton Locks, Daventry
    12 October  

RCD Awareness Course, Stratford-upon-Avon
    13 October  

British Marine Midlands Networking Event, Uttoxeter
    18 October  

VAT for Brokers Workshop, Southampton
    20 October  

British Marine Thames Valley Dinner Cruise and AGM,  
Henley-upon-Thames

    24 October  
BMET Electrical Course, Peterborough

NOVEMBER
    1 November  

British Marine Thames Valley Committee Meeting, Egham
    8 November  

British Marine Boat Retailers & Brokers Committee Meeting, Egham
    14 November  

Marine Electronics Installer Course, Amsterdam, Netherlands
    14 November  

NMEA 2000 Network Course, Amsterdam, Netherlands
    15-17 November  

British Marine Pavilion at Metstrade Show, Amsterdam, Netherlands
    24 November  

British Marine Inland Boating Committee Meeting, Manchester
    25 November  

British Marine Midlands AGM and Networking Dinner, Manchester
    25 November  

British Marine Inland Boating AGM and Networking Dinner, 
Manchester

    29 November  
British Marine Boatbuilders Committee Meeting, Southampton

DECEMBER
    1 December  

The Law Relating to Brokerage and Boat Retailers Course, Warwick
    7 December  

Selling Skills for the Marine Industry Course, Egham
    8 December  

Superyacht UK Committee Meeting, venue TBC
    8 December  

Superyacht UK Christmas Networking Evening, Knightsbridge
    11-14 December  

Intermediate Marina Managers Course, Abu Dhabi
    13 December  

British Marine Inland Boating Committee Meeting, Manchester

JANUARY
    6-15 January  

London Boat Show, ExCeL London
    11-12 January  

Superyacht UK Young Designer Competition, London Boat Show

 DIARY

pp2-5_FINAL.indd   4 03/10/2016   15:50



t was a call from a yacht 
management company that first 
alerted AFECO to the potential need 

of the marine industry for its expertise. 
Odious foam venting from a sewage 
system onto the deck where guests dine 
al fresco is a sure-fire recipe for one very 
unhappy superyacht owner.

AFECO was founded in 2010 to offer 
specialist engineering services, solutions 
and products to the land-based water 
industry. Co-owner and chartered 
engineer, Abi Field, holds a masters 
degree in wastewater engineering and her 
experience stems from working for large 
consulting and contracting firms.

The call about the afflicted 70m 
superyacht came out of the blue, two 
years ago. “It was the first time AFECO 
had worked in any area of the marine 
industry,” Abi explains. “We were 
appointed by the yacht’s managers to 
support a warranty claim. Our team 
investigated what was being pumped into 
the sewage plant and which products 
they were using onboard to clean it. 
We then serviced the whole system, 
recommissioned it and proved that it 
could work, but also highlighted that there 
were some issues to do with the way it 
was designed.”

The successful resolution of the problem 
led to AFECO being commissioned by 
the superyacht’s builder to consult on 
the wastewater systems for each of its 
subsequent launches. The value of testing 
the sewage system before it was released 
to the crew has been proven.

Need for engineering support
“That experience prompted us to do 
a lot more exploration of the marine 
sector,” Abi states. “Since then we’ve 
been focusing on the regulations, the 
requirements and the specific needs of 
the crew, engineers and manufacturers. 
It’s clear to us that there is a need for 
engineering support. Superyacht owners 

and managers are often willing to pay 
thousands of pounds to train a chef on 
how to prepare sushi, or the crew to 
maintain engines. Everyone assumes a 
sewage system will just work without 
expertise and if it fails, it really has an 
impact on the ship. Furthermore, the 
technical challenges are getting greater.

“The regulations for sewage discharge 
on large superyachts are becoming ever 
tighter (see panel below). In response, 
manufacturers are making more 
complicated machinery to enable a much 
greater level of treatment.

“Compared to our experience in land-
based applications, large yacht builders 
are dealing with equipment that is not 
always well tested or supported for 
the restricted installation space and 
dynamically moving environment afloat. 
This can lead to unexpected problems in 
service. Vessel black water can be about 

20 times more concentrated than in 
wastewater processes ashore. There are 
lots of issues around operating a system 
that might need to manage effluent from 
just a few people one week, to say 40 or 
more people the week after, then rapidly 
back to lower usage again. The crew also 
needs to be educated in how to use the 
system, even with basic knowledge such 
as not putting bleach down the toilets.

“Every single installation we’ve looked 
at varies slightly because of the restricted 
engineroom space. Introducing just one 
extra bend in a pipe, or putting that bend 
in a different place, can affect how well it 
functions. By engaging with the yards we 
believe we can assist their understanding 
of what will and won’t work. It would 
be hugely expensive to take out a faulty 
system and replace it.”

