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A known constant
Serving as president of British Marine has been
enormously interesting, challenging and enjoyable.
My two-year term in office has now come to an end
and by the time you read this, David Pougher will
have taken up the role. I have no doubt that David’s
wide experience of the marine industry and in-depth
knowledge of British Marine will be put to excellent use
and I wish him every success as he takes the helm.
Succession planning is key. Immediate past presidents
are invited to play an active role on Management Board
and Council and I intend to do that! It is also a real
pleasure to see so many good people stepping up to
serve on our Boards; their knowledge and experience
will give us continuity of service in the days ahead.
The case study on MDL Marinas (see p10) inspires
us all to repay the financial and, importantly, the
psychological investment made by our valued
customers by serving them well. We also need to take
onboard the sometimes very different priorities and
values of younger generations, whether selling products
and services to them or encouraging them to consider a
career in this great industry of ours (see p6).
As I write, no-one knows what a post-EU referendum
world really means. I do however believe that the good
ship British Marine will serve as a known constant;
her talented executive team offering excellent support
and leveraging a wealth of knowledge and extensive
networks to help protect her precious manifest of more
than 1600 world-class member companies.

Hotel boat Kailani passing
Westminster on the tidal
Thames – see p8
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Having attended the very useful Understanding
Tomorrow’s Customer seminar (see p3 and p13), I’ve
been musing on just how much I, as a baby boomer,
share the values and motives of Millennials.
I am still motivated to own things as opposed to
rent them and remain wedded to paper-based reading.
However my inner young adult values authenticity in
purchasing relationships, loves experiences and swings
along pretty well with digital. Much food for thought
when figuring how to market across generations.
Kim Hollamby
Editor, British Marine magazine
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QUARTER DECK

Your guide to British Marine news, events and services

David Pougher takes the helm
The presidency of British Marine changed
hands on 1 July when Fiona Pankhurst
completed her two-year term and handed
over to David Pougher.
David has been involved in the marine
industry for 35 years. He retired from his
long-standing divisional manager position
at Yamaha in 2013 and then set-up Deep
Consultancy, which specialises in SMEs. He
currently works with Yamarin from Finland,
Selva Marine and Marlin Boat from Italy and
the PWP (Personal Watercraft Partnership).
He is a long-standing supporter of
British Marine and has worked on several
Association Committees as well as the
Management Board. He also served on the
British Marine Boat Shows Board, which he
chaired from 2011-13.
Speaking to British Marine magazine
just days after assuming office, David said:
“Having thoroughly enjoyed my time in the
industry I always wanted to put something
back. Becoming president is the icing on the

cake and I’m really proud to represent our
member-owned organisation.
I have aspirations to make British Marine
ever more valuable to its members, beyond
the great work it is already doing in so
many areas. I’ve just asked for a full diary of
association events around the UK and am
very much looking forward to attending as
many of them as possible.
Howard Pridding, British Marine chief
executive, commented: “I would like
to thank Fiona for her commitment
and enthusiasm during her time as
our president. The successes she
has helped us to achieve will drive
the industry forward. I am delighted
to welcome David and am looking
forward to working with him and
the new vice-presidents, Alice
Driscoll and Anthony Trafford, as we
continue to raise the profile of the
British marine industry, at home
and overseas.”

UNDERSTANDING TOMORROW’S CUSTOMER SEMINAR

SELFIE ANALYSIS
Leading digital agency e3 arranged a
challenging and well received seminar
at Marine House in July looking at how
to market effectively to the Millennial
generation – those currently aged
between 16-35.
“The seed for this event was a
meeting between British Marine vice
president Alice Driscoll and I last year,”
e3’s business director, Miranda Glover,
explained. “We agreed to organise this

event because, through collaboration
and sharing, we all grow and learn.
There is currently so much change,
particularly with digital drivers creating
many channels for communication.
Everyone is reinventing their businesses
now...innovation must be in everything
you do. Culture is changing and you
need to have an open mind to know
how to adopt the right kind of strategies
to support the growth of your business.

Today was about opening minds to what
the possibilities might be.”
The seminar’s first speaker was e3
senior strategist, Kate Fitzpatrick,
who walked everyone through the
subject of Millennials and explained
key characteristics of the generation
including their preference to ‘experience’
rather than to ‘own’ (see p13).
That was then followed by a real
world boating case study from European
Travel Ventures co-founder, Johan
Kuylenstierner. During the talk he
described his company’s ‘Yacht Week’
event, a sailing holiday based on a flotilla
of yachts chartered by the firm, but with
every last detail organised to eliminate
hassle and maximise experience.
Rounding off the seminar, Angelique
Miller, Expedia Media Solutions’s director
of creative partnerships, made time in
her busy diary to deliver a keynote on
how to engage and convert customers
with integrated advertising campaigns.
A summary of Angelique’s
presentation will feature in the next
edition of British Marine magazine. A
video of the seminar and thoughts from
the delegates were filmed by a British
Marine member, Sheerline Media, and
will be available shortly.
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News in brief
Rural tourism enquiry – British
Marine is seeking evidence from
members regarding an Environment,
Food and Rural Affairs Committee inquiry
into rural tourism in England.
See britishmarine.co.uk/nib128

Global journalists tour British Marine companies
British Marine welcomed 15 journalists
from across the globe in July to the first
International Journalists Mission to be
held since 2008. The event was made
possible by a good cross section of
members who hosted site visits, on the
water demonstrations and exhibited at a
Showcase Evening. The Island Sailing Club

also welcomed the party for the
J P Morgan Asset Management Round the
Island Race 2016.
The Mission was sponsored by Chatham
Marine and Gill Marine.
Media coverage following the visit is
expected from Europe, the Middle East, the
USA and Asia.

