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Recruit and retain
It’s great to see the appointment of the BMF’s first marine 

careers ambassador. In an era where other industries 

often grab the headlines we must communicate to young 

people that the marine sector is a great place to work. 

Engineering is a particular priority but there are many other 

opportunities to engage the next generation.  

We need volunteer ambassadors to enthuse school 

pupils and college students about the varied career paths 

available in marine companies – see p11 for more details.

It’s not enough to recruit of course – you have to retain 

good people. Recent case studies featuring the PME Group 

(see BMF Magazine Oct 14) and Centa Transmissions (see 

p12) provide inspirational examples of how companies can 

nurture apprentices and graduates into long service within 

a working environment that they really enjoy. 

We also need to recruit more people onto the water and 

retain them. The forthcoming British Sailing Stakeholders 

Summit will provide a focal point for the sailing sector, 

enabling us to consider next steps in this vital area. 

I would encourage everyone to play an active role in 

promoting boating in its many appealing forms. As a 

starting point please see how you can support the On 

The Water initiative by visiting the BMF member page at 

onthewater.co.uk/contact_us/member_area.aspx

Fiona Pankhurst
President, British Marine Federation

Last minute opportunities
People want to leave more things to the last minute now,  

whether choosing where to go for an evening out, booking 

a holiday or making decisions on purchases.

This trend is likely to stay. It offers unwelcome challenges 

for businesses, but also opportunities. As VisitEngland’s 

Sharon Orrell suggests (see p6), people that make late 

decisions should also respond well to marketing that 

exploits a short timescale between proposition and deadline 

– a theory that’s well worth testing. 

Kim Hollamby
Editor, BMF magazine
bmf@kimhollamby.com

Cover image:  
one of Teignbridge 
Propellers’ foundries 
in action (see p8)

Cosford coffee at the 
BMF Tourism Conference 
– see p3 opposite
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BMF TOURISM CONFERENCE

The 2015 BMF Tourism Conference attracted 

over 60 delegates at the RAF Museum 

Cosford in Shropshire, during English 

Tourism Week in March.

BMF Tourism chairman Nigel Hamilton 

spoke about the need to raise awareness 

of the boating tourism sector and quantify 

its impact. He also highlighted a desire to 

raise industry standards, through initiatives 

such as the Hire Boat Handover and Quality 

Accredited Boatyard schemes.

BMF vice president Arthur Bennett 

provided an update from the 2014 

Inland Forum. A key development from 

that event is the new monthly Marina & 
Harbour Developments report, produced by 

construction insight specialist Glenigan. This 

highlights all planning applications relating 

to marina and harbour facilities, providing 

useful early indicators of activity for 

neighbouring havens as well as the supply 

chain. Members can access this for free at 

britishmarine.co.uk/Publications
Senior federation director Sarah Dhanda 

held workshops to highlight the need for 

a new tourism strategy for the UK and to 

consider what skills shortfalls need to be 

addressed across the sector. 

Sharon Orrell of VisitEngland provided 

insights on domestic tourist trends (see p6). 

Nigel Richards of Waterway Holidays offered 

grounds for optimism that canal boating 

holidays were recovering, with projected 

growth of 15 per cent for 2015 and new 

boat builds likely to get a boost in 2016.

BMF researcher Alastair Wilson 

highlighted the 2014 Economic Benefits of 
UK Boating Tourism report and explained 

how he is now producing a series of sub 

reports between now and May, available to 

download from britishmarine.co.uk. Sector 

reports will cover marinas and moorings 

(already published), inland hire, coastal 

charter, watersports and sailing, while 

regional and country reports will include 

Scotland, North, Midlands, Wales, Thames 

Valley, East Anglia, South West, Wessex, 

Kent and Sussex, Isle of Wight and South.

Alice Driscoll and Abbie Whitehouse 

of ADPR, Simon Farrow and Cath Harris 

of Drive Creative Studio and Joe Hibberd 

of Click Hub provided delegates with a 

comprehensive marketing boot camp, 

highlighting key trends in digital media.

The Passenger Boat Association’s Roger 

Flitter announced the launch of the new 

VisitEngland Passenger Boat Quality Scheme. 