Three solutions
AFECO’s response has been to produce 
a three-stage offering tailored to the 
superyacht sector. 

The first is a risk management 
programme for yards. The installation 
proposal is examined, modifications 
proposed if necessary, then process and 
performance testing and commissioning 
carried out to ensure the system is fully 
meeting the intended performance.

The second is an optimisation 
service for faulty wastewater systems. 
AFECO supports the crew to get it 
working correctly or, in the event of a 
manufacturing or installation issue, to 
support a warranty claim.

The third is an annual training package 
for the crew, with remote support and 
onsite checks. Superyachts often have 
a high turnover of cabin crew, so repeat 
training ensures that valuable knowledge 
is not lost.

Abi admits though that it is early days 
in terms of the company’s approach to 
marine customers. “Understanding the 
regulations and the way that the industry 

06 | BRITISHMARINE.CO.UK
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System SANITY
Hampshire-based engineering services provider AFECO has brought its water 

sector experience to aid superyachts that have a problem with that most 
fundamental of needs – the sewage system 

Superyacht sewage regulations
The International Maritime 
Organization’s (IMO) International 
Convention for the Prevention of 
Pollution from Ships (MARPOL) 
regulations Annex IV Prevention 
of Pollution by Sewage from Ships 
entered into force on 27 September 
2003 and has since been amended. Its 
latest resolution, MEPC.224(67) came 
into force in January of this year.

Annex IV requires ships of 400 
gross tonnage and above or which are 
certified to carry more than 15 persons 
that are engaged in international 
voyages to be equipped with either an 
approved sewage treatment plant, or 
for discharge only well away from land, 
an approved sewage comminuting 
and disinfecting system or a sewage 
holding tank. 

Further information can be obtained 
by contacting the British Marine 
Technical team on 01784 473377.

MEMBER CASE STUDY
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works has been the real learning curve for 
us. That’s where we felt British Marine and 
Superyacht UK could really help out.

Membership benefits
“We decided last year to visit the 
Metstrade Show in Amsterdam to see 
what else was happening in our market 
and bumped into the British Marine 
team there. We joined two months later 
and have been making the most of our 
membership ever since. Even as we joined 
we were just in the process of becoming 
ISO 9001 and ISO 14001 accredited and 
got really good help from Dan Reading at 
the Green Blue.

 “AFECO got involved in the Superyacht 
UK Tour of Excellence earlier this year and 
made some pretty good contacts. We’ve 
attended British Marine networking events 
and taken the social media training run 
by George Hunt. Sam Vaughan, British 
Marine’s regional executive, visited us and 
provided a list of contacts that we are still 
working through. We are also in touch 
with international development manager, 
Richard Selby, to get his assistance with 
our imminent visit to the Monaco Yacht 
Show. We’re hoping to get introductions 
through British Marine and Superyacht UK 
that will lead us to further business.

“We now have the opportunity to stamp 
our presence in the marine marketplace 
and will be doing that by embarking on 
a year-long campaign of educational 
marketing and face-to-face meetings with 
superyacht management companies.”

AFECO is just about to expand from four 
to six employees and it has launched two 
products under the Innov8 brand. 

Biosoft is an inline catalytic water 
softener that works without the 
requirement for an electrical power 
source. Biobuffer introduces alkalinity into 
water from the reverse osmosis systems 
that are typical on superyachts, to support 
the correct level of biological activity in 
sewage treatment processes.

“AFECO has been responding to what 
is going wrong in superyacht waste 
water systems,” Abi reflects. “We see the 
patterns and will work with the industry to 
overcome the issues.”

AFECO co-owner 
and process 

expert, Abi Field
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ost people know Expedia as an 
online travel agency, but we consider 
ourselves to be a technology company 

that happens to be in the business of travel. This 
is relevant to the Millennial generation because 
we use technology to service our audiences in a 
really great way.

Five years ago Expedia was a dinosaur. Sales 
were dropping, it was really clunky and we 
weren’t using our technology well. We realised 
we needed to change to start moving with this 
Millennial audience. So we’ve really transformed 
what we have done.

A lot of what we’ve learned I can share here – 
it is applicable even if you’ve only just started to 
consider Millennials. Our approach is threefold:

1. Partnerships
I need to understand to whom I am talking and 
how I want to talk to them, more than ever 
before. I need to understand it from my Expedia 
viewpoint, but also from a client perspective. 

If I am working with VisitBritain or Emirates 
Airlines, I need to understand their business in 
order for me to make the partnership work. I also 
need to understand to whom they are talking. So 
we have spent a lot of time understanding the 
Millennial audience.

2. Consumer insights
The second requirement is consumer insights. 
We sit on a ton of data and it’s important how 
we use this data to make our technology better.