EXTERNAL RELATIONS

BREXIT: WHAT HAPPENS NOW?
The UK electorate’s decision to leave the
European Union (EU) has resulted in a
time of political and economic uncertainty.
Some stability has been returned to the
nation by the appointment of Theresa
May as UK Prime Minister, following David
Cameron’s decision to step down from the
position. In response, the currency and
stock markets have reacted positively to
the prospect of future stability. But what

happens now for the UK marine industry?
As the Government has been quick to
point out, it is business as usual for the
time being. Over the coming year, there
will be far reaching discussions on trade
and regulation, which British Marine will
be actively engaging with on the marine
industry’s behalf. The organisation is
currently reviewing the EU legislation that
impacts on the industry, assessing what
opportunities there are to propose
regulatory changes and which
regulations need to remain as
they are.
It will be working with its
associations and committees
to better understand what the
fundamental requirements are for
any trade negotiations. Following
this, British Marine will look to
all of its members to obtain as
much information and feedback
as possible in order to develop a
complete industry position that it
will take to Government.
British Marine members
with questions about Brexit
are encouraged to contact
the organisation’s External
Relations team by emailing
governmentrelations@britishmarine.co.uk

Animated boat buying video –
British Marine Boat Retailers & Brokers
has produced an animated video that
helps highlight the essential questions
consumers should consider before
purchasing a new or pre-owned boat.
See britishmarine.co.uk/nib129
‘Unbox’ your videos on
Facebook – Southampton Boat
Show exhibitors selling an innovative
electronic device, piece of clothing or a
gadget are being offered the opportunity
to have their products featured in an
‘unboxing’ video which will be aired
across the Show’s Facebook page and
email campaigns.
See britishmarine.co.uk/nib130
Work experience – Superyacht UK
Young Designer Competition award
winner, Dastinas Steponenas, has now
joined the team at Pendennis Shipyard to
undertake his four-week work placement
prize. See britishmarine.co.uk/nib131
Innovation funding – Innovate UK
has opened a competition to allocate
up to £15 million for projects leading
to novel, new products, processes or
services. Deadline is 31 August. See
britishmarine.co.uk/nib132
Sharpen your sales skills – British
Marine is once again running the
popular Selling Skills for the Marine
Industry course in Southampton, on
7 September. See
britishmarine.co.uk/nib133
Grants for SMM Hamburg
– British Marine members exhibiting,
or looking to take space at the SMM
Hamburg 2016 exhibition, may be
eligible to receive a TAP (Trade Access
Programme) grant. The grants are for
£1,500 and will be issued on a first
come, first served basis.
See britishmarine.co.uk/nib134
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AUGUST

ASSOCIATIONS

TYHA launches new global Gold Anchor Scheme
The Yacht Harbour Association
(TYHA) is a little different to most
British Marine associations, in that
30 per cent of its 500 members
are based overseas. Now TYHA’s
international focus has increased
again with the relaunch of its
well-known Gold Anchor Award
Scheme for marinas.
“TYHA and the Marina
Industries Association (MIA) in
Australia have each had their
own scheme in the past,” general
manager, Jon White, explains.
“We put our heads together,
compared criteria and developed
one single global Gold Anchor
Award Scheme. It is in some
respects very similar to what we
had before, but with more focus
on customer service.
“We both have our own
assessors, based here, in China
and Australia. TYHA is covering
the UK and Europe, MIA is looking
after Australasia and we’ll work
together for the USA.
“Between us there are 180
marinas in the Gold Anchor
Award Scheme and they will
adopt the new logo (see below)
and collateral at the point where
they achieve re-accreditation.
So for the next three years we’ll
be running in parallel. The first
assessments are underway now
and we think the transition will be
well received.
“There are also two additions
to the Scheme’s levels. We have
a self-assessed entry point called
Gold Anchor Marina. It’s not an
accreditation as such because

we’re not formally assessing it,
but this signifies that the marina
has achieved the minimum
entry level required to enter the
Gold Anchor programme. At
the other end we have a Five
Gold Anchor Platinum standard,
recognising the fact that a small
number of marinas around the
world are offering facilities that
are dramatically upgraded to
serve luxury customers and the
superyacht market.”
Alongside this, TYHA has
just launched its 2017 Marina
of the Year Awards, open to
all accredited marinas. “We’ve
got a number of categories
including UK coastal, UK inland,
international and superyacht,” Jon
explains. “We work very closely
with our sponsors GJW Insurance
and want to encourage as many
of our Gold Anchor marina
customers to enter as possible.
The presentations will be at the
2017 London Boat Show.
“We are also working on our
‘Which Marina?’ stand at the
Southampton Boat Show – there
is good interest from members to
take space on it. It’s the second
year we have been located in
Ocean Hall, but this time the
stand will be bigger and utilise a
new, more flexible build. This is so
that we can have greater control
over design for each event we
attend. Our location links in well
with changes to the marina layout
and places us almost exactly
opposite the walkway onto the
Boat Show pontoons.”