He explained that the PBA had worked 

very closely with VisitEngland to ensure 

that the scheme was tailored to the specific 

requirements of the sector.

The final guest speaker was Geert Dijks 

from the Dutch marine industry association 

HISWA. He outlined how Netherlands 

marine companies had countered the 

economic downturn with a three-step 

initiative. The first two are operational – to 

raise quality through the introduction of 

new standards and to create sector specific 

marketing collectively funded by HISWA 

members. Geert then outlined how a 

generic marketing campaign was currently 

being researched, for which targeting will 

take into account lifestyle factors as well as 

socio-economic groups.

A day at the museum

Scottish Tourism Strategy launched
An ambitious strategy has been unveiled to ‘awaken the 

giant’ of Scotland’s marine tourism sector and boost visitors 

to the nation’s coastlines and canals.

Tourism Minister Fergus Ewing and ocean adventurer Mark 

Beaumont launched the five-year plan on 5 March. It focuses 

on three strands: providing authentic experiences, improving 

the customer experience and building our capabilities. 

Targeted growth is 25 per cent, from £360 million to £450 

million by 2020.

The strategy was developed in consultation with BMF 

Scotland, Sail Scotland, Scottish Canals, The Crown Estate, 

Highlands and Islands Enterprise and Royal Yachting 

Association Scotland.

Simon Limb, chairman of BMF Scotland, said: “The 

industry must grasp the opportunity to move forward 

in partnership, unlock the future success of our 

industry and promote its important contribution to 

Scotland’s tourist economy.”

Awakening the Giant can be downloaded 

from the member area of britishmarine.co.uk
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Boating by numbers

The BMF partnered with the Worshipful Company 

of Shipwrights in 2014 to create the Shipwrights’ 

Apprentice Scheme. The scheme offers advice, 

guidance and grants of up to £8500 to SMEs taking 

on marine apprentices and is currently funded by the 

Lloyd’s Register Foundation and the Shipwrights’ Ark 

Appeal. Paul Harris joined the Worshipful Company 

of Shipwrights as the scheme administrator; he has a 

background in watersports instruction and is based at 

the BMF in Egham.

“For companies that aren’t training apprentices 

we have grant funding available to offset the costs 

of the first year’s wages of an advanced level -3 

apprenticeship,” Paul explains. “We do have 

companies that we’re funding already and we have 

many applications for September 2015 starts. It’s 

working really well and we’re keen to get more BMF 

members training apprentices.”

The scheme is available for any engineering-based 

marine discipline. Paul is also keen to emphasise 

that he can assist with advice and support for wider 

trades as well as firms that already train apprentices. 

“All of our advice and information is free of charge 

to any marine business. We help with identifying 

colleges, talking to them, finding the right courses and 

completing documentation. 

“We also advise on mentoring the relationship 

between the employer and apprentice. The employer 

has to understand what to expect of apprentices and 

how to grow them into the business. Apprentices need 

to recognise the effort and investment being made. It’s 

a good way of ensuring everyone yields the benefits.”

The Worshipful Company of Shipwrights also 

runs an annual lecture for apprentices. “It’s a panel 

discussion from leading industry representatives; this 

year it will cover propulsion systems. It will have a 

number of representatives from industry talking about 

what they do and how they see developments in their 

field. It’s a good opportunity for apprentices to meet 

together and see what is possible.”

The lecture will be held on 

28 October at Southampton 

University. For further 

information contact Paul 

Harris on 01784 223617 or 

email sas@shipwrights.co.uk

60 SECOND
INTERVIEW

Paul Harris
Worshipful Company  
of Shipwrights

The 2014 Watersports Participation 

Survey, released in March, found that 

3.5m UK adults took part in one or more 

of 12 boating activities examined – similar to 2013. Canoeing participation 

continues to rise and power boating and canal boating saw slight increases.

Participation in any form of watersports activity stands at 13.1m (26.8 per 

cent of UK adults), a slight decline on last year, but ahead of 2011 and 2012.  