3. Test and learn
Last and most important of all, you need a test 
and learn culture within your organisation if you 
want to change. We live and die by this scientific 
method – form a hypothesis, test it and see if it 
works. If it doesn’t, then test it again. It’s okay 
to fail, just fail fast and move on.

I cannot stress how amazing and important 

the test and learn culture 
is when you are trying to 
innovate.

Diverse generation
Millennials were born 
between 1984, the year 
the Commodore 64 was 
launched, and 1999, the 
year of the Y2K bug, so it’s 
a big age group. You’ve got 
lots of different dynamics 
and cohorts that live in-
between that timespan.

I would argue that the 
Millennial generation is 
more different than any 
before it. It also has great 
diversity, from 17-year-old 
selfie takers and young 
parents with one or two 
kids, to unmarried 34-35 
year olds. The one common 
thread that we’ve seen in our research though is 
their spending power. That’s where they are so 
important and valuable to businesses.

Authentic experiences
Another common factor is the desire for 
Millennials to have an experience, rather than to 
buy large capital items like houses or boats. But 
what does that really mean?

The important thing is the authenticity of that 
experience. So for example, venturing out and 
living like a local off the beaten track, rather than 
sitting in a tourist hot spot. That insight should 
resonate with a lot of people in the marine 
industry too. 

In a recent commercial that we created for 
the Australian Tourist Board we didn’t show 
the typical things you might expect to see, like 
the Sydney Opera House. The challenge that 

M

fail fast
MOVE ON

About the author
Angelique Miller is the director of 

Expedia’s Creative Partnerships 
division. She is responsible for 

providing the company’s clients 
with a full-service agency and 

idea centre to drive greater 
engagement between Expedia 

users and its partners. She travels 
widely, working with many well 

known global brands and national 
tourist boards, as well as charities 

and other bodies.
You can view Angelique’s 

presentation and those of the  
other speakers at British Marine’s 

Understanding Tomorrow’s 
Customer seminar at  

britishmarine.co.uk/Resources/Knowledge-
Centre/Marketing/How-to-reach-the-

Millennial-customer

   

Angelique Miller, director of Expedia’s Creative Partnerships 
division and special guest speaker at British Marine’s 

Understanding Tomorrow’s Customer seminar, explains how 
the online travel giant is tackling the Millennial generation

SPEAKER’S CORNER
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Australia faces is 
that everyone wants 
to go there, but the 
perceived barriers are 
that it is too far and 
too expensive. Rather 
than avoiding those 
problems, we were 
open about those 
issues and asked: 
“How far would you 
go for the things you 
love? How far would 
you venture out?”

Millennials want 
to indudge in their 
passions. No matter 
how far or how 
expensive they are, if 
they really love them 
that much they will 
make it happen.

Another important 
aspect of authenticity 
is summarised in 
this quote: “I wish I 
could be more like 
the person I describe 
myself as on social 
media.” More so 
than ever before, it’s 
not necessarily just 
about the experience, 
it’s also what that 
experience looks like 
to your friends. The 
influence of social 
media sharing on the 
Millennial audience is 
really important.

Wishlisting
Millennials are also hoarding like their 
predecessors did, but with digital things rather 
than physical items. Their ‘wishlisting’ is not 
a shift in mindset; it’s because their lives are 
a never-ending scroll of stuff that they are 
consuming on the internet and saving in order to 
inspire and inform their future decisions.

Around 42 per cent of Millennials say that 
photos posted by people on social media actually 
influence where they go on holiday. What that 
means from a brand perspective is you have 
to be there right in the mix in terms of where 
Millennials are consuming content.

If we go one step further they are also looking 
to new technologies. This shows how we have 
to disrupt this audience in order to grab their 
attention. No-one wants a three-minute video 

anymore; if it doesn’t work within 15 seconds 
they are gone. Because they are constantly 
having content thrown at them all of the time 
you have to be really quick and really disruptive 
to grab their attention. 

Emerging technologies are one way you can 
do this, to deliver experiences to your customers 
in ways they don’t expect. For example, on flight 
searches, we used to have a simple pane on 
the left of the web page, with choices of flights. 
Now we offer much more access to information 
such as a 360° video of the interior of the plane, 
feedback from passengers, seat maps and more. 
It’s about presenting the right kind of content 
to meet that demand. Then when they are on 
the journey we’ll deliver more content to phones 
and wearable devices, for example, alerting them 
immediately that there’s been a gate change. 

 
Value exchange
There is a problem with overload however, with 
45 per cent of Millennials thinking there is too 
much information in terms of helping them 
make an important decision. That’s where you 
get into the value exchange – your prospective 
customers offering data in return for something. 