6
 -13 August
Aberdeen Asset Management Cowes Week, Isle of Wight
1
 0 August
British Marine’s Cowes Week Networking Event, Isle of Wight

SEPTEMBER

6
 September
British Marine Inland Boating Committee meeting, CRT offices, Hatton
7
 September
Selling Skills for the Marine Industry course, Southampton
1
 3 September
British Marine Inland Boatbuilding Committee meeting, CRT offices,
Hatton
1
 6-25 September
Southampton Boat Show,
Mayflower Park, Southampton
1
 9 September
British Marine Leisure Boating
Committee meeting,
Member’s Lounge, Southampton
Boat Show
1
 9 September
Superyacht UK Committee
meeting, Southampton
Boat Show
1
 9 September
British Marine Leisure
Boating Networking Event,
Member’s Lounge, Southampton
Boat Show
2
 0 September
British Marine Apprenticeship
Graduation Awards,
Southampton Boat Show
2
 0 September
British Marine Boatbuilders
Committee meeting,
Southampton Boat Show
2
 0 September
British Marine Boat Retailers
& Brokers Dinner and AGM,
Fantinis Restaurant, Southampton
2
 1 September
British Marine Trades Association, British Marine South and British
Marine Wessex Networking Breakfast, Southampton Boat Show
2
 1 September
Commercial Marine Committee meeting, Southampton Boat Show
2
 2 September
British Marine Engines & Equipment Committee meeting,
Southampton Boat Show
2
 2 September
British Marine Sailing AGM and Committee meeting, Southampton
Boat Show
2
 8 September-1 October
Superyacht UK Pavilion at Monaco Yacht Show, Port Hercules, Monaco
2
 9 September
Superyacht UK Networking Reception, Monaco Yacht Show
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MEMBER BRIEFING

catch them

young
I

t is significant to where we find
ourselves today that a large core of
the people employed in the British
marine industry have grown up together.
Many that were attracted to work in its
ranks from the boom years of the 1970s
onwards have stayed involved since. It’s
a great industry to work in and tends to
engender a loyalty not always present in
other trades. Skills shortages have arisen
from time-to-time, but often only locally.
Now there is common awareness
nationally of the need to attract a whole
new generation of people into what is
a diverse, challenging and stimulating
industry. Without that, skills will drop
away as the marine boom generation
retires and companies struggle to find
motivated, trained manpower.
One response to this challenge has
come through British Marine’s substantial
activities to promote the reinvigoration
of apprenticeships, both at the specialist
level and in more generic trades. This
focus will continue, with efforts to ensure
that training is highly targeted, such as
through the development of a Boatbuilder
Trailblazer apprenticeship.
More marine companies are engaging
apprentices now and offering credible
alternatives to those considering further
education at university. However, there
is a broader piece of work required to

We all know it: the marine
industry today offers a wealth
of opportunities, but someone
forgot to tell the kids. British
Marine magazine looks at a
new initiative to recruit the
next generation

improve informed marine industry career
awareness among children, teenagers and
young adults.
British Marine South pioneered
initiatives to address these concerns last
year. Its committee, chaired by Ian Cooke,
examined how it could react to the marine
skills gap in its region caused by the
difficulty of drawing young talent through
into the industry. A sub-committee was

We asked
questions like 'as a
skipper how many
skips can you do?'
or 'as a broker how
many boats do you
break?'
formed and a series of test activities
carried out (see British Marine magazine
Autumn 2015 p5).
Early actions included meetings with
school careers advisors and education
professionals – it was quickly recognised
that educating the educators was the
most sensible way to reach young people
making career decisions. Among the
contacts made was Southampton City

Council’s careers adviser and youth
participation co-ordinator Beth Bray,
who has gone on to be influential with
subsequent planning.
British Marine South also collaborated
with the British Marine Training
department to produce a colourful deck of
job cards, picking several career streams
that a young person might consider within
the industry. From there, the Marketing
and Training teams identified the need to
commence a full careers campaign and
secured budget for it.
“We needed a number of films to back
up the cards,” head of marketing, Mike
Enser, explains. “Content is king now.
“We selected a firm called Spectrecom
as they’ve got experience in this area and
we liked their work. After speaking with
the company and Beth Bray, we realised
we needed two films: one to cover ages
10-15 and the other from 15-21.
“The first film we produced was for the
higher age range and it was launched
during National Apprenticeship Week
in March. We featured several different
occupations and asked the question
‘Where do you fit in?’ We were trying
to break the notion that a marine career
means more than just being a captain and
to raise awareness that there are a broad
variety of roles available, from designers
and boatbuilders, to marina staff and
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Top: the career campaign job cards.
Bottom: people featured in the 15-21
age group video include (from far left) Joe
Macgregor of Oyster Yachts, Matt Harbour
of Active Nation and Alice Le Good of Oyster
Yachts. Bottom: filming the 10-15 video

sailing instructors to name just a few.
That video is available on our website and
YouTube channel; it has already received
9500 views, which we expect to markedly
increase now it is becoming better known.
“We’ve now just filmed the 10-15
age group production. Having talked
to Spectrecom about what might work
best for that, we realised we all liked the
concept of Little Ant and Little Dec on Ant
and Dec’s Saturday Night Takeaway.
“Mimicking the format we asked
questions like ‘as a skipper how many
skips can you do?’ or ‘as a yacht broker
how many boats do you break?’ These
were answered with simple facts –
this approach reframes our careers
information into the world of a child.
“After conducting a casting session,
we chose a girl called Neveya for the
interviewer role. She is cheeky, which
was what fitted the brief. We did a day
of filming on a set with an engineer from
Thames Clippers, a broker from Val Wyatt
Marine and a skipper from City Cruisers.
They all engaged really well.”
The 10-15 age film will be unveiled at
this year’s Southampton Boat Show.
Prior to that, British Marine will
host a careers stand at the Louis
Vuitton America’s Cup World Series, in
Portsmouth at the end of July.
A database of careers advisors is also

being developed, so that British Marine
can reach key influencers. New orders
have been placed for the job cards
following their successful use, including by
several British Marine members.
As for early signs of success, Mike
confirms that it is too early, given the
long term goals of the campaign, to know
exactly what impact is being achieved. It
has already secured significant coverage
in consumer and trade media and Beth
Bray has also offered her perception that
British Marine is well ahead of many other
industries in terms of what it is doing to
appeal to the next generation of workers,
so the indicators are very positive.
“Now we’ve started this initiative, we
will continue to push it in the months and
years ahead,” Mike states. “We need to
get more of these informative assets in
the hands of careers advisors but we’re
also hoping that all members will embrace
this, by hosting the British Marine careers
videos on their own websites and social
media channels, as well as by distributing
the collateral in places where it can
influence decisions.”
For more information and to view
the videos, please visit
britishmarine.co.uk/careers. For collateral
contact TKirkpatrick@britishmarine.co.uk

