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This edition of British Marine magazine
contains an outline of the critically
important new Strategic Plan that has been
created out of much hard work in recent
weeks (see p10).
Be assured the Strategic Plan, its National Agenda and our
enhancements to the Southampton International Boat Show have not
been based on conjecture. Decisions have evolved from primary and
secondary research and we have invested in expert resource, working
alongside our team at Marine House to help deliver and interrogate our
findings. Most importantly, at every step the executive team and Board
have engaged with the valued expertise and knowledge of the British
Marine Council and our association committees. Our intent is to ensure
we are a member-first organisation, offering value to our members.
Now we have to deliver. There are really exciting times ahead but the
scale of the job in front of us is not lost on anyone.
A tangible sign of this work will be this year’s Southampton
International Boat Show (see p12). This vital showcase has to change
with the times, to ensure we are staying relevant and attractive to the
requirements of members and future industry customers.
I close these comments with a personal plea for all members to
engage with the Strategic Plan. Its key action points require your input
and involvement to yield the best results. I often think the acronym
‘ROI’ should really stand for Return on Involvement with regards to
associations. Personal experience proves the more you become involved,
the greater the benefit. Make this a year in which you enjoy greater
British Marine ROI through taking up all the many opportunities that your
membership offers.
Greg Munford
President, British Marine

The hard yards

For this edition I have to declare a personal interest
in one of our case studies. As trustee and treasurer
of the Wetwheels Foundation from its inception until
completing my term in 2018, I commend Geoff Holt’s
comments (see p14) on the effort needed to set up a
charitable organisation. Particularly one that requires
sustainable and safe practices to deliver its objects.
Charities these days have to be run with the discipline of a business,
but at the mercy of kind donors and within the Charity Commission’s
growing framework of responsibilities. Often the volunteers that do the
hard yards at the core rarely see the gratifying end results. Hats off
to all British Marine members who give back their time and resources
to provide the disabled, disadvantaged and disenfranchised with an
experience on the water that many of us take for granted.
Kim Hollamby
Editor, British Marine magazine
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QUARTER DECK

British Marine news, events and services

EVENTS

Premier League start for Expo
The inaugural British Marine Expo, in association with HPi
Verification Services, attracted 750 delegates to 20 meetings,
seminars and receptions with over 50 expert speakers during
the two days of the event in March. An additional 1000 marine
professionals tuned in to selected presentations that were
aired live on social media. The launch venue was St Mary’s
Stadium, the home of Premier League side Southampton FC.
Future editions will take place in locations across the country.
At the heart of the Expo was the new Marine Showcase,
supported by British Marine Trades Association. It provided
a platform for 30-plus member companies, from marine
distributors and suppliers to equipment manufacturers and
service providers – an invaluable opportunity to secure deals
and build connections. It also provided a buzzing hub for
seminar break outs, networking receptions and hospitality.
Iain Cook, Product Manager at Scanstrut and a Marine
Showcase exhibitor, commented: “It’s been great. We’ve had
enquiries here which we wouldn’t have had anywhere else.”
Also exhibiting, James Ward, Managing Director at Marine
Resources, added: “I think the variety of things that happened
over the two days of the Expo brought a really broad variety of
marine industry professionals.”

first with Clear Air initiatives and run ahead of government
legislation to gain global advantages (see p16).

Business wins and awards
The latest Meet the Buyer event, hosted for the first time at
the Expo, welcomed over 20 British suppliers eager to secure
their share of the £1.5m-plus of deals expected to be done
with the 10 domestic and international buyers from the event.
There was also a host of prestigious industry awards
presented throughout the Expo, including the British Marine
Leisure Boating Customer Service Award (see p6), which

Environment high on agenda
In response to sustainability being a hot topic on the national
agenda, the environment formed a recurring theme across
the two days. The programme included a panel debate with
sailing representatives and industry elite, including special
guest Dee Caffari MBE, discussing latest environmental
research and conservation projects. The second day featured
an engaging talk on British Marine and RYA joint environmental
initiative, The Green Blue, and initial details on what British
Marine is doing to further minimise the impact of this year’s
Southampton International Boat Show.
Nigel Stuart, Managing Director at Spirit Yachts, provided a
keynote on ‘Sustainable sailing: a goal with no compromise’
at the close of the Superyacht UK Technical Seminar. He
passionately outlined the environmental challenges faced by
the industry and the collaborative approach needed to secure
longevity for the sector. Chris Aylett, CEO of the Motorsport
Industry Association (MIA), used his keynote at the Supply
Chain Conference to suggest the marine industry should act

was announced at a bustling British Marine Sailing and
British Marine Leisure Boating event. The British Marine
Trades Association Awards and Boating Business Awards,
were announced at the ever-popular British Marine Trades
Association Dinner on the Tuesday night (see p6).
Lesley Robinson, CEO at British Marine, remarked: “We
couldn’t be more delighted by the success of our first ever
British Marine Expo and the positive reception we have
received from the industry. It was a true coming together of
all sectors. An opportunity for businesses to work together,
network and learn about what’s happening in the industry,
especially the challenges but more importantly the growth
opportunities which are available.
“Across the two days the Expo has housed numerous events
and seminars for delegates. This included Meet the Buyer, the
Supply Chain Conference, which was an important opportunity
for everyone involved in this vital part of our industry, and the
Superyacht UK Technical Seminar, where attendees learnt all
about regulations and technical innovations. Good business
has been done at this year’s Expo and we now look forward to
planning for 2020.”
BRITISHMARINE.CO.UK | 03

QUARTERDECK
REPRESENTATION

CRT consultation result welcomed
The Canal & River Trust (CRT) published its its long-awaited
Online Mooring Consultation Report and revised Online
Mooring Policy in March.
In 2017, following considerable member engagement, British
Marine proposed that circa 600 online moorings which were
removed as a result of the CRT’s Online Mooring reduction
policy should not be reinstated as it would otherwise go
against the fair trading agreements between developers
and the CRT during that time. British Marine has therefore
welcomed CRT’s reassurances in its report that it “will not
re-instate moorings removed in respect of marinas that have
gone through our new marinas process whilst this policy has
been in force.”
British Marine also called for written reassurances that
offline facilities being applied for or going through the planning
process should continue to have the 1:10 online mooring
reduction applied. The CRT has now confirmed that this
rule will still apply to these offline moorings and says it has
identified where long-term online moorings within 30 miles of
new approved/applied for offline moorings would be removed.
The Trust has also confirmed that it does not intend to
increase the number of online long-term moorings. British
Marine has called for the remainder of the CRT’s online longterm moorings to be competitively priced with those offline
facilities of a similar standard.
The Trust has reaffirmed its commitment to ensuring its
online moorings are priced competitively. British Marine will
continue to hold the CRT to account on behalf of its members.
As the use of short-term moorings will be further