Female participation in ‘any boating activity’ has continued its steady 

increase since 2010. Participation amongst people aged over 55 has been 

steadily rising since 2011, while 16-34 and 35-54 age groups have remained 

fairly stable for the past six years.

The Watersports Participation Survey is conducted annually by the BMF, 

RYA (Royal Yachting Association), Maritime and Coastguard Agency (MCA), 

Royal National Lifeboat Institution (RNLI), British Canoeing (BC) and Marine 

Management Organisation (MMO). You can download a copy of the report 

from the statistics and market research section of britishmarine.co.uk

Blazing a trail for apprenticeships
The Government chose National Apprenticeship Week 

in March to announce that Trailblazer standards have 

been approved for boatbuilding apprenticeships. 

Sarah Dhanda, senior federation director at the BMF 

said: “By developing marine apprenticeships further 

we are ensuring the continued quality of the industry’s 

training programme. We will be preserving much 

needed skills, ensuring the sector is well placed for the 

future and maintaining a strong profile with young 

people and government.”

Olivia Richards-Smith (pictured), a current Sunseeker 

apprentice studying an advanced apprenticeship 

(level 3) in Marine Engineering and currently fulfilling 

a placement on Sunseeker’s Test Team, said: “I would definitely recommend this 

apprenticeship as it opens so many opportunities, allowing you to gain so many 

practical skills and understanding of marine systems. My work colleagues, college 

tutor and the apprenticeship coordinator have all been really supportive to help me 

gain the qualifications and open up great career prospects.”

Co-ordinated by the BMF, the Trailblazer employer group for the marine industry is 

being led by Berthon Boat Company and includes Sunseeker International, Princess 

Yachts, RNLI, Pioneer Sailing Trust, Pendennis Shipyard, Fairline Boats, Broom Boats, 

Green Marine, English Harbour Yachts, Windboats and Cockwells. The group 

will now work on developing a plan to assess the apprentices throughout the 

apprenticeship until a successful completion.

Claim your just award
Entries are now being taken for the BMF Awards in two 

categories – Best Marine Company to Work for and Training & 

Development. Both categories are sub-divided for businesses 

with under 10 employees and over 10 employees. Entry is free, 

the deadline is 1 May and the winners will be announced at 

the BMF AGM on 20 May. See britishmarine.co.uk/What-We-
Do/BMF-Awards for more information.
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APRIL
    13-14 April  

BMET Electrical Course, Marine House, Egham
    13-17 April  

Superyacht UK Tour of Excellence, UK
    15 April  

Marine Electronics Installer Course, Marine House, Egham
    22-23 April  

Marina Conference 2015 sponsored by Walcon, 
Southampton Hilton, Chilworth

    23 April  

BMF South Spring Business Evening and AGM, Victoria 
House, Southampton

    23-26 April  

BMF at Singapore Yacht Show, Sentosa Cove
    24 April  

DEFRA consultation deadlines for MSFD Proposals for 
Programmes of Measures and the second tranche of MCZ 
designations

    28 April  

RCD Awareness Course, Marine House, Egham
    30 April  

British Sailing Stakeholders Summit, by invitation only
    30 April  

River Thames Users Consultative Forum

MAY
    5 May  

PBA Committee Meeting, location tbc
    7 May  

General Election
    7 May  

Superyacht UK AGM and Networking Event, Southampton 
Marine and Maritime Institute (SMMI)

    7 May  

APCO, Spring Event, Fiddle & Bone, Birmingham
    11 May  

BMF East Anglia Committee Meeting, Precious Marine
   11 May 

 BMF South Committee Meeting, location tbc
       13 May 

TYHA Scottish Networking Lunch sponsored by HavenStar, 
Kip Marina

   14 May 

 MTA Committee Meeting, Marine House, Egham
   19 May  
 BRPA Committee Meeting, Marine House, Egham

       21 May 

Innovation Regulation Paradox
       23-25 May 

BMF Midlands, TYHA and CBA at Crick Boat Show,  
Crick Marina

 DIARY

ASSOCIATIONS

The Broads Hire Boat Federation 

(BHBF) was founded when the 

collaborative working of hire boat 

operators, who were generally 

allied to Blakes or Hoseasons, 

changed for commercial reasons. 