Ambassador's
school report

We last featured
British Marine’s
volunteer marine
careers ambassador,
Tony Birr, last year
(see British Marine
magazine April 2015
p11) and checked
in with him to see
how things are
progressing.
“We’ve just run
Tony Birr
our second careers
advisors evening with
British Marine South at Southampton
College’s Maritime Skills Centre," Tony
says. “This type of activity has proven
to be more targeted and successful
than, for example, attending generic
recruitment fairs.
“It’s also become clear we should
bring in more mature people to solve
skill shortages now while we address the
longer-term issue of attracting young
people to a marine career. I now sit on
the regional employers group for the
South East Reserved Forces and Cadets
Association (SERFCA). Ex-forces recruits
are sought after and we can find good
people this way. As an example, one
of our British Marine South members
wanted to hire a manager. Through
SERFCA we identified 12 candidates and
all were eminently employable.
"We’re also engaging with the triservices recruitment team. This will
enable our members to understand the
implications and benefits of recruiting
reservists and to perceive what their
service lives are like."
BRITISHMARINE.CO.UK | 07
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RIGHT of PASSAGE
Hotel boat Kailani lost the opportunity to transit the Thames tideway when
regulations were changed, so owners Dorenda Wrigley and Gordon Horry
turned to British Marine for assistance. Kim Hollamby reports

D

orenda Wrigley and Gordon
Horry are taking a well-earned
brief break from guests when
we catch up with them on the Thames,
just above Kingston Bridge, following a
passage along the London tideway.
A day’s respite between bookings
is a ritual that the couple put into
their schedule ever since operations
commenced in 2014. “This way we have
time to prepare things properly and it
gives us one night off per week,” Gordon
explains. “Because of that we earn a bit
less but still make a reasonable profit
without completely wearing ourselves
out in the process. Our business is part
lifestyle and part income – it works quite
well like that.”

A hotel boat is born
It’s not the only thing that has been
working well for Gordon and Dorenda
since launching one of only around 10
hotel boat businesses in the country.
Kailani started life as a pencil sketch on
A4 paper. After first considering existing
vessels, then examining a number of
options for a new boat, they settled on
building the 65ft wide beam steel inland
cruiser with Aqualine Marine.
“We wanted a design with a large

lounge opening onto a bow cockpit
and guest accommodation for four
in two cabins, each with their own
ensuite facilities,” Gordon explains.
“Aqualine outlined what we could do and
suggested some detail changes, such as
arranging the galley either side of the
aft companionway to save hull length. It
was their first hotel boat and they were
interested to develop it. The company’s
managing director, Jon Corker, was very
helpful and the craftsmen were skilled and
completely dedicated.
“It took until September to place the
order, because we had businesses in Spain
to sell. By then, Aqualine had already
speculatively completed the shell.
Kailani, named after a Hawaiian term
for where the sea meets the sky, was
delivered to Thames and Kennet Marina
in April 2013. Gordon and Dorenda
embarked on a proving run up to Lechlade
and back over four weeks. They then
enrolled on the RYA Inland Waterways
Helmsman Course at Bisham Abbey Sailing
and Navigation School as well as taking
first aid and food hygeine courses.
Next came a visit to the Inland
Waterway Association’s National
Festival at Cassiobury Park, Watford.
They showed Kailani to more than 3000

people over the three days of the event
and won the Lionel Munk Trophy for the
best commercial boat. They launched a
website, placed print advertising and then,
in 2014, achieved a five star VisitEngland
rating. “That first year of operation we
thought we might fill 40-50 per cent of
our capacity and instead achieved 52 per
cent. In 2015 we planned for 70-75 per
cent and hit 85 per cent. This year we are
already at 84 per cent. Around a third of
our guests are repeat visitors now.”

Power of PR
Public relations activity has proven
effective at attracting custom. Gordon
and Dorenda appointed a freelance PR
to assist and Kailani has since hosted
journalists from The Times, Daily Mirror,
Daily Star, the Daily Telegraph and
Cotswold Life, among others. They have
also run a successful ad campaign in
VisitBritain’s Britain magazine, after
spotting it while travelling in the USA.
Kailani offers an upmarket full board
break to two different kinds of clientele
– boating enthusiasts who want to
experience a particular itinerary, or a
much broader group of people looking for
a quality short break with a difference.
She has been contributing to Britain’s
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This image: Kailani on passage in
London and below: Gordon and
Dorenda enjoying a brief respite
at Kingson-Upon-Thames.

overseas tourism earnings by hosting
guests from New Zealand, Australia,
Canada, the USA, China and Singapore,
to name just a few countries. They have
enjoyed the many countryside and secret
urban views from their moving hotel along
the Kennet & Avon, Grand Union, River
Thames and London Ring.