More than three-quarters of Millennials are 
happy to hand over personal data as long as 
what they get in return is an ultra-personalised 
service enabling a specific and intimate dialogue 
with them – it’s a massive game changer. We 
use this all the time to curate these intense 
buying signals and it drives the content we 
produce. For example, it doesn’t make any sense 
to send an email to someone with a bunch 
of hotels in Rome when they’ve just booked 
accommodation there. It does make sense to tell 
them about watersports in the area if our data 
suggests they are interested in boating.

The power of testing
To conclude you have to ensure the experience 
is authentic and it is important to understand 
each part of the diverse Millennial cohort. The 
social sharing and curating of content is also 
really important.

If you are reading this and thinking “where 
do I start?” then just test and learn. From 2009 
to 2011 Expedia ran 200 technology tests to 
determine what our audience wanted. In 2015 
we ran over 1500 tests. So this is how we are 
innovating in our company.

Please don’t think that the size and resources 
of Expedia make this advice impractical for your 
business though. Your test could be a social 
media strategy or making a small tweak on the 
website. It could be anything at all where you are 
trying things to see if they meet your aims. 

If your test doesn’t work, just move on. 
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t’s long been understood by member 
companies large and small that a 
key benefit of belonging to British 

Marine comes through its strength in 
numbers. Right from the origins of the 
organisation, the power of collective 
support and representation has been 
demonstrated, time and time again.

How much more powerful then would 
it be if the whole UK maritime and marine 
sector could come together, to act as one 
for shared concerns and opportunities? 
The good news is, that is exactly what 
is happening now and the timing could 
not be more important, given the recent 
EU referendum result which is set to 
inexorably change Britain’s position in 
world trade.

Challenge of fragmentation
“One of British Marine’s historic criticisms 
of the government’s approach to 
supporting the sector is that it has been 
fragmented,” explains British Marine’s 
chief executive, Howard Pridding. “Our 
team has been dealing with 20 separate 
departments that all have marine 
interests, including the Department for 
Transport (DfT), Department for Business, 
Energy and Industrial Strategy (BEIS), 
the Department for Environment, Food & 
Rural Affairs (Defra) and the Department 
for Culture, Media and Sport (DCMS), to 
name just a few. It’s particularly complex 
when representing the industry on issues 
that span more than one department.

“The Government’s Maritime Growth 
Study, launched in September 2015, 
recognised this issue and acknowledged 
that departments like DfT and BEIS had 
to work much more closely together. It 
also highlighted that our industry had the 
same issue, with fragmented trade bodies 
that got along okay but didn’t collaborate 
as much as they should.

“We reacted to that feedback by signing 

a Memorandum of Understanding with the 
UK Chamber of Shipping and The Society 
of Maritime Industries (SMI) last year 
and that has worked well. British Marine 
was also working with BEIS, SMI and the 
Shipbuilders and Shiprepairers Association 
(SSA) within what was known as the 
Marine Industries Leadership Council 
(MILC) – co-chaired by a government 
minister and an industrialist, most recently 
Gardline group chairman Gregory Darling. 

“MILC developed a strategy for marine 
manufacturing and also has a series 
of working groups, for example the 
Technology & Innovation Group that 
our technical manager, Ross Wombwell, 
sits on. I co-chaired the Sustainability 
Environment & Regulation Group 
alongside the chief executive of the 
Maritime and Coastguard Agency (MCA). 
Our head of external relations, Brian 
Clark, served on that group as well. So we 
already had good efforts in place to co-
operate more closely.

Uniting under Maritime UK
“When the Maritime Growth Study 
came out, British Marine broadly 
welcomed the recommendations except 
one, which called for the creation of 
a body to promote the UK’s maritime 
capabilities around the world, a bit like 
a Confederation of British Industry (CBI) 
but for marine. Our concern was whether 
the launch of another organisation and its 
associated expense was necessary.

“We already had MILC, an industry and 
government consortium working together 
to discuss issues. The shipping industry 
had a lobbying forum called Maritime 
UK. Following a debate it was decided 
we should all unite under the Maritime 
UK banner to meet the Government’s 
need for a single focal point for the UK’s 
shipping, ports, marine and business 
services sectors. Collectively we employ 

500,000 people and contribute £22.2bn 
to UK GDP.”

The decision to join Maritime UK 
was validated by the British Marine 
Management Board and British Marine 
joined in March of this year – a lot has 
happened since. The scope of MILC’s 
proven working groups was widened to 
take in all of Maritime UK’s membership 
interests and they are now working on the 
detailed recommendations of the Study. 
Each working group has some of aspects 
to deal with – for example membership 
and services director, Sarah Dhanda, is 
now co-chairing the group looking at the 
issues around skills shortages.

Howard and British Marine past 
president, Mike Cook, both sit on the main 
Maritime UK board, which is chaired by 
Carnival UK’s chairman David Dingle. A 
number of key British Marine personnel 
serve on the working groups. 