The BHBF then joined the BMF as 

an association in 2000.

Current membership stands 

at 23 companies with a fleet of 

around 800 hire cruisers and 

yachts, plus over 200 day boats.  

The BHBF’s key pre-occupation is 

with the Broads Authority, a body 

that governs the multi-faceted 

interests of the region as well as 

the navigation itself.

The Norfolk Broads is unique 

insofar as it is part of the 

National Park grouping, but does 

not conform to the Sandford 

Principle which invokes primacy 

of conservation over public 

enjoyment. This was an important 

original concession to preserve the 

viability of boating on the Broads.

“We have lived with uncertainty 

for a long time regarding 

navigation,” BHBF secretary Tony 

Howes explains. “With BMF 

support we’ve recently endorsed 

a move by the Broads Authority 

chief executive to brand the 

Broads a National Park for the 

promotional and identity benefits 

it gives. We said we’d support that 

if the Broads Authority declared 

in its policies that it no longer had 

an aspiration to become a full 

National Park and the Sandford 

Principle would not be invoked.” 

That agreement is now in place, 

which provides a much stronger 

future outlook for all concerned. 

Soon afterwards the Authority 

produced important research that 

highlighted the need for improved 

relations between itself and the hire 

boat industry; the chief executive 

accepted those findings and has 

moved to create better dialogue.

BHBF’s new chairman, Michael 

Whitaker of Herbert Woods, has 

been a member of the Authority’s 

navigation committee for some years 

and is now likely to be its chairman, 

which will also improve contact.

The BHBF is very busy with 

amendments to the Hire Boat Code, 

which forms the basis for licensing 

and operation of its members with 

the Authority. It is also in consultation 

for Part 2 of the Code, which is being 

introduced for non-powered craft 

and auxiliary sailing boats.

In technical and in legislative 

matters, including government 

decisions about the Broads, the BHBF 

works closely with the BMF to protect 

its members’ interests. 

Tony emphasises it is important 

to look after larger operators but 

also smaller family concerns. “The 

rebrand has opened opportunities to 

market the Broads. We want to make 

the whole thing more viable – the 

infrastructure suffers if you don’t 

have a sufficient number of operators 

available to provide services.”

For more information contact  

Tony Howes on 01603 897326 or 

tony@thowes.wanadoo.co.uk

BMF | BRITISHMARINE.CO.UK | 05

Broads rebrand indicates better future



RESEARCH

haron Orrell knows a thing or two 

about the habits of holidaymakers. 

As head of research and insight 

at the VisitEngland tourist board 

she studies not only what is happening with 

tourism in England but also the social and 

cultural trends that affect travel choices.

It’s unsurprising that the economic 

downturn of recent years has shaped how 

people are planning their holidays and short 

breaks. It’s more fascinating to uncover the 

opportunities arising from these changes.

In 2013 tourists spent £83bn in England; 

most of that came from the domestic 

audience with nearly £19bn on holidays 

involving overnight stays and £46bn on 

day trips. Around £18bn was generated by 

inbound visits from overseas.

There has been a marked shift in where 

the nation takes its overnight stays. Domestic 

destinations jumped 18 per cent in 2009 and 

have remained popular since; we’re taking 

five million fewer overseas holidays now.

Visits to friends and relations have declined 

and not recovered yet although there’s 

evidence to suggest that we’re happy to take 

advantage if they live in a nice area. This is a 

strong clue that marketing in areas close to 

your business could be very worthwhile.

We took more city breaks than seaside 

stays for the first time in 2013. Countryside 

and village breaks are also up 16 per cent.  

Sharon says the move away from the beach 

might seem bad news to anyone with a 

coastal business, but it also indicates a trend 

for people wanting to discover new and 

varied experiences – potentially good news.

The Great Britain Tourism Survey indicates 

that over 0.5m holidays involved staying on 

a boat in 2011-13, a trend that has been in 

growth since 2008. Canal and boating trips 

feature in 1m domestic holidays and 6.7m 

tourism day trips.

What about the future?
VisitEngland’s research indicates that 

consumers are more confident than they 

were 12 months go, but indicators suggest 

there’s still a long way to go.