transiting the Thames between Limehouse
and Brentford would not be possible.
“That spurred us on to find a solution,”
Gordon says. “We contacted British
Marine’s technical manager, Ross
Wombwell, who visited us at Napton
Marina, went over the boat in detail and
called the PLA on our behalf. We then
took over contact and started working
with one of the PLA’s surveyor team.
“Jason Rudd could not have been more
helpful. He attended Kailani at Little
Venice for five hours and came up with
a list of things to be done. Many were
procedural, such as safety processes
and passage plans. We also needed to
change Kailani from Recreational Craft
Directive (RCD) Category D to C status.
For example, by preventing down flooding
from the front cockpit scuppers and
relocating an engine vent from the hull to
the throttle box.
“We spoke to Lee Valley Marina and
asked if they could achieve the work in
three days. As we did each job, fitting an
engine room alarm or a fuel line valve for
example, we sent pictures to Jason who
gave us guidance to ensure the changes
were correct. The PLA surveyor team
enabled us to interpret their byelaws in
a sensible way and when they checked
us again, in Limehouse Basin, we were
granted a licence permitting up-river
passages from Limehouse.”
British Marine Inland Boating secretary,
Sarah Hayes, recommended speaking

with Roger Flitter of the Passenger Boat
Association for assistance with procedural
requirements. “He put us in touch with a
lot of people, helped us with the passage
plan and risk assessment and came to visit
us when we were in Limehouse,” Dorenda
says. “He was brilliant!”
Kailani is currently the only hotel boat
licensed for the Limehouse to Brentford
passage, for which she takes on a PLA
Local Knowledge Endorsement (LKE) pilot
when paying guests are aboard. Gordon
and Dorenda might apply for an LKE but
for now, employ workboat skipper Craig
Ellis and enjoy his company and expertise
through London’s busy Thames bridges.

Helping each other
Kailani’s season is long, from the end of
March to the end of October, so there’s no
time for anything other than looking after
guests. In the winter through, Gordon
and Dorenda actively participate in British
Marine Inland Boating activities and its
dedicated hotel boat section.
“It’s good for us all to meet up – we
are a very small part of a big industry and
we all need to spread the word that hotel
boats exist,” Gordon explains. “Every day
we see people that are surprised you can
have a holiday this way – we give leaflets
out all of the time.
“The problems we experience are
usually not unique. British Marine Inland
Boating helps us to discuss issues of
mutual concern and help each other.”

Capital defence
One of the most popular trips offered
involves Kailani cruising around the canals
of London and then, from Limehouse
Basin, up the tideway to Teddington or
Brentford. It has taken a special effort
though to secure this route.
Gordon and Dorenda had already
accepted their first bookings for this
itinerary when the Port of London
Authority (PLA), banned hire boats
from transiting the tidal Thames after
a series of incidents. They heard about
this at a British Marine Inland Boating
meeting at the end of 2014 and realised
that, because Kailani takes paying
guests, she would be affected too. In
a meeting the following February, it
was announced that British Marine had
achieved an agreement with the PLA on
the requirements for passage between
Brentford and Teddington, but that
BRITISHMARINE.CO.UK | 09
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investment

GUARDIANS
British Marine Awards winner, MDL Marinas, believes it
operates at the front line of customer service in the marine
industry and trains its staff to identify the needs of each
individual boat owner. Kim Hollamby reports

“W

e care about the locations that
the company owns and the
people that use them. That
cascades from the top to the employees that
maintain our sites for us.” So states MDL
Marinas’ operations and marketing director,
Dean Smith, when we ask him to summarise the
company’s approach to its business.
Forged in the 1970s, Britain’s largest
marina group has enjoyed 24 years of stable
management under the Iliffe family’s Yattendon
Group since being taken out of public ownership
in 1992. MDL employs 230 staff and has a
portfolio of 21 marinas, 19 of them located in
the UK. That scale of operations is impressive,
but nothing appears to be taken for granted; it is
the need to understand each individual customer
that lies at the centre of MDL’s approach.

The boat owner’s investment
Dean is very clear regarding the pressures that
owners often face: “What’s always struck me
is that a boat is not just an expensive luxury
item, there is a psychological investment that
the client makes too. Boat owners experience
a very dynamic environment: they cast off
from the marina and things happen that they
cannot anticipate. They have to invest time in
being competent so that they can safely take
responsibility for the people on board and those
around them; undertaking training as an adult is
not the most natural thing to do.
“All of these things are commitments
of an individual’s time and resources. As
marina operators we have to recognise those
investments and provide as many suitable
solutions as possible for our customers to use
their boats safely and properly, day after day.
“The 300 marine companies that are based
within the 500 commercial units in our marinas
are also integral to our operations. You look
around the world at some places where really

great berthing has been built for yachts, but
they become parking solutions and don’t provide
activities to encourage the use of boats or
services to maintain them. You need to be able
to buy, use, enjoy, maintain and get the most
out of your boating when you commit to it.”

Developing the business
In recent years MDL has continued to grow
through acquisitions such as Sparkes Marina on
Hayling Island in 2007. However the emphasis is
on partnerships, joint ventures and collaboration.
MDL’s Chatham Maritime Marina and Saxon
Wharf point the way towards the future at a
time when environmental pressures make the
building of marinas on virgin foreshore much
less likely. “These are great collaborative projects
where having an open book relationship with the
asset owner is essential to make the most out of
the facility,” Dean states. “Both are regeneration
projects that support the local marine economy
in new ways.”
MDL opened Sant Carles Marina in Catalonia,
Spain during 2008 and six years later it secured
the contract to manage Marina Di Stabia in the
Bay of Naples, Italy. “We have a franchising
model where MDL can supply a best practice
blueprint for other partners. We now have
offices in France, Spain and Italy that will be very
successful for us.
“Collaboration is very important. For example,
through our own Freedom Berthing initiative and
by working with French marinas in the Passeport
Escales scheme, our clients have free rein to visit
more than 100 other marinas without paying
visitor fees. Given time you could cruise all the
way down north-west France towards Spain.
“We’ve achieved this by finding like-minded
businesses that have similar challenges to us.
For example a shared problem is the weather,
which doesn’t play ball all of the time. Adverse
conditions can often result in our clients

Above: MDL Marinas’
operations and marketing
director Dean Smith. Top:
Barry Radband, the marina
supervisor at Shamrock
Quay in Southampton and
one of MDL’s 230 staff to
benefit from continuous
training with an emphasis
on customer service
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changing plans and having to stay away from
home, or not being able to reach cruising
grounds further afield. This solution reduces
stress for them and opens greater opportunities
to explore.”
Dean also believes that MDL’s core services
should be spot on. “When a customer arrives
in the marina car park I want them to breathe a
sigh of relief and just think about relaxing and
enjoying their boat. There should be a trolley
waiting for them and if not, it should be obvious
that we are trying to find one. The boat should
be in the correct berth and exactly how the
owner expects to find it. If the kids jump out of
the car bursting for the bathroom, they need to
find it clean and ready to go. If WiFi is needed
to do that final email, it should connect. All of
these things are potential stress points for our
customers if we get it wrong.”