New boatbuilding apprenticeship for Scotland
Semta, the Engineering Skills Council, in cooperation
with British Marine, colleges and representatives of the
marine industry has developed a Modern Apprenticeship in
Boatbuilding & Repair over the past three years to encourage
the recruitment and training of the next generation of
boatbuilders in Scotland.
Boatbuilders from around Scotland
gathered at the City of Glasgow College
In March to support the launch of the
new Modern Apprenticeship. Speaking
after the event, Blue Davies, Head of
Training at British Marine, commented: “I
encourage employers in the marine sector
throughout Scotland to engage with one of the colleges
involved so far and be part of the first cohort of apprentices
on this new Modern Apprenticeship in Boatbuilding & Repair.”
Joint Chair of British Marine Scotland, Simon Limb, added:
“Design of this new Modern Apprenticeship has included
significant consultation with the industry and reflects the
current skills needs of the sector. We would like to thank all
who have contributed to the process to date and now look
forward to continued progress with this scheme.”
For further details contact training@britishmarine.co.uk
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encouraged, British Marine believes enforcement of these
short-term moorings will be critical to ensure the online
cruising experience is of a high quality and not undermined.
A commitment has been made by the CRT within its report to
consider management options for mooring in areas of high
demand, to ensure fair access and preserve the amenity of the
waterways for all users. British Marine will, again, continue to
monitor and respond if needed.
Responding to the announcement, Lesley Robinson, British
Marine CEO, commented: “British Marine’s new relationship
with the CRT and the commitments outlined in the report
demonstrate a shared desire to protect the interests of inland
network businesses. British Marine will continue to focus its
efforts on members’ long term interests and to protect the
online experience for all leisure boaters.”
BOAT SHOWS

Headline sponsor announced
British Marine has signed member Borrow A Boat as title
sponsor for the Southampton International Boat Show 2019.
One of the UK’s fastest growing boat charter platforms,
Borrow A Boat has over 17,000 boats in its portfolio. The
company’s CEO, Matt Ovenden, says: “This title sponsorship
will enable us to delight the boat show audience with just how
easy and accessible boating can be. The opportunity for our
platform of listings to come to life at the Show will provide the
perfect arena for borrowers and owners to experience what
Borrow A Boat is all about.”
See p12 for more details on latest Southamption
International Boat Show developments.

DIARY
MAY
Is your marina business legally compliant?
The Green Blue, a joint environment initiative between British Marine and
the RYA, supports members in improving their environmental credentials.
It does this by providing guidance and resources to help them raise
awareness, adopt and facilitate good practice and stay compliant with
environmental legislation.
One of The Green Blue’s most valued resources is the Environmental
Legal Register. Initially developed with British Marine member, Blake
Morgan LLP and only available to British Marine members, it provides
a guide to all relevant environmental legislation together with a set
of templates to enable UK Marina Operators to identify their legal
obligations with respect to the environment.
The purpose of a legal register is to record all environmental legislation
that may be directly or indirectly applicable to marina operations and
activities. It provides the means by which a marina can demonstrate
compliance with environmental law. It will also satisfy the requirements
of an environmental management system such as ISO 14001, as well as
industry specific schemes such as The Yacht Harbour Association Gold
Anchor Scheme which requires legal compliance to be demonstrated.
This register will be a useful starting point for any UK marina operator
to identify its legal obligations with respect to the environment. Two
versions of the register are available in order to cater for different
legislative requirements – one covering England and Wales, and the
other Scotland and Northern Ireland.
Ben Lippiett, Marina Manager at Dean & Reddyhoff’s Haslar Marina
commented: “We are more conscious than ever that our activities have
the least possible impact on the environment, so that future generations
will be able to enjoy our natural surroundings and resources as we do
today. The Green Blue’s Legal Register is an invaluable addition to Dean
& Reddyhoff’s Environmental Management System to help us achieve
this goal. It has interpreted each relevant environmental law into plain
English so that each marina in our group can easily check whether they
are compliant.”
To obtain your free legal register contact The Green Blue Campaign
Manager, Kate Fortnam, at kate.fortnam@thegreenblue.org.uk. For further
marine business guidance and resources visit thegreenblue.org.uk.

1
 May
British Marine Roadshow, The Spark Southampton Solent University,
Southampton
1
 May
Safety Management System Training, Egham
2
 May
British Marine Roadshow, Egham
2
 May
The Law Relating to Brokerage and Boat Retailers training course,
Egham
9
 May
British Marine Roadshow, Manufacturing Technology Centre, Coventry
9
 May
Superyacht UK AGM, London
1
 5 May
Social Media Course, Ringwood
1
 6 May
British Marine Roadshow, Falmouth Watersports Centre, Falmouth
1
 6 May
British Marine Board Meeting, Egham
1
 7 May
RCD Awareness Course, Southampton
2
 3 May
British Marine Council Meeting, Egham
2
 5-27 May
British Marine at the Crick Boat Show
2
 5 May
British Marine Midlands and The Yacht Harbour Association (TYHA)
Networking Drinks, Crick Boat Show

JUNE

1
 1-13 June
British Marine at Seawork, Southampton

2
 5-26 June
Superyacht UK Young Designer Competition 2019, Design Centre,
Chelsea Harbour, London

JULY

3
 July
Safety Management System Training, Egham
1
 7 July
British Marine Board Meeting, Egham
1
 8 July
British Marine Council Meeting and AGM, Egham
1
 8 July
British Marine Midlands Business Support Event, Worcester Race Course
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QUARTERDECK
ASSOCIATIONS

British Marine Trades Association celebrates excellence
Some of the UK’s best leisure marine
business achievers were celebrated at the
British Marine Trades Association Awards
Dinner, held after the first day of the
British Marine Expo, in association with
HPi Verification Services.
The four British Marine Trades
Association Awards winners were:
●● British Marine Trades Association
Business of the Year Superyacht
Tenders and Toys, chosen for
its outstanding performance as
marker leaders;
●● British Marine Trades Association
Personality of the Year Richard
Roberts;
●● British Marine Trades Association
Chairman’s Special Award
David Pougher for his dedication
to the industry along with his
commitment to go above and
beyond when needed;
●● David Coleman Excellence in
Exporting Award Osprey Technical
Consulting.

Oscar and Lauren Mead from TeamO
(Scott Deverell Young Businessperson
of the Year Award), Dawn Ramsay from
Navico (Woman of the Year) and Kevin
Cooney from Cooney Marine (Lifetime
Achievement).
The event was sponsored by Boating
Business, PSP Marine, Marine Resources,
A-Plan and Marine Advertising Agency.
Paul Martin, Chair of British Marine
Trades Association, stated: “This was
another hugely successful British Marine
Trades Association Awards Dinner. We
are delighted once again to be able
to recognise the array of talent which
is crucial to supporting the continued
growth of the UK’s £3.17bn marine
industry. Congratulations to all of our very
worthy winners.”