“We know the recession has affected 

people in different ways,” Sharon explained.  

“The biggest growth in domestic holidays 

has happened in the most affluent social AB 

grades, up 29 per cent in 2013 compared to 

2006. At the other end of the scale DEs have 

come out of the market.”

The data suggests that growth in domestic 

holidays has not just come from people who 

cannot afford to go abroad. The rediscovery 

of a world closer to home also appeals. 

Discounts are here to stay
Another highlighted trend is ‘discretionary 

thrift’ – a habit that’s likely to stay with us.

“Around 70 per cent of us say they like to 

find bargains, even when they don’t need 

to save the money,” Sharon states. “In our 

focus groups people boast to each other 

about what great deals they got. We recently 

interviewed Gavin Flynn of InterContinental 

Hotels Group. He said: ‘This is habit forming, 

rather than just a blip. For younger people, 

a significant proportion of their life has been 

spent in this climate – it’s seen as weird to pay 

over the odds.’

“It’s difficult for businesses because deals 

and discounts eat into the bottom line,” 

Sharon continues, “but I think it’s here to stay. 

As growth returns we can think about moving 

from hard discounting and add value – the 

things we can provide to make people feel like 

they got a deal – without cutting profit.”

More positively we’re spending more on 

recreation and culture now than we were 

pre-recession. This also includes expenditure 

on activity such as flat screen TVs, general 

entertainment and gambling, but the key point 

is we’re putting more budget towards having 

fun, a trend that is set to continue. 

What we care about
It’s not fun at any cost though; what matters to 

us in our leisure time has shifted through the 

period of the recession.

We’ve gone from earning to discerning – 

people are spending more time researching to 

maximise the quality of what they are getting. 

Companies need to ensure they are providing 

sufficient information to assure discerning 

consumers that their investment is going to pay 

back in terms of the experience.

There has been a switch from flair to care – 

this is not just about being green, sustainable 

and charitable, but also reflects the decline in 

trust of big institutions due to highly publicised 

scandals and poor perception. 

“We want the companies we work with to 

behave well,” Sharon says. “This is something 

where tourism can benefit. If you offer 

food and drink is it sourced locally? Do you 

contribute to the local community? Are your 

customers getting an authentic experience?”

The same thinking applies to individuals – 

we’ve moved from showing off about how 

Cultural and economic changes are providing challenges and opportunities for 
anyone in the business of leisure in the UK, as we discovered by listening to 

VisitEngland’s Sharon Orrell at the BMF Tourism Conference

breaking 
          with tradition 
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much we’ve spent to being more engaged 

on what we’ve spent it on. We’re also more 

focused now on health as well as wealth.

Change of age
The over 55 age group has taken 31 per 

cent more holidays annually since 2006. 

Companies need to recognise that by 2020 

there will be 41 per cent more people aged 

over 50. This generation of retirees will be 

different to the ones before. 

“The people that invented punk are now 

pushing 60,” Sharon reflects, “so it’s not 

going to be about tea dances and coach trips. 

Getting the product right will pay off. Before 

redecorating your boats in the Stranglers style 

though, remember there’s also been a mini 

baby boom with 11 per cent growth in the 

below 34s due by 2020 – only those aged  

35-49 will be proportionately smaller.”

The family unit is changing too, in many 

ways. There are fewer people in every 

generation but with more in common, hence 

they are more likely to take a trip together. 

One in 10 over-55s last year took a holiday 

with their grandchildren. Companies need to 

cater for differing family groups, whatever 

they look like.

Last minute decisions
Holiday duration is also getting shorter, 

having declined from 3.65 nights average in 

2006 to 3.33 in 2013. The nation is taking 

5m more short breaks than it used to, driven 

by factors like the growth in self-employment 

and desire to spread vacation costs through 

the year, but also by a preference for more 

frequent ‘holiday-snacking’ – a trend that 

Sharon expects to continue.

Booking lead times are getting much 

shorter. More than two-thirds of short breaks 

are booked a month or less before being 

taken – one in four are booked seven nights 

or less before commencement. Sharon 

highlights an opportunity in this: “I know 

it’s difficult to plan ahead, but marketing of 

a good weather forecast or a special event 

will work because people are willing to make 

decisions right up to the night before.”