Recruiting for attitude
“We recognise and really appreciate the loyalty
of our customer base,” Dean continues. “It’s
our responsibility to understand them inside
out, to anticipate their needs and to cater for
them. That means having competent staff

with the right mind-set to help them with their
challenges, whatever they may be. To achieve
that we recruit new employees for their attitude
and train for competence. If you have the right
customer service ethos, the chances are you’ll
do very well in our organisation.”
MDL takes its joiners through a multi-layered
induction programme called Welcome Aboard.
It commences by explaining the role, what is
expected and how employees will be supported.
Managers personally introduce them to their site
and its tenants. All new starters are also brought
into MDL’s Hamble headquarters to meet the
directors and visit the company’s departments.
This promotes understanding of the whole group
– the Freedom Berthing initiative means that
staff need to understand the needs of clients
from other marinas as well as their own.
Another important element of training comes
from buddying a joiner up with an experienced
employee so that they can learn through
mirroring behaviours, a smart way of embedding
the company’s customer-centric culture.
“What we do as a business appears very
simple,” Dean says. It’s skilful in terms of boat
handling and lifting, but you don’t need endless
BRITISHMARINE.CO.UK | 11
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manuals to make a marina operate. It’s the way
we do things that is really important – thinking
about what the customers’ needs might be.
Say if there’s a storm and we know an owner
of a boat is anxious, we might call that client to
let them know we have checked it. Not every
customer needs that, but others appreciate the
personal touch.”

into the new role in a structured and supported
way. “The first six months in a new role will be
about personal development, Dean explains. “We
don’t just drop employees in and expect them
to perform. We shadow them, give them skills
and, in the case of a newly appointed marina
manager for example, assist them to understand
the breadth of their empowerment and what it
means to be responsible for their site.”

Developing the business
All employees are trained in a continuous
competency scheme, with ongoing refreshers.
Initial training might involve manual handling,
first aid, customer service and RYA Powerboat
Level 2. Managers are also placed on the British
Marine CMM Certified Marina Manager scheme.
MDL has developed its own training division
with specialists to train
on key topics. It has also
created courses to cover
areas lacking in suitable
external resources, such as
operating the specific lifting
and handling machinery
that it uses.
Completion of courses
within the competency
scheme generates points
that improve the level of an
employee’s remuneration.
A diary is kept of vocational
activity. “At the end of the
day if one of our employees
gets something even
slightly wrong there’s an impact,” Dean says.
“We want to make life easier for the client, not
harder. By training competencies our team is
well prepared to deal with any eventuality on a
client’s boat.
“We also try to task share. We still have yard
hands and dock masters at some bigger sites
but mostly now we have marina operatives with
multiple skills because we never know which hour
of the day a customer will require something.”
MDL’s training efforts were recently recognised
by the presentation of British Marine’s Training
& Development Award for companies with
over 10 employees. The judges highlighted
‘heavy investment in developing programmes
that demonstrate a direct correlation between
training and business results and a positive
environment that encourages continual learning
and keeps staff motivated.’
MDL has held long-standing accreditation in
Investors in People and all employees receive
quarterly 1-2-1 reviews. When progression is
identified, Michelle Hitchcock, the company’s
head of business development, builds a bespoke
plan for the employee to ensure he or she moves

Promoting from within

Hamble Point Marina staff in
action from top to bottom:
Russell Biggs, yard foreman;
Jo Cooper, receptionist/
administrator and Grant Holmes,
boat movement operator

MDL strongly supports internal recruitment when
possible. All except three of its current marina
managers have risen through the ranks. Dean
freely acknowledges he is also a beneficiary
of the system, having started at Chatham and
Woolverstone marinas prior to moving into
headquarter roles.
“Most of our key
personnel have developed
within the company and
touched every part of it,”
Dean confirms. “That’s
comforting because they
approach every role with a
customer service mind-set
and do all of the little things
without even thinking
about it.
“We monitor our efforts
by providing multiple
channels for customer
feedback, including the
website and by having
postage-paid forms on the counter at all of our
marinas that are sent directly to our managing
director, Lesley Robinson. We receive many
positive comments about our people.”
Looking forward, Dean says that MDL is very
focused on understanding the evolving needs of
its clients: “For example we already have more
active boat owners over the age of 70 than we
did 10 years ago. Weather patterns are altering
and trends for behaviour, boat ownership profile
and boat manufacturing will change. We also
need to understand the impact of the shift in
economic landscape, such as the disappearance
of final salary pension schemes.
“Our senior marketing manager, Maxine Lane,
serves on the British Marine Market Research
and Statistics Committee and we do a lot of work
with British Marine’s senior researcher, Alastair
Wilson, to analyse data and inform our decisions.
“Above all though we’ll stay focused on
offering a very good service to the brilliant
customers that have committed to MDL and to
the wider marine industry. That way we can build
a future where more people enjoy more boats, in
more locations.”
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SPEAKER’S CORNER