Customer care commended
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Marina Day – The Yacht Harbour
Association (TYHA) is once again joining
the Europe-wide Marina Day open house
initiative for marinas and is looking for
members to participate on 8 June. See
britishmarine.co.uk/nib200
SYUK AGM speaker – the
Superyacht UK AGM is being held at the
Dickens Inn, St Katharine Docks in London
on 9 May at 1700 with the Blue Marine
Foundation providing the keynote. See
britishmarine.co.uk/nib201
Wheel Mark exit plan – the
Maritime & Coastguard Agency has
released a Marine Information Notice
590 (MIN) informing businesses and
seafarers on the UK’s conformity
assessment and acceptance procedures
for marine equipment for UK ships if the
UK leaves the EU without a deal. See
britishmarine.co.uk/nib202
Woodworking safeguards – the
Health and Safety Executive has released
woodworking guidelines, plus Control
of Substances Hazardous to Health
(COSHH) information and standards. See
britishmarine.co.uk/nib203

Boating Business also presented four
awards, to Emma Tapper and Scott Rudd
from SLEEK Clean Care (Environment),

London-based Sailing Holidays was
crowned the winner of the British Marine
Leisure Boating Customer Service Award
2019 at the award presentation which
took place at the inaugural British Marine
Expo, in association with HPi Verification
Services in Southampton. The runner-up
was revealed as ABC Leisure Group.
Now in its sixth year, the Award is
designed to highlight excellence in
customer service within the marine
industry and is presented annually to a
British Marine member. The nominees
are scrutinised on all areas of their,
service with the successful winner
required to demonstrate a high-quality
complaints procedure, good customer
care, ease of contact and appropriate
processes and protocol.
Rob Clark, Chair of British Marine
Leisure Boating, commented: “As an

News in brief

industry we boast many examples of
outstanding service at every stage of the
customer experience. Over the last six
years this high standard of care has been
further highlighted by those companies
who have been highly recommended
or awarded the British Marine Leisure
Boating Customer Service Award.”

Red diesel tax as you are – the
Department for Environment, Food and
Rural Affairs (DEFRA) and HM Revenue
and Customs (HMRC) is not setting out
any specific proposals at this stage for red
diesel taxation. The consultation on red
diesel use for private vessels continues.
See britishmarine.co.uk/nib204
Lien on me – British Marine has
issued updated legal advice on the use of
liens, free to members. See
britishmarine.co.uk/nib205
CO alarms – carbon monoxide (CO)
alarms became a requirement on nearly
all Boat Safety Scheme (BSS) governed
private and non-private boats on 1 April.
See britishmarine.co.uk/nib206
Marina of the Year sponsor
– Towergate Insurance has been
confirmed as sponsor of The Yacht Harbour
Association’s Marina of the Year Awards.
See britishmarine.co.uk/nib207

MEET THE TEAM

Dean Smith

British Marine’s recently appointed Commercial Director chats with Kim Hollamby

“M

y first boating experience
came at the age of six, fishing
for cod with my great uncle
Alf, who owned a fish and chip shop in
Whitby,” Dean Smith recalls. “We went
out in his little cabin boat with my dad
and elder sister and although only a mile
out it felt like we were great explorers
heading into the unknown. That feeling
never left me and I couldn’t wait to get
back out there.
“As we lived pretty much in the centre
of the UK the coastline was as far away
as you can get, but as luck would have
it the local council created Rother Valley
Country Park by flooding some disused
open cast coal mines. By the age of 13
I was able to cycle to these new water
sports lakes to see what was happening.
I generally hung around, getting in the
way of people launching on the slipway
until someone said ‘Hold this’ – and that
was the moment that I got into sailing. It
was a classic route, Opis, Mirrors, before
peaking on an International 14. Then life
happened.”
Life first took Dean to study Leisure
and Recreation Management at college
in High Peak, Derbyshire. Then he took
whatever work he could find, including
a stint in a fastener factory, before
teaching English as a foreign language
in Saffron Waldon. Working with
international students inspired him to cut
loose for 18 months of back-packing on
a work as you go basis, to Australia and
eventually onward around the globe.
“I got back to the UK and admitted to
myself that I needed a proper job. So I
went to a careers fair and landed a role
as a graduate trainee for holiday park
and hotel operator, Bourne Leisure. The
years I did there gave me a really good
background in general management,
sales, marketing, food and beverage, site
operations and capital projects.
“By age 26 I was running one of their
parks in the North East and it was great.
I hadn’t got ties and could easily relocate
as they moved me to different parks
and bigger jobs. Until eventually I met
my future wife, Donna. Not long after
we met she received a promotion based
near Winchester, so we upped sticks and

I looked for a role in a new industry. I’d
kept my fond memories of sailing and
had some connections with boating on a
South Coast-based Sigma 33 owned by
the father of a friend. Given the skills I’d
acquired with the holiday park industry
I thought I might be able to become a
marina manager by transferring some of
my commercial skills.
“On joining MDL Marinas I was asked
to open their new marina in Chatham. It
was a wonderful challenge. We installed
everything from the ground up and ran
the marketing and sales campaigns to
find new berth holders. From there I
added Woolverstone Marina on the East
Coast which, given that we lived just
outside Southampton, involved a lot of
travelling. That was fine until Donna and I
started a family.”

The best idea was to
problem solve before the
problems even arose
Dean assumed he would have to leave
MDL to be able to work closer to Donna,
but the company set him on a path in
2002 that saw him play a significant
role as Head of Marketing and Sales,
Marketing Director, Marketing and Ops
Director and then Commercial Director
over the years since. “My time at MDL
was fantastic, with personal highlights
that included the creation of San Carles
Marina in Spain complete with its full
leisure facilities, developing the marine
service centre at Saxon Wharf, working
on a consultancy to redesign Barcelona’s
OneOcean Port Vell, becoming a partner
with Ben Ainslie Racing and developing
MDL’s Freedom Berthing initiative.”
After 18 busy years with MDL, Dean
had just decided to take a career break
in 2018 to indulge multiple personal
passions that include motorcycling,
walking, cooking and spending more time
with his family. That was until a phone
call from President, Greg Mumford, that
eventually lead to his appointment as
British Marine’s Commercial Director.