What’s in it for members?
So what is in Maritime UK for British 
Marine members? “A lot of our impetus 
is lobbying and voice,” Howard responds. 
We are making sure our members’ 
interests remain very high profile in this 
organisation. 

“There are many key actions arising 
from the Maritime Growth Study that 
are important to us, such as the skills 
gap and the modernisation of the MCA, 
which is being actively pursued now by 
Government. We want greater assistance 
with exports, we have to improve 
knowledge of the UK’s capabilities around 
the world and we need to get commercial 
people in key posts overseas, fighting for 
Britain. These are all common goals across 
Maritime UK and vital for us.

 “It’s important to emphasise that 
British Marine is not being subsumed by 
the shipping sector – we are an important 
part of the group. You can see how this 
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One voice
British Marine has been an active member of Maritime UK since 
March, but what exactly does that mean? We spoke to chief 
executive Howard Pridding and the Minister for Transport at the 
Southampton Boat Show to find out more 

MEMBER BRIEFING
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MARITIME UK MEMBERS
The current members of Maritime UK are: 
British Marine, British Ports Association 
BPA), Cruise Lines International Association 
(CLIA) UK & Ireland, Institute of Chartered 
Shipbrokers, London International 
Shipping Week, Maritime London, Nautilus 
International, Seafarers UK, Shipbuilders 
and Shiprepairers Association (SSA), Society 
of Maritime Industries (SMI), The Baltic 
Exchange, UK Chamber of Shipping and the 
UK Major Ports Group (UKMPG).

works from the visit of the Minister for 
Transport, Rt Hon John Hayes MP, to the 
Southampton Boat Show. He started his 
day with Associated British Ports (ABP), 
prior to visiting several member exhibitors 
at the Show, before moving on to Carnival 
UK’s headquarters where we held our 
latest Maritime UK board meeting.

“The big thing on the agenda that 
day was Brexit, which we welcome 
because our recent industry trends 
survey highlights the damaging effect 
of uncertainty in the country since the 
23 June vote. We emerged from that 
meeting with a powerful four-page 
manifesto outlining how the maritime 
industry requires an attractive business 
environment, a global approach to global 
issues and to put Britain first in the exit 
negotiations (see panel right). 

“The Government is also becoming more 
focused. There is a ministerial working 
group to bring together the different 
relevant government departments; it is 
expected that David Davis, the Brexit 
Minister, will be at the next meeting, 
which is really positive. There is a cross 
departmental working group as well, with 
civil servants collaborating to action the 
recommendations from the Study. So it’s 
starting to become joined up.

“That goes some way to explain why 
the Maritime UK brand has become a 
very strong voice through which we lobby 
government. That doesn’t diminish our 
work at government departmental level 
where it is appropriate for our agenda 
and it doesn’t prevent us in any way 
looking after our sector, using our specific 
expertise, as we have always done.

“Without a doubt though, this is an 
example where the sum is greater than 
its parts. We look forward to playing a 
leading role within Maritime UK in the 
months ahead as we seek improvements 
for members.”

British Marine chief executive, Howard 
Pridding, (left) and the Minister for 
Transport, Rt Hon John Hayes MP

The Government view
Speaking at the Southampton Boat Show the 
Minister for Transport, Rt Hon John Hayes MP, said: 
“The Government showed how committed it was 
to maritime and marine issues when we launched 
our Maritime Growth Study. That was designed to 
explore what more the Government and industry 
could do to make the best of what we could be. 

“One of the things the growth study said was 
we need a single conduit for the promotion of the 
industry’s interests such as export and a voice to 
deal with the challenges we face. The great thing 
about Maritime UK is it provides a single voice and 
focus to deal with some of those challenges. I’m 
going to be delighted to work with it, in my role as minister, to make all of those 
opportunities turn into realities for this country and this industry.”

Attractive business environment
 □ Maintain access to the single market or 

equally favourable trading relationship
 □ Avoid disruption to UK trade with EU and third 

countries post-Brexit
 □ Ensure minimum disruption to the movement 

of goods and people at the UK border
 □ Maintain reciprocal rights for those working 

abroad in the maritime industry
 □ Ensure that industry has the people and skills 

they need
 □ Work with industry when reviewing the 

continuity of existing EU regulations 
post-Brexit

 □ Build a UK regulatory environment that 
maximises the nation’s competitive advantage

 □ Strengthen the logistics chain through support 
for infrastructure and investment

 □ Create a visa regime that facilitates 
 industry’s growth.