L

ove or hate the word, we talk
about Millennials a lot. The term
was coined by two American
researchers in the late 1980s to describe
those born from the early 1980s up to the
year 2000. So today, that means anyone
aged 16-35.
In the UK one in four adults is now
categorised as Millennial and by 2019 the
total number will rise to 17m.
Millennials are widely acknowledged as
the largest consumer generation ever –
they adopt technology faster than anyone
else and are typified as a bellwether group
that serves as the catalyst for massmarket adoption. So you need to monitor
Millennials. However that’s where we
come to a bit of a problem.
How do you categorise 17m people?
Attempts have been contradictory. Some
say they are selfish, others that they are
sharing. Some assert they are lazy, others
believe they are entrepreneurial.
At one end of the spectrum the
16-17 year olds are largely dependent
on guardians, most likely to live at home,
be in full time education and have very
limited knowledge of the working world.
At the other end, 34-35 year olds have
10 years worth of working experience,
are much less likely to be financially
dependent on parents and more likely to
be in rented accommodation with their
own family or perhaps friends.
It’s also important to distinguish actual
characteristics of Millennials as opposed
to those of young adults of any era.
There are three key known behaviours
that will assist you with your marketing:
experience, value exchange and
information, influence and purpose.

Experience
In the 1980s consumers were defined by
what they earned and what they owned
and that set their social status. Today
the perception of what’s valuable has
changed significantly. It is the experience
of a brand or product that makes it
desirable or, at the very least, preferable.
Brands that are performing best at the
moment are delivering experiences that
are grounded in personalisation. The more
the brand knows about a customer, the
better the experience it can deliver.
This idea of the customer interface –
the touch point between a brand and
a customer that has been facilitated by
personalisation – is really where the hard

GEN
UP

Senior strategist, Kate
Fitzpatrick, from digital agency
e3 opened British Marine’s
Understanding Tomorrow’s
Customer seminar with valuable
insight on the Millennial
generation and what it means
for companies today

knowledge gatherers – motivated by
the need to make the right choices for
themselves and for others around them.
Millennials are all about authenticity
and transparency. If they get a whiff of
anything disingenuous or unclear in the
way you communicate, they lose interest
very quickly. If you are open, they are
more likely to become loyal to your cause.
As a group they seek out others. They
want to be involved in conversations, ask
questions and share opinions – often to
support others. They are inquisitive and
wedded to the idea of social purpose and
positive contribution. They want to know
about a brand’s background and history.
This has really shifted the relationship
between brands and customers. It must
work more like a partnership and brands
must be more accepting of collaborative
ideas like co-creation.
Digital is also key to the relationship.
Millennials consume a lot of digital content
and the touchpoints between brands
and consumers need to work across
different devices. Companies like Uber and
Airbnb are doing very well because their
touchpoints are simple and seamless.

Marketing to Millennials
To summarise, here are five important
points to remember when planning your
marketing to Millennials:

ground is being fought at the moment.

Value exchange
Millennials don’t do something for nothing
– they need to know what’s in it for them.
Today the concept of value exchange
very much hinges on the idea of sharing
of personal data. Millennials are a savvy
bunch. They know that their data means
a lot to marketeers so they want you
to fight quite hard to get it. Ultimately
though, if Millennials feel the offer is
strong enough for them, they will be quite
willing to let you have their details.

Information, influence, purpose
Bauer Knowledge produced a really great
report last year called The Millennials
Chapter, based on the UK population. The
report categorised Millennials as superb

n listen – research and look at what your
potential audience is talking about and
gain insights;
n lead with content not a device – start
with an idea that works for them, not a
channel you think they might be on;
n be authentic – if you’re not they’ll soon
find out and won’t be interested;
n deliver an experience – it doesn’t have
to be complicated;
n don’t forget the others – the baby
boomers and other generations.
Above all, understand the uniqueness of
Millennials. It is a group with a similar, but
not identical, mind-set. Android’s current
strapline – ‘Be together. Not the same,’
summarises this perfectly.
Kate Fitzpatrick is a senior strategist
at e3. She has in-depth knowledge
of audiences and has worked across
many business sectors but specialises
in travel. www.e3.co.uk

BRITISHMARINE.CO.UK | 13

pp13_FINAL.indd 1

14/07/2016 11:09

VIEWPOINT

CHANNEL

surfing

Mike Shepherd, from Marine Advertising Agency, says the days of
a single channel approach to marketing are long gone

W

hen you are sitting down to
consider your next marketing
campaign you might well be
tempted to think ‘there must be a magic
place to advertise?’
Sorry to say though there isn’t any
one single solution, whether magazine,
website, search, broadcast, boat shows or
a social media platform, that will deliver all
of your goals in one go. If there was, we
would know about it by now and guess
what – it would probably be unaffordable
for most companies!
So before you start embarking on your
next marketing strategy, ask yourself these
two key questions:
l who are you selling to?
l where are they?
The answers will be varied and hence, no
campaign that you run can be a one-sizefits-all exercise.
When asking ‘who am I selling to?’ don’t
just think of new customers. Your existing
customers are already receptive to your
message so try and speak to both. That’s
not an easy task.
When asking ‘where are they?’ your
answer might require a combination
of different media and activities. The
likelihood is your customers are all over
the place and you need to talk to them,
wherever they are.
Media consumption habits have changed
and whilst many companies will be familiar
with using print publications as a channel
to reach their audiences, an integrated
approach is recommended.
Social media channels such as Facebook
and Twitter are a really exciting and
relatively new way for many marine
companies to market themselves. These
platforms are fresh, online and constantly
updating with new content. A surprising
amount of your customers and competitors
are using them.
Imagine a couple sailing around the
world and the media that they consume.