“I joined because it became clear
through subsequent meetings that there
was an opportunity to help British Marine
deliver its true potential. It has unrivalled
credibility and positioning, with a super
loyal membership, but it wanted to step
up a gear. We represent an industry on
an island with a population of 66m, yet
just 400,000 people have boats and only
4m individuals touch the water every
now and again. We’ve got to improve
participation – I love boating and want to
be part of the team that delivers that.
“Our segment has challenges –
principally because nobody needs
boating, it’s completely discretionary. So
once you accept that and respect the
customers and companies that commit
to it you can ensure their experiences
are properly thought through. As an
association we can lead the way by
demonstrating what a quality service
provision, communication system or
research and development process looks
like. The ability to drive that agenda,
to be influential in how it’s shaped and
communicated, is an exciting challenge.
“A hundred and something days into
my appointment we’ve created the
Strategic Plan, set a course for change
and got it all approved (see p10). For
me, that is a phenomenal achievement
by all concerned. Naturally no one has
all the answers to what we will face as
an industry in the years ahead, but if we
commit to constant improvement, then
I’m up for that!
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BEYOND THE

comfort zone
Princess Yachts ditched the rulebook when it created the R35 foiling performance sports yacht.
The company’s Marketing Director, Kiran Haslam, explains what happened then and now

T

he Princess R35 started life as a marketing idea
campaign that followed. Princess Yachts continued to
to create a small, fast, poster pin-up type of
push boundaries with its choice of media, which included
super cool boat that would shift the perception of
National Geographic, Rolling Stone, Wired, Ramped and
Princess Yachts. There was resistance internally to the idea
Hole & Corner, all firsts for a luxury yacht company by
as it sat so far out of the norm for the Plymouth company
Kiran’s reckoning.
at that time. Executive Chairman, Anthony Sheriff, is a
“From that point my idea was then how do we stretch
progressive thinker and very design focused. Far from
this out? We’ve got a really interesting team of marketing
backing off, he challenged everyone to go even further and
talent at Princess that has grown from two people in
to add complexity of technology and naval architecture that
2015 to 14 today. We got together with our agencies and
would truly set the R35 apart.
challenged ourselves to do something which is uniquely
What evolved was a fully carbon fibre boat with an
different, to deliver the tease as a finished boat, but
active foiling system. The partners in the project included
nobody would actually perceive it as such because it would
Italian design house Pininfarina which enjoys an unrivalled
be animated.”
reputation for creating some of the most admired
The resultant manga style Japanese animation aired
supercars in the world and employs high technology
as a TV commercial on ITV and Sky Smartboxes for three
tools like computational fluid dynamics. Ben Ainslie’s BAR
months during the Royal Wedding, Grand National plus
Technologies was engaged to bring its America’s Cup
other big events. Its genre and playful nature created
expertise to the active foiling system and another British
reaction, furthering the belief that the team were doing
company, Naim, partnered on the high-end audio that
something completely different. “We had this essence
would be standard fit.
of revolt, about wanting to do something challenging
“These ingredients came together
the norms that made us feel super
to really push us well and truly beyond
We had this essence of uncomfortable, Kiran reflects. “It
that initial comfort zone which we were
was our revolution – that’s where we
revolt, about wanting to do
hesitant of at the outset,” Marketing
started to play on the R/Evolution
Director Kiran Haslam explains. “It followed
idea for the brand and the R35
something that challenged
that if we were going to do something
came to life.
the norms
strikingly different, we couldn’t just put a
The actual birth was celebrated
silk cover over the R35 in a boat show hall,
in a French chateau on the eve of
sip some champagne, whizz the cover off and do a speech.”
the 2018 Autumn boat shows. True to pattern, the venue
What followed was nothing like the marine industry
was logistically challenging but stunning. “It provided
has seen to-date. Aware of the shipbuilding heritage of
an opportunity to present the boat outside but within
Plymouth and speaking with a local historian, Kiran’s
the chateau’s walls – a contained environment in which
attention was drawn to the dazzle camouflage developed
we could deliver a very heightened experience for our
by British artist Norman Wilkinson for naval vessels in
guests. You could journey into the castle to visit various
World War One. “He came up with an idea to confuse,
zones where each of our partners was demonstrating how
rather than to conceal using really large geometric stripes,
they brought the product to life. It was an immersive,
so that a submarine commander would struggle to work
experiential event.
out the perspective of the ship. I thought it would be cool
“We wanted to do something in a totally different way,
to bring dazzle into the modern day.
more in tune with the likes of a big fashion brand or luxury
“The well-respected and historic Plymouth College of
performance car, with theatre, drama and emotion. That’s
Art is just around the corner from us. We asked if they’d
fundamentally key to what Princess is trying to do.”
put this dazzle camouflage challenge into their textiles
So to the big question – has the R35 and its strikingly
and printed design course curriculum. They agreed and
different marketing broken boundaries and found new
21 students competed to reinvent dazzle so that we could
audiences? “Absolutely – 100 per cent,” Kiran responds.
tease the R35 and bring it to life with a radical idea.”
“I just arrived back from the Singapore Yacht Show where
The winning multi-colour design by Katie Sheppard
we had the R35 on a cradle at the front. We had the
disguised the prototype R35 and made a graphically
regional Lamborghini Owners Club visit to understand
striking statement that found wider uses throughout the
everything about that boat. They then sat on a large
08 | BRITISHMARINE.CO.UK

Clockwise from top left: the dazzle camouflaged prototype R35 being launched at
BAR Technologies in Portsmouth. Student Katie Sheppard’s winning submission. The
R35 at the 2018 Cannes Boat Show. A scene from the manga ad featuring animated
characters and an ultra-realistic R35

Princess in the water, asking questions about boating
lifestyle, residual values, cost of ownership, maintenance
and so on. These were conversations we weren’t having
before. Then we met with the Ferrari Owners Club of
Singapore. Our visitors were a little uncomfortable with
boats – they didn’t know what to do, which told us that
we’re reaching totally new markets and that’s very exciting.
We now have 25 R35s on order. It is attracting attention,
bringing people into the world of Princess and also opening
doors to larger models in the range. There’s a tangible and
tractable link that we’re seeing in terms of sales dialogue –
it’s definitely gone in the right direction.
“The idea now is to take our radical approach, to propel
it forward and consistently challenge ourselves to shake
up the way in which we do things within the industry. You
can see that recently on how we’ve brought the Princess
35M to life. We’ve used cinematic equipment, continuous
motion techniques and a real family aboard a real yacht
for the 35M film, which I absolutely adore. You see natural
reactions from the family and the response that we’ve
had to that alone has been unbelievable. Existing Princess
owners have been praising the fact that we are featuring
people like them, enjoying all of the spaces on the boat at
anchor rather than watching sequences at speed.
“These are just some of the ideas we are using to shake
our approach up. Bringing new technology to market,
utilising Japanese animation and cinematic film are just
elements of it. We want to really push things – to be honest
and to have integrity, but to try to do something uniquely
different, which is the Princess voice. We will continue with
this and never stand still.”