Global approach to global issues
 □ Play a leading role in international 

organisations including the International 
Maritime Organization (IMO) and International 

Labour Organization (ILO)
 □ Deliver new trade agreements with the rest 

of the world as soon as possible in order to 
prevent the setting of tariffs

 □ Minimise complications, additional burdens 
or bureaucracy arising from any changes to 
customs or border controls

 □ Ensure continuity in student funding  
and mobility

Put Britain first
 □ Source British businesses for for procurement 

of goods and services
 □ Support innovation across the industry
 □ Champion British jobs – including existing  

EU rights
 □ Ensure EU funding and grants are guaranteed 

post-Brexit
 □ For the Government to deliver an ambitious 

industrial strategy with the maritime industry 
at its heart

 □ Reform the ship register 

See maritimeuk.org/news/news-maritime-uk-
presents-industry-brexit-priorities/

UK MARITIME’S BREXIT AGENDA
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uite what Medway pilot Captain 
Stanley Coe would now make 
of the company he founded in 

1966 would be fascinating to see. The 
scope of SeaSafe Systems’ activity has 
broadened significantly since the days 
when, motivated by the risks of climbing 
pilot ladders in often difficult seas, he 
pioneered a three-quarter-length coat 
with integrated orally inflated lifejacket 
that became standard equipment for 
Trinity House’s 1200 pilots. In those days 
each coat was replaced every other year.

A later change saw the adoption of 
automatic inflation; another was to open 
the company’s own manufacturing facility 
on the Isle of Wight. Maintaining that 
tradition, SeaSafe carries out the only 
British manufacturing of lifejackets today.

Captain Coe would no doubt be pleased 
to see that pilot coats are still a main 
product line, albeit in modern materials 
with a very broad range of styles now 
catering for cold and warm climates and 
with the ability for each pilot station to 
have its own bespoke build and branding.

Long gone are the days of a big, one-
model-fits-all, fixed contract. Flexibility 
and the ability to react quickly to orders 
is now key. The number of pilots in the 

UK has reduced in number, to around 
460 today and they work for a range 
of harbour authorities and syndicates. 
“I bought SeaSafe about 23 years ago,” 
managing director Jeremy Dale recalls. 
“Captain Coe had passed away and left 
the business to his son but he had not 
seen how the market was changing.

“We had a young man in the original 
sales office in Chatham called Keith Friar 
and it became apparent to me he was 
really keeping the company together; 
he has been with us ever since and is 
SeaSafe’s general manager.”

Developing to meet needs  
“Since those days the coats have changed 
to match the switch from BS standards to 
EU directives,” Jeremy continues. “We’ve 
also had to adhere to new dockside 
regulations that affect the placement of 
reflective tape. With regard to coat styles 
pilots have said, ‘can you do it lighter?’ In 
response we created a blouson style, then 
a sleeveless version. A Hawaiian pilot said 
‘it’s still too heavy’, so we made the Sea 
Trekker Pacific with a mesh back. We try 
to build what our customers want.

Around a decade ago SeaSafe started to 
diversify, first by offering servicing for its 

own products and other manufacturers. 
On the day of our visit we saw plastic 
crates of safety equipment in for servicing 
from many of the world’s busiest 
harbours. The company also outgrew its 
old premises in Birmingham Road, West 
Cowes and increased its space more than 
six-fold to 9000ft2 in nearby Somerton 
Business Park. Every inch is now utilised.

Lifejacket production
In 2009 the company launched its own 
range of lifejackets. “We tackled that 
project a bit differently,” Jeremy explains. 
We offer bespoke products, but to make 
lifejackets individually is a bit tricky, so 
we used a very simple system of allowing 
the front sections to be separate. SeaSafe 
can make the backs in just three versions, 
then create any style of front and zip it on 
as required. We can respond very quickly 
to specialist orders and no-one else can 
do that; sales are growing, year-on-year.”

In contrast to its mainly bespoke work, 
SeaSafe has also created a high volume 
in-house lifejacket lung production line, 
on which the company has capacity to 
make up to 50,000 units annually for 
its own products, as well as for other 
manufacturers with whom it acts as a 

Q

COATS
OF MANY 
COLOURS
Marine safety wear products and 

services specialist SeaSafe Systems 
is celebrating five decades of life 

saving activity this year.  
Kim Hollamby reports

MEMBER CASE STUDY
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sub-contractor and design partner. 
SeaSafe also nurtures inventive talent, 

always with the aim of improving safety 
at sea. It worked closely with award-
winning A-level student Tanya Budd to 
bring the Hypo Hoist manoverboard 
recovery system to market. It collaborated 
with George West to launch the Quiksling 
recovery system commercially and more 
recently assisted Duncan West to get his 
Lifesaver floating lifejacket line approved 
for use on its own lifejackets.

“We’re working with another young 
person who has a lifejacket design 
and we’ll be launching it this year,” 
Jeremy confirms. “I’m a great believer in 
supporting young people; we’ve acted like 
an incubator for several projects and not 
necessarily made any money out of it, but 
I think you should help people.