The chances are they are contacting their
family and friends through Facebook.
You can communicate your latest news,
products or services to them directly
on their timelines. It’s a powerful and
engaging strategy that works.
People buy from people, it’s not always
about your brand or your amazing website.
They do business with you because they
like you. Open a door behind the scenes via
social media to let them meet the people
that make your business so great.
If you’ve solved a problem with a new
product then post it, tweet it and share
it. Answer your customers’ questions
openly and honestly online. Combine this
with running analytics and look at what
the stats tell you so you can start to build

specific target groups of customers who
are keen to hear about what you are
saying and doing.
Like everything on your list, magazines
play an important part and some of your
customers will still prefer something
on paper. Amazon reports that sales of
printed books are actually rising, so who
knows what the future holds? Do however
negotiate rates that work for both you
and the media owner and don’t forget to
think about their online editions in your
marketing plan, to maximise your impact.
Ensure also that all magazine and related
website editors are aware of the products
and the services that you offer. Try to
become their ‘go-to’ expert in your field.
Whatever media you use, don’t forget
to monitor the results as best you can and
always ask where enquirers learned about
your company. It seems the choices you
face as to how to promote your company
can only increase in the future, so anything
you can do to discover what works best
will be invaluable in terms of saving
unnecessary cost and effort.
Finally, the world might be changing
fast, but it remains the case that the
best adverts you can ever secure are
recommendations from existing customers.
Any campaign you run should give your
customers that warm fuzzy feeling that
they’ve made a great decision – this
will go some way to ensuring that their
recommendations are positive.

About the author
Mike Shepherd is the founding owner
of Marine Advertising Agency (MAA),
Marine eGiftCards and the online retailer
Performance Sailing Shop. His annual MAA
Press Lunch is one of the go-to events for
marine journalists, his company’s clients
and industry luminaries. Find out more at
www.marineadagency.com
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MEET THE TEAM

George Hunt

social media executive

G

eorge Hunt never sleeps. Well
actually, he does, but with 37
busy channels of social media
to manage for British Marine and a
broadening range of responsibilities
within the PR & Communications team,
rest is somewhat at a premium.
“I find I am always working,” George
said when we met up, the day after
he completed two weeks of leave
volunteering at the Sailing World Cup.
“My job is my passion, as well as work.”
That passion spans boating, which
has been very important since George
commenced sailing at a young age, and
business practice – particularly marketing
and sponsorship – for which he
developed a keen interest at university.
“While I was at school in Cheltenham,
I often used to sneak away to the Solent
at weekends to go yacht sailing,” George
recalls. “Then I decided to take a business
studies degree at Plymouth University,
which was brilliant. The first year of my
course was set, but I could mould the
modules in the second and third years; it
was through choosing my studies that I
realised my interest in marketing.”
George co-founded the university’s
Business Society, organising activities
including interview practice, Dragon’s
Den-style investment pitches and
socials. He became a business school
ambassador, took his sailing and
powerboat qualifications and worked as
an advanced powerboat instructor at the
weekend to help pay the bills. He also
co-founded the Global RIB Challenge
world record attempt, which planned to
circumnavigate in less than 60 days with
a team including Olympic gold medallist,
Amy Williams, and Vendée Globe sailor,
Steve White. It was a path that drew his
focus towards sponsorship.
“I opted out of a placement year
because of the Challenge,” George
explains. “By the end of my degree
we had achieved a lot of interest, but I
needed to focus on myself first, so I took
a masters in marketing and strategy.
“That was hard work – I studied the
effect of sponsorship on consumer
behaviour specifically in the marine
industry and wrote what I think is the

first dissertation on the subject.”
It was while completing his masters
in 2015 that George started searching
online for a job. That coincided with
British Marine’s decision to create a
new social media executive role, initially
on a three-month contract. Interview
success meant George had to complete
his dissertation a week early in Plymouth
ready to report in for his first day at
Marine House the following Monday.
“My role is now permanent and has
really developed from its original job
description,” George says. “That’s a
very positive thing for British Marine
and we’ve really been able to drive
progress in social media, through our
own channels, by running training
courses and by consulting with individual

It’s really important
to develop the right
personality and objectives
for your social media
channels
members to assist their understanding.
“It helps that I not only have
knowledge of social media, but can
generate the content. For example I
shot, edited and published some basic
videos for the Southampton Boat Show
in 2015. They were well received and we
have built on that. We got a thousand
per cent increase in engagement for the
2016 London Boat Show.
“Video is already ‘the thing’ and
predictions suggest that 80 per cent of
all Internet traffic will be video-related by
2019. It’s essential for businesses to get
involved in that medium now.
“It’s also really important to develop
the right personality and objectives for
each of your social media channels.
“For British Marine we have to
offer business-to-business forum
style communications and utilise the
right channels, such as LinkedIn. It is
important also to address consumers
who are interested in our members.
Increasingly I am answering members’

and consumers’ questions through social
media too.
“The Shows need a different approach
and engagement with potential visitors
is key. I’ve also just taken on broader
responsibility for On The Water,
something that I feel will be assisted by
my already strong sailing connections
with the RYA. Social media opportunities
in this area include encouraging people
to generate content for us, by sending in
videos of their own boating experiences.”
George explains that social media is
constantly evolving: “It’s critical to stay
up-to-date on what is happening. I go
to a talk or exhibition at least once a
fortnight, as well as listening to podcasts
and radio shows in the evenings and in
the car to stay on top of almost daily
changes. In 10 years time this role will
be completely different – new trends and
technology play a huge part in what I do.
For instance, who knows where virtual
reality will lead?”
If there is one constant though it will
be George’s love of all things boating.
He has experience in sailing everything
from Oppies and Toppers to J122s
and even Open 60 and J-Class yachts.
However he is currently more focused
on serving as safety boat skipper and
officer at key sailing events and will
shortly find himself volunteering at the
Louis Vuitton America’s Cup World Series
in Portsmouth. “It’s really important to
give something back,” George states.
“This industry would not exist without
volunteers.”
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Are you selling
boats, equipment,
insurance, training,
chandlery, engines
or electronics?
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