Princess at the movies
To view the R35 manga ad, 35M film and Princess
Yachts’ latest R35 promotional film which also pushes
boundaries, visit youtube.com/user/PrincessMotorYachts

MEMBER BRIEFING

NEW DIRECTION
Shifting socioeconomic conditions and a strong desire to exceed member
expectations have led to the creation of a new Strategic Plan for British Marine.
Kim Hollamby asks CEO, Lesley Robinson, and Commercial Director, Dean Smith,
what changes we can expect to see in 2019

This isn’t just a plan
to stick on a shelf – this
is a strategy that covers
the whole organisation
and we are now
implementing it
Lesley Robinson CEO

I’d summarise
these changes as
British Marine listening
and repositioning for
the changing needs of
our members
Dean Smith Commercial Director

T

here’s been a keen focus on delivering
transformative improvements to British Marine’s
services, activities and events in recent months.
The British Marine Board signalled its intentions by
appointing new CEO, Lesley Robinson, followed by
Commercial Director, Dean Smith, in the second half
of last year. Both joined with a mandate to make the
organisation fit for purpose in a rapidly changing world.
They had the experience of business transformation
but more importantly of sitting on the other side of the
counter as a member and the knowledge of providing
frontline services to boating customers.
What followed was intense assessment, preparation
and planning to deliver a change plan offering
substantive and deliverable end results. The views
of many members and the experienced staff team at
Marine House collaboratively informed areas for action
which were then formulated, tested and finalised.
Fast forward to last month when the British Marine
Strategic Plan was approved by the elected members
of the Board and then by the Council, which provides
a further direct conduit for members through the
associations. Similar organisations might well have taken
a year or more over an exercise of this scale; the fact
this has been achieved in less than half of that time is a
notable start.
Now that everyone is agreed, what happens next?
Confirming that momentum will not be lost, Lesley
Robinson’s response makes clear her determination:
“This isn’t just a plan to stick on a shelf – this is a
strategy that covers the whole organisation and we are
now implementing it. It is assertive but evolutionary,
moving at appropriate pace and we intend to take our
members with us every step of the way.”

Members front and centre

Setting the National Agenda
A key issue facing British Marine is that it has a broad
remit across many sectors, with a lot of current issues
to deal with, plus new ones that that arise almost
daily. How does the Strategic Plan give direction to the
allocation of finite resources?
“One of the key pillars to our new plan is what we’re
calling the National Agenda,” Lesley explains. “It
identifies five areas that members have said they want
us to focus on:
●●
●●
●●
●●

Skills and People
Representation
Environment (sustainability)
Participation (through experiences, smart
marketing and sales)
●● Innovation and Technology
“It isn’t possible to do everything at once in each area,
so we will consult with stakeholders to agree bite-sized
chunks for action. The team is currently working on
detailed plans, with the idea of announcing the first
actions in our new way of working by the Autumn. We’ll
expect to be held to account for these, to measure
progress and report on each action so that members can
see how well we’re doing on their behalf.
“The Participation agenda will include our work
on Futures – we want to expand this from being a
predominantly research-based project to a service that
is contextualised for members. It’s important that we
assist members to answer the question – ‘what does
it mean for me and how do I help my own business
through this service?’ We want to share what we
have learned, stimulate identification and testing of
experiences for new generations of future boaters and
reveal them to target market segments at events and
through communication channels.”

Membership changes
Another substantial area tackled in the Strategic Plan
is membership fees, services and benefits. These have
evolved over many years to become overly complex.
The review found that British Marine was offering
no less than 64 services, some cherished, others

s

“Most important is the Plan’s declaration that members
must become front and centre of what we do,” Lesley
continues. “By that we mean making cultural changes
to ensure we have ‘member first’ embedded in the
organisation and in the way we interact. We also need
to concentrate on the areas that have the most impact
for members, to use our deep skill base to the maximum
and to cease doing things that are less useful.
“We will also focus on quality, in everything we do. It
is important for British Marine’s members that we should
offer the very best service to them, but there is a second
reason. We want our approach in this area to influence
the quality delivered by ourselves and our members to
collectively raise the standards overall for the marine
industry. This is critical at a time when we know,
through our Futures research, that a quality experience
will be essential to gain and retain the industry’s future
customers who will compare us to other sectors.
“The vision that sits across our Strategic Plan is
A thriving industry delivering amazing on water
experiences for everyone. It might seem an audacious
aim, but this ambition comes from consultations with
members and staff and there was no resistance to that.

It recognises that our industry will not thrive without
new generations of customers. We must overtly link
growing the marine industry’s consumer base to our
member services and products going forward, such
as by stimulating innovation based on consumer and
demographic trends.
“Our mission was agreed in a similarly consultative
way and it offers the ‘how’ part – for British Marine
to deliver outstanding services, representation and
products to promote the sustainable success of our
members. We recognise in the Plan that all of those
things must be delivered in a way that is personalised
to members’ needs, easily accessible to them and
always available.”
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Making it better for everyone at the Southampton International
Significant improvements are planned for this
year’s Southampton International Boat Show.
This is as a direct response to visitor and
exhibitor feedback as well as research that
suggests there is a major opportunity to draw in
new people to experience the things we often
forget they value, like close-up access to so
many boats on the marina.
Dean Smith has attended many a September
at Mayflower Park in the past as an exhibitor,
but this will be his first working for the
organising team of this key member-owned
event. “You’ll see a really tangible display of
British Marine’s new strategic approach at the
2019 Southampton International Boat Show,” he
promises. “To start with, as you can see we have
put the word ‘international’ back in the name –

we’re reclaiming that world-class event status.
“Following a review of several options we’re
moving the ticketing to See Tickets. This
company’s consumer experience is superb, you
can have tickets by email, phone e-tickets or by
post, reporting is great and we can test offers
quickly. They also co-market offers so we can
reach broader audiences – that is
invaluable. We’ve lost none of the
benefits of the previous solution and
gained a whole raft of new ones.

New audience
opportunity

“What we know from visitor research
is that we already enjoy loyal repeat
visits so the big opportunity is to
encourage a new audience, both for
the show but more importantly for
our exhibitors. We also know that
things that we take for granted, like
the marina and the location in which
we host the show are valued as part
of the visitor experience, so we’re
collaborating with the city on how to
improve. The 2019 show will have a

unused. Meanwhile, members were also raising
issues over value for money, the quality of
communications and accessibility of information.
A number of new initiatives will be in place
no later than 1 July of this year for existing
members, including:
●● An updated website
●● Improved industry and membership
marketing and communications
●● A digital forum for members
“The website will be re-arranged to assist
members find the information they need much
more easily, Dean explains. “A new forum will
provide members with the opportunity to debate
and discuss issues of importance to them,
including topics that align with the National

Above: the Mayflower Park
twin-storey building is being
completely remodelled into
a 600-cover food hall with
varied menu choices and a
waterside viewing area for
the public. Below right: a
new expanded entrance hall
will provide a much better
first impression for visitors,
along with a range of useful
information and displays

Further information
The Southampton
International Boat
Show website is live at
southamptonboatshow.com

Agenda. We’re also working on a much more
structured communication plan, using multiple
channels to meet the needs of members who
each have their own preferred way of staying in
touch and receiving information.”
Taking into account the work that will come
out of the National Agenda, current members
will therefore receive immediately enhanced
value this year with no change to their current
membership packages.
This doesn’t however tackle the complex
membership tariff, benefit price-point and
lengthy enrolment process issues that have all
been raised as issues. To manage that, a pilot
scheme will test concepts in the year ahead.
“From 1 July, new members will be recruited
through a much more efficient digital sign-up
process with self-certification,” Lesley explains.