“SeaSafe has got some good products 
as a result of it. Anything that will save 
somebody’s life has got to be pushed out 
there in the marketplace – I don’t care 
whether I have designed it or not.

“We hear from a number of pilots that 
fall off the side of ships each year in 
accidents and they’ve come ashore still 
able to talk about it. We don’t claim all of 
the credit, we are just part of the system 

that rescued them. However, when you 
have someone that rings up and says 
‘I used your coat and it saved my life’, 
there is no better feeling and it puts 
goosebumps down your back.”

Valuable workforce
Another reason for the company’s success 
is its long-standing workforce of 16, 
some of whom have served for 25 years 
or more. Jeremy believes it is critical 
to minimise staff churn by ensuring an 
excellent working environment: “We have 
made SeaSafe a nice place to be. Loyalty 
outweighs everything else; if you turnover 
15 per cent of your staff every year then 
you are training employees all of the time. 
I consider it a personal failure if anyone 
leaves and wonder what I did wrong.

“However we do have an ageing 
workforce and we will need to replace 
their skills one day. We’ve done well 
developing younger managers and 
workers in the business and are now 
looking to see if we can take on two or 
three apprentices.”

Providing greater visibility to visiting 
boat owners as well as potential new 
workers is the company’s retail shop, 
opened this year at its old Birmingham 

Road premises. It displays SeaSafe’s broad 
range of colourful leisure products and 
also provides an avenue to talk about 
safety and servicing.

The company also remains very focused 
on commercial marine. A long-standing 
holder of ISO 9001, SeaSafe has now been 
granted ISO 14001 and is in the process 
of obtaining ISO 18001, prompted by its 
work in the wind farm market. 

It successfully applied for a government 
grant towards the cost of gaining these 
new accreditations last year and at the 
same time, secured UKTI assistance 
through British Marine to exhibit within 
the British Pavilion at the METSTRADE 
Show in 2015.

“The future for the company is to get a 
greater export focus,” Jeremy confirms. 
“We’ll be back at METSTRADE this year 
and engaging British Marine international 
resources in other ways too as we 
develop what we do overseas.”

Whatever SeaSafe’s development 
plans though, Captain Coe’s genes have 
not been diluted. “There is a vocational 
element to our business, which is perhaps 
why we have remained relatively modest 
in size,” Jeremy confirms. “It’s not about 
money; what we do saves lives.” 

Opposite page: Jeremy Dale (top) and a 
display of pilot coats from the company’s 
origins to present day. This page far left: the 
shop in Birmingham Road, Cowes. Top: just 
a few of many choices of lifejacket style on 
display. Centre top: sewing lifejacket fronts. 
Centre bottom: welding lifejacket lungs. 
Above: sewing lifejacket backs
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83% 

The percentage of companies in the 
marine industry that are either small 
businesses with a turnover between 
£200,000-£999,999 (26 per cent) or 
micro businesses (57 per cent) with 

turnover below £200,000.

50 

The number of UK new marine business 
start-ups during the past year. 

30% 

The percentage of companies 
identifying critical skills gaps that are 
holding business back, with technical 
skills being the biggest obstacle to 

recruitment. 74 per cent of businesses 
cited a lack of technical training (such 

as in manufacturing and engineering) as 
a barrier. For an industry where one in 

two jobs are in boat building and repairs 
and equipment manufacturing, the skills 

gap is an obvious risk to address.

32% 

The percentage of businesses saying 
that competition from other industries 

affects their ability to recruit, luring 
graduate talent to industries perceived 

as more lucrative.

31,600 
The number of full-time staff employed 
by over 4000 businesses in the marine 
industry, against a pre-recession peak 

of 35,000. Of that number just over half 
are employed by firms with less than 

£6m annual turnover. 75% 
The percentage of marine companies 

anticipating an increase in wages in the 
next 12 months, either at or above the 
rate of inflation. This compares to 80 
per cent across the UK private, public 

and voluntary sectors.

470 

The number of apprentices engaged 
across 100 marine businesses. 

Almost three-quarters of them in 
manufacturing and engineering (43 per 
cent boat manufacturing, 21 per cent 
repairs and servicing, eight per cent 

equipment manufacturing).

£26,500
The median salary in the marine 

industry, close to the UK median salary 
of £27,645. Marine businesses are 

competitive when it comes to talent. 
Most offer key benefits on top of 

workplace pensions.  

50%
The percentage of employees that 

identify their company as placing an 
emphasis on community, culture and a 

passion for boating. 

30%
The percentage of marine businesses 
that are actively recruiting in the next 

12 months. 

19.8%
The share of total industry growth 

enjoyed by boatbuilders, the highest 
growing marine sector and one 

supporting a quarter of the marine 
industry’s workforce.