Boat Show 2019
clear theme for this year and will be focused on
getting new people into boating by promoting
accessibility, flexibility and affordability. We’re
also improving exhibitor communications with a
pack explaining the features and inviting content
submissions. The communications mission is
to give people the opportunity to plan their
adventure beforehand, so we need to give them
reasons to engage with us way before the show
takes place.
“The wrap around the Show fencing is
changing to promote all of the features in the
event. The Show Guide is changing too. Among
the changes we’ll provide everyone with access
to a mobile app, so that they can pre-plan their
visit, with guidance and offers. We’ll also have
free paper maps available in the Show.

Great first impression

“You only get one opportunity to make a first
impression, so we’re going to build a visitor
experience right in the entrance and expand that
space to a 15m by 30m marquee. We’ll be able
to include features that help to bust boating
jargon, explain our environmental position
and promote the sector’s skills and careers

“We’ll also be trialling a new, much simplified
tiered system with banded access and usage
packages for services, resources and associations
that are tailored to the size of the business and
its membership fee. A few low-value, underutilised services will be removed altogether.
This will enable us to deliver better value for
money, while providing British Marine with a
competitive means of attracting more businesses
into membership. Assuming the trial works, we’ll
adapt any lessons from it and introduce this new
structure for our existing members in July 2020.”

Fully accountable
Change is good, but only if it delivers on its
promises. The key question then is will the many
hours of consultation and planning translate into
actions that all members will see and appreciate?

opportunities.
“We also
recognise that the
catering experience
needs to be spot on and we’ve reviewed all of
our catering contracts to ensure the quality of
food improves.
“We’re completely replacing the twinstorey building in Mayflower Park with a large
600-cover food terrace offering wide menu
choices and a new waterfront viewing area.
“The Membership and Exhibitor Lounge
will move to the Show floor to better enable
business-to-business trade and a facility for
business lunches is being created.

New sponsor

“This month we were really pleased to announce
a new title sponsor.
“Borrow A Boat is the perfect partner to
promote our show theme at a time when we
are so focused on Futures and the new ways
that people are wanting to experience boating.
Our partnership is ground-breaking with joint
activation plans that will increase our overall
reach to our potential audiences in the UK. We’ll
integrate messages about how to get
into boating at all levels.
“I’d summarise all of these changes as
British Marine listening and repositioning
for the changing needs of our members.
What the marine industry offers to its
customers is very appealing. We need to
recognise that, respect it and really put a
lot of genuine effort into making it better
for everyone.”

“I don’t believe in saying we are going to do
something, and then not do it,” Lesley responds.
“By publishing information about the Strategic
Plan, we are holding ourselves to account. We
will be measuring ourselves and communicating
progress so that members can see how well
we’re doing. You’ll begin to see the changes
through the Summer and another manifestation
of the improvements we are making will be very
visible at the Southampton International Boat
Show (see panel above).
“Before then we’ll be holding a series of
Roadshows during May (see right). It will be an
opportunity to meet with as many members
as possible, to discuss these changes and
demonstrate what adopting British Marine’s
member first approach will mean in practice as
we build that into everything we do.”

Roadshows
Lesley Robinson will be
heading a busy series of
presentations from key
British Marine staff at the
following free Roadshows:
Southampton 1 May
Egham 2 May
Coventry 9 May
Falmouth 16 May
See britishmarine.co.uk/
Membership/British-MarineRoadshows for more
information
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CAPTAIN
for a moment
The Wetwheels Foundation, British Marine’s Charity of the Year, is expanding its profoundly affecting
on water experiences for disabled people. We speak to Wetwheels founder, Geoff Holt MBE DL

T

he Wetwheels Foundation is the
support from Raymarine provided the electronics.
charitable corner stone of what has
I funded the rest and the first Wetwheels boat
become a network of five Wetwheels
was born. I owned it – there was no charitable
operators around the UK. They each use adapted
structure at the outset.
powerboats built to a proven specification and
“In 2012 we took 400 people on the boat,
coded for the purposes of broadening access to
from our base at Gunwharf Quays where we
the water for people with any form of disability,
were kindly allowed to berth. That number
including wheelchair users.
doubled the following year. The concept quickly
Wetwheels founder, Geoff Holt MBE DL, was
proved popular, but I quickly recognised this
a professional sailor when a swimming accident
wasn’t going to be cheap. I remember going to
left him paralysed in 1984. He became the
fill with petrol for the first time and it cost £700.
inaugural Chairman of RYA Sailability but was
Someone then made a very generous donation
also determined not to let his wheelchair get in
of several thousand pounds for fuel, but as I
the way of personal yachting ambitions. Geoff
looked at the cheque, payable to me, I realised
became the first disabled person to sail singlewe needed a structure that was transparent,
handed around Great Britain
sustainable and safe.”
in 2007 and the first to sail
The Foundation has
Anyone can be wheeled evolved
across the Atlantic three
since to build a
into the helm position. For
years later. He has always
framework that delivers
used his resultant profile and
Wetwheels’ aims safely and
a moment in time, they’re a
determination to champion
to help the organisation
captain of a powerboat
accessible boating.
grow. It was formed from
The Wetwheels concept
an existing charity whose
was quite a departure from what had come
trustees had very similar ambitions to Geoff. A
before though and was driven initially by Geoff’s
meeting at the Southampton International Boat
recognition that there was a gap in provision:
Show was the genesis. The trustees, chaired
“Over those decades of being involved at
by disability awareness specialist, Andy Fell,
the epicentre of disabled boating in the UK, I
would freely admit now how little they realised
recognised there were disabled people who were
the scale of the work required to create the
not getting on the water. When you asked them
charitable, financial and operational processes
why, it was because many could not or did not
and documents that provide the underpinning
want to get out of their wheelchair, or didn’t like
structure for all Wetwheels operators today.
the idea of going sailing.
Even as those first steps towards the
“Around 2010 I wrote a magazine piece about
Foundation’s establishment were being taken,
options for disabled people to go power boating.
others – inspired by Geoff’s early successes –
Cheetah Marine’s Sean Strevens invited me over
were expressing a wish to establish Wetwheels
to the Isle of Wight to have a chat – he explained
boats elsewhere. A visit by Geoff and his boat
they could build an adapted boat based on their
to the Jersey Boat Show sparked the launch of
9m model and help a little with the costs.
the second boat in a remarkably short space
“We still needed engines and electronics, so I
of time at St Helier. Next, the Royal Southern
spoke to my friends at Suzuki, who had helped
Yacht Club got behind the creation of Wetwheels
me when I’d sailed around Great Britain and
Hamble. Last year saw two additional launches
they very kindly offered some outboards. Similar
– Wetwheels South East, operated out of Dover
14 | BRITISHMARINE.CO.UK

Above: Wetwheels founder, Geoff
Holt MBE DL. Top right: Wetwheels
Solent, based at Gunwharf Quays in
Portsmouth and a regular participant
at the Southampton International
Boat Show

Marina and Wetwheels Yorkshire, based at
Whitby. The expanded organisation broke new
records with just over 6000 people taken for a
Wetwheels experience in 2018.
“In expanding what we do, we’ve had to think
about what makes a Wetwheels experience,”
Geoff explains. “It starts around a boat built
to a set specification with the involvement of
our three founder partners – Cheetah Marine,
Suzuki and Raymarine. It is capable of providing
the thrill of 30-knots at sea and the stability of
a catamaran when sight-seeing or fishing, but
there is much more to consider. This was always
intended as far more than an experiential boat
trip. Taking one example, all Wetwheels’ boats
have a ramp to the helm, with a system we have
developed to hold a wheelchair securely in place
and a throttle pedestal located so our qualified
skippers can maintain safe supervision. Anyone,
even if they have a profound and complex,
possibly life-limiting disability or illness, can be
wheeled into the helm position. For a moment in
time, they’re a captain of a powerboat.
“Wetwheels boats are coded to take 10
passengers, including three in wheelchairs with
the necessary means of securing them safely.
This is very much a shared experience with
friends and family, where people can learn a
little bit of seamanship. We are asked a lot about
the impacts and outcomes of what we do. I’m
adamant a smile on the face is not enough,
although we see plenty of those. We believe
through the feedback we receive that these trips
help to increase wellbeing, mental health and
boost confidence.
“A fully operational Wetwheels costs £200,000
by the time it hits the water and about £35,000
annually to operate. We currently have a grant
bid in to launch five more boats in England and
opportunity further afield too. About a third
of the operating costs come from the people
themselves on the boat – if they can afford to
pay, we ask them to contribute – if they cannot

we’ll get them on the water anyway. Around
40 per cent is from grant-making trusts, which
can be a heartbreaking process as it involves a
lot of proposal writing, not all of it successful.
The balance comes from sponsorships with
local business and organisations locally. We’re
very lightly resourced – the Foundation employs
one person and our original Wetwheels Solent
operation has a full-time operational director and
a retained skipper. We mostly rely on a lot of
very determined volunteers.
“Our future is about expanding the fleet in a
sustainable way. We are not-for-profit but must
have a business mentality, utilising our boats
seven-days-a-week when possible.
“If I have a worry at this point, it would be that
Wetwheels’ successes will lead to the perception
we are financially safe. We are loan-free but the
reality is Wetwheels struggles like every other
charity to raise the funds needed – a downturn
would result in us being able to do less trips.
“We’ve really appreciated the opportunities
that have opened as a member of British
Marine. We’ve participated in the Southampton
International Boat Show Try A Boat since 2012,
funded by Suzuki, and have taken thousands of
people out at that event alone. What many will
not realise is that British Marine has supported
us behind the scenes too by providing many
entrance tickets to enable our disabled visitors to
attend. This year we’ll have a stand for the first
time, as well as the boat.
“Being named Charity of the Year was an
honour. Looking out into the familiar faces of the
audience at the Gala Dinner prizegiving was like
a flashback of my whole life in the marine sector,
a moment of personal pride as well as deserved
recognition for our whole Wetwheels family.
“I’d always want British Marine members to
have a conversation with us, to discuss how we
can work together. The ongoing support in the
marine industry for what we do remains vital and
will ever be so.”
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SPEAKER’S CORNER

lead

don’t
follow

The CEO of the Motorsport Industry Association, Chris Aylett, encouraged
delegates at last month’s Supply Chain Conference to jump ahead of
clean air legislation and global competitors by collaborating with UK
companies operating in high performance automotive fields

Y

ou may think motorsport and marine
without using energy most efficiently. If you
are very different, but if you peel the
inefficiently use the engine in a car, then you’re
layers off the onion it looks pretty
in trouble. So we need expertise in getting the
similar. We have large OEMs in automotive
best performance, for speed and that can equate
– they’re like your larger marine companies.
to environmental improvements too. Visiting
However our supply chain in the motorsport
the Southampton Boat Show 15 years ago and
and high performance business is between
watching motor yachts moving, I could see even
4000-4500 companies, with an average of 18
then that the marine industry was going to
employees and typical turnover of £2m-£3m,
face the same challenges of improving energy
similar in size to many British Marine members.
efficiency. MIA members are perfectly placed to
The automotive industry has been faced by
help you achieve that goal.
two pressures in recent years. One is growing
The businesses we represent are largely
public opinion on the need to go green. The
clustered in what is called ‘Motorsport Valley’, a
second is the political response to that with
crescent shape of companies that runs through
legislation dictating a move to emission-free
the middle of England, in an arc around London.
cars in the future. This was introduced when
Harvard University says it’s one of the most
no practical vehicles of that type really existed.
perfectly formed business clusters in the world.
Against that, the major car manufacturer’s
No race has ever held up because of a
resources were focused on
delay of a spare part.
meeting current consumer
These businesses deliver
You can lead the world in
demand for the next five
phenomenally under intense
years to eight years only.
competition. You can win
electric power if you want to. Or
The niche that the
a race by point one of
you can sit back and wait until
motorsports industry has
a second, which means
discovered is to suggest
you’ve got to be sharp, with
someone else does it.
to large manufacturers
constant prototyping. We
that they need fast
don’t manufacture in normal
moving, fast thinking, innovative small medium
terms. A run of 50 would be big for us. Around
enterprises (SMEs) to become their research and
80 per cent of an F1 car is changed from the
development partners. An individual SME would
beginning of the season to the end. The lifecycle
never get to the other side of the front desk, but
of each model is around 19 months from design,
as an industry association we have been able to
build and race to museum.
represent a cluster of our members.
Hybrid will be the first step towards practical
In doing this we were not entering the
zero emissions transport and for that you need
automotive business but specifically becoming
to further improve the efficiency of internal
R&D partners. There has never been so
combustion engines as they will be with us for
many different technological stratum in
some time yet. Normally the highest efficiency
automotive, including autonomy. Motorsport
you can have for an internal combustion engine
Industry Association (MIA) members are now
is 35 per cent but in F1 it’s now 55 per cent,
R&D partners across the whole spectrum of
which makes us the perfect technology partner
development. We’re a business growth trade
to develop the small, light and extremely efficient
association and have realised that profits are to
powerplants needed for hybrid.
be found by collaborating in other sectors and
We rose to the challenge of mimicking those
applying our particular capabilities there.
same achievements with electricity, We’ve
No motorsport event has ever been won
become specialist early innovators of electric
16 | BRITISHMARINE.CO.UK