British Marine’s new UK Marine Labour Market Report, compiled by senior researcher Alastair Wilson, 
offers valuable insight into the industry’s workforce for the first time, as this snapshot illustrates

IN NUMBERS
UK MARINE LABOUR MARKET

Download the report
You can access the full report at 
britishmarine.co.uk/Resources/Publications/2016/
September/Labour-Market-Survey
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ome people pack a lot into their 
lives, even as they get started. 
Take Ashika Gauld, who many 

members will know as a tireless and 
effervescent presence in the British 
Marine marketing team.

Ashika took to the disco-dancing 
floor aged three, winning more than 50 
medals countrywide by the time she 
reached 12. Her uncle, who played tennis 
with John McEnroe and Boris Becker, 
strung her first racquet when she was 
eight, starting a passion for that sport. 
By 13, Ashika had commenced writing 
poetry and short stories and her poems 
were later recognised in competitions 
and held in the British Library.

Sport and art were not in the career 
plan however. A desire to learn languages 
and a strong work ethic, discovered at 
the knee from her parents, saw Ashika 
take a degree in Marketing and Spanish – 
chosen for the potential of kick-starting 
the successful future she desired.

Newly qualified from university 
in Birmingham, she joined financial 
management software company 
Dataflow UK, to handle PR and 
marketing. It provided Ashika with her 
first insights into press and exhibitions. 
She also worked for a local radio station 
in the evenings, on the switchboard and 
as a co-presenter.

A bad car accident forced a sabbatical 
and year-long recovery. When Ashika 
was able to resume, the job she found 
was a marketing and PR co-ordinator 
position for National Boat Shows, as it 
was then.

“The role seemed interesting, I’d been 
an exhibitor and so knew something 
about working at trade shows, but it was 
a very different industry to accounting 
software. I had no idea about boats 
and suffered from a ridiculous level of 
travel sickness – feeling woozy even on a 
marina. But I just loved it!

“I met the team, attended my first 
Show and worked with exhibitors and the 
press. It’s an important thing for me to 
be out and about, talking to people.

“There was a lot to learn in that first 
year. As I progressed I was hungry to 
do more, so I got involved with the 

commercial side too. It was fun to 
mark on the board that we’d got a new 
sampler or sponsorship deal, seeing 
the money tally up for the benefit of 
members. My role just grew from there.”

Some 13 years and more than 30 
shows later, Ashika sits within the 
integrated British Marine marketing 
team, but is still focused on the London 
and Southampton Boat Shows. It’s a very 
different role now, due to the revolution 
in marketing channels and audience 
preferences over that period.

“When I started we had commenced 
using websites and still faxed quite a few 
things, but our main effort was in direct 
mail campaigns that were huge at the 
time,” Ashika recalls. “My main purpose 
was to drive ticket sales and visitor 
attendance – it still is.

“Now we employ targeted email 

campaigns, as well as social media, 
websites and other emerging 
technologies to achieve the same aim. 
The team here has always looked to be 
at the right stage of the evolution in 
marketing and it feels like we have often 
been ahead of the game, testing new 
ideas as they come through.

“You learn the fundamentals of 
marketing from text books, but you 
evolve your knowledge in the workplace. 
You have to stay on top of it, by reading 
and researching, to avoid getting behind.

 “I work with our agencies to find the 
right people for our Shows. It’s not just 
about enjoying a nice day out – we want 
people that will buy from our exhibitors. 
I also work on exhibitor marketing 
campaigns, to ensure we have the right 
tools for them to promote their products 
and to inform them about opportunities.”

Ashika confesses to suffering from self-
diagnosed ‘Boat Show Blues’, which hits 
around the last day of the London Boat 

Show each year when the big gap to the 
next Southampton Boat Show opens: 
“I’m always hanging onto the days as 
they happen, I just love my job, the buzz, 
the Shows, the exhibitors and the press. 
We’ve got an amazing team here. I might 
be shattered at the end of a Show but 
that’s always compensated by the feel-
good factor of securing something new.

“Even as we are sat at our Show office 
desks on the close evening, you start 
thinking about the next event. Marketing 
activity is continuous, through the year 
and the Show itself. Even from press day 
we are still building emails, updating the 
website, confirming activities that visitors 
can enjoy and seeking information from 
the exhibitors we can use with media. If 
we change our messaging slightly, say 
an offer or a product launch, it can bring 
more people in.”

As for the future, Ashika hopes to 
publish collections of her poems and 
short stories, but do not assume she is 
looking for the quiet life. 

“It’s nice knowing that you’ve done 
what you’re paid to do and gone just 
that bit further. I’ll always be looking to 
take on more. Who knows, I might even 
offer my colleagues a long-promised 
tennis match!”

Ashika Gauld
senior marketing executive

S

I just love my job, the 
buzz, the Shows, the exhibitors 
and the press – we’ve got an 
amazing team here  

MEET THE TEAM
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