motors and batteries. The big companies can’t
match that speed of change.
In motorsport we woke up to the need to look
at electric propulsion around 2001; by 2008 we
had a kinetic energy recovery system in F1 that
captured energy from brakes, stored it and reused it. You’re so fast and flexible when you’re
an SME that you can do these things. We count
failure as part of progress and are comfortable
with it. When we explain to a large manufacturer
why we’ll succeed, I’ll explain that we’ll fail more
often, faster and more financially efficiently than
they ever will.
In 2013 the then Honorary President of the
MIA, former Minister for Science and Technology
Lord Drayston, set a new world land speed
record for electric vehicles of 204mph in an
adapted Lola. It wasn’t a big improvement
from the previous mark of 175mph and they
broke a few things along the way, but it made a
statement that they could push boundaries by
moving quickly. There are lots of other examples
we are seeing making the same point.
The marine industry will be affected by clean
air legislation. You can either be late in the
game, or become the world centre for new
technology. That’s an opportunity for British
Marine members.
As the marine industry enters the clean air
era, do so knowing there is an opportunity to
earn a great deal of money by making the UK
the centre of a marine energy efficient future.
Tell government of your ambition and secure as
much investment as you can.
SMEs excel in taking academic research,
gaining funding, creating prototypes and
developing the associated systems. If British
Marine members turn their attention to clean air,
they need to work with Innovate UK, R&D Tax
Credits, university research funding and other
sources to make this possible. You can lead the
world in electric power if you want to, or you can
sit back and wait until someone else does it.
What’s clear is you’re going to be playing big
stakes. Quite often the error of SMEs is to believe
they are not in that game. The opposite is true –
you are essential to it. Many MIA members have
broadened their investable potential by having
a wider platform than the thin foundation they
started with. They are now doing the same work
in defence and aerospace and we’re hoping
through our discussions with British Marine that
we can assist your industry as well.
The MIA’s success has been driven by
collaboration. Each car on the grid is an
amalgamation of everyone working together.
We look forward to collaborating as you tackle
the challenges ahead.

cristiano barni / Shutterstock.com

The Motorsport Industry Association
The Motorsport Industry Association (MIA) was founded in April 1994 by
notable personalities from the world of British motorsport to collectively
promote motorsport as an important industry. It is the world’s leading trade
association for the motorsport, high performance engineering, services and
tuning sectors and globally represents the specialised needs of its members.
The MIA has nearly 350 members operating across an international
network of business contacts, collectively transacting more than £5bn of
motorsport business worldwide. It encourages cross-sector collaboration
through Technology Transfer conferences and events. The MIA has proven that
knowledge sharing works when resolving critical issues.
BRITISHMARINE.CO.UK | 17

STATISTICS

THE VALUE OF UK

BOATING TOURISM
British Marine’s latest research into the economic benefits driven by UK boating tourism in
2017-18 reveals significant growth over the past five years and illustrates the sector’s importance,
from generating income for the local economy to sustaining a large and growing workforce

Total economic effects
Source: British Marine
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The Economic Benefits of UK Boating Tourism, 2017-18, draws upon British Marine member data and surveys, together with
a range of publicly available data, to derive robust estimates regarding the economic scale of the UK’s boating tourism sector.
Members can download the report for free by accessing britishmarine.co.uk/Resources/Publications
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Q&A
Caroline Dinenage MP

The Minister of State at the Department of Health and
Social Care visited British Marine member, Haslar Marina
in her Gosport constituency during English Tourism Week.
British Marine magazine asked Caroline’s views on the value
of marine tourism and what steps boating businesses can
take to further maximise local opportunities

Q
A

What’s the significance of English
Tourism Week for an area like
your constituency here in Gosport?
Heritage is a massively significant
part of everything that makes
us what we are here in Gosport. It’s an
area that’s been particularly synonymous
with the Royal Navy and with the very
beginnings of military aviation and
diving. It’s a really important opportunity
to showcase our history and the great
facilities that we’ve got here.
We’re also so lucky with our location
right by the sea. The whole Portsmouth
Harbour area is a world-class destination
for marine and yachting – English Tourism
Week provides a great opportunity to
showcase that.

Q
A

How important is leisure marine
activity to the local economy in
the locality?
The marine industry is huge and
absolutely fundamental to us as an
area. Not only does it generate millions of
pounds for the local economy every year,
it creates a huge number of jobs too.
Taking Haslar as an example, the marina
directly employs around 18 people and
the office units for other businesses
located here support another 70 jobs
between them. The wider supply chain
that serves this marina and its customers
will employ many more.
There’s so much opportunity to grow
the marine industry, because of our very
unique location. We’ve got direct access
to the sailing with many deep water
moorings. I can’t think of a better location
if you’re interested in leisure boating or
have a boat business.

Q
A

Do you think local business is
fully aware of the benefits of the
marine industry here?
I think local businesses do
understand the benefits. I started
the Gosport Marine Scene group to
promote the area as a world-class
marine and sailing destination. We also
brought together all the employers in
the local area that are geared around
the water – everything from the local
yacht clubs, to companies like Clipper. It
really demonstrated the scale of marine
business, together with the employment
and economic benefit generated. Is every
Gosport resident aware? Perhaps not,
because so much of the activity happens
on the water’s edge or out at sea and
away from people’s eyes. It’s really
important to continually remind people of
the value of this sector locally.
Gosport Marine Scene has now evolved
into the Portsmouth Harbour Marine
group. It’s aim is to capitalise on that
huge potential for the whole area.

We all have a job to really start engaging
much more with our local communities, to
throw those doors open and break down
the barriers.
Our marine, sailing and yachting
industry around the UK is so important
for our national economy, but we need
to make sure we’re attracting that next
generation of boat business, marine
entrepreneur and boating customers.
The only way you do that is by making
the whole thing feel very much more
accessible. Anybody should be able to feel
that they can get involved with boating
and that it is not an elitist thing.

Q

Q

A

A

What do you think the marine
industry could do to improve its
connections with other trades in the
local area?
I think perhaps there’s a tendency
within this industry to look to
the water, rather than inland, to see
the potential that’s there. It requires an
outward-looking mentality to ensure
we’re really communicating with areas
where local trades are operating.
Sometimes, the gates are shut, and
unless you’ve got that magic card that
gets you through the swipe entry, it can
be quite an intimidating environment.

Whatever is agreed for Brexit,
how important will it be to
guarantee unobstructed inward tourism
to this area?
It is fundamental. Our tourism is a
huge amount of what we’re about,
whether it’s on the Portsmouth side of
the harbour with the Historic Dockyard,
or over here in Gosport with the Explosion
Museum, Submarine Museum and all the
incredible facilities we have for yachting
and boating. It all very much depends on
attracting these tourists, not just from
within the UK, but from much further
afield. We mustn’t close up any of those
opportunities.
BRITISHMARINE.CO.UK | 19

SOUTHAMPTON
INTERNATIONAL
POWERED BY