Online bookings are playing a major part in 

this, having grown 126 per cent since 2006. 

It’s now equally critical to have a mobile 

friendly website – MediaCom suggests one 

in five of the population only accesses the 

internet through a mobile device.

“It’s not just about how we research our 

holidays,” Sharon reminds. “One in 10 of 

your customers will post a review about you 

and this is true of all age ranges.”

It places a lot of pressure on companies but 

also, ironically on consumers, who are under 

pressure not only at at work but also to do 

amazing things with their own time. When 

people use social media to tell each other 

about the good time they are having, Fear of 

Missing Out (FoMO) becomes a factor. 

“We don’t shop any more by what we 

spend, the brands we wear or the cars we 

drive,” Sharon states. “Boating can generate 

FoMO in the circle of its customers. It’s about 

the stories we’ve got to tell and the unique 

experiences we’ve had.”  

breaking 
          with tradition 
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visitenglandtrends.com
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t feels appropriate to be observing the pouring of 

molten metal on a site that housed up to 1000 

railway workers in its heyday. The legacy of Brunel 

and later generations of Great Western Railway 

engineers is still very much alive in the former engine 

sheds of Newton Abbot. However, for Teignbridge 

Propellers the focus is on leisure, commercial and military 

vessels, rather than the steam locomotives of yore.

Founded in 1974, Teignbridge grew up alongside 

the likes of Princess and Sunseeker and enjoyed a 

very successful two decades expanding the reach and 

reputation of its propeller and sterngear business around 

the globe. 

Challenging times arrived in the late 1990s with 

the sale of the business to a venture capital firm that 

was supposed to invest, but chose instead to break 

Teignbridge up and divest. 

The Brunswick Corporation acquired what was left 

of the company in 2002 and reconfigured it to suit the 

specific needs of boatbuilders within its group. That 

involved turning Teignbridge into more of an automotive 

style business with production lines and a narrow scope 

of supply suited to very high volumes. The company’s 

commercial marine clients were discarded.

That worked well until the global leisure boating 

industry collapsed in 2008. An under-pressure Brunswick 

refocused on its core businesses and Teignbridge was 

placed on the market again. Fortunately the company’s 

founder, David Duncan, and previous general manager 

David Hunt, had created a local firm to supply the 

commercial markets that Teignbridge had walked away 

from. They decided to buy the business back and merge 

it with their own operation.

Teignbridge commenced its rebirth in a poor position, 

with losses of £400k and some redundancies. But it 

has been improving ever since and now shows a profit 

of £350k on a £7.5m turnover, with 92 per cent of 

its output heading overseas. It is forecasting 15 per 

cent year-on-year growth, has cash in the bank, no 

borrowings and has been continually reinvesting in 

machinery and the historic buildings it occupies.

Reasons for a success
There are several answers as to what has made the 

company successful again.

“Teignbridge has once again diversified,” sales and 

marketing director Mark Phare explains. “We’re focused 

on increasing market share in the leisure and superyacht 

sectors, but our main growth is coming from commercial 

activity at the moment.”

Commercial and military now form 80 per cent of 

the company’s sales compared to 20 per cent for leisure 

and superyacht. This is a mirror of its operations in the 

mid 2000s when leisure occupied 80 per cent of activity.  

That’s not the whole story either, because previous 

commercial sales were largely for GRP vessels with similar 

characteristics to leisure craft. Now Teignbridge is serving 

large aluminium and steel vessels too, where specialist 

one-off design is often required and compliance with 

classification requirements commonplace.

The broader focus has also driven the company 

towards a more diversified range with a very wide variety 

of propellers, sterngear and even T-foils in production.

To serve its markets, Teignbridge has needed to 

re-establish its ability to work equally efficiently with 

production quantities and one-offs. For example the 

company can either employ traditional wooden casting 

patterns for durability or a process of its own design that 

uses recyclable polystyrene for short runs and one-offs. 

One of the two milling machines in the pattern shop 

is to the company’s own design, a common theme 

throughout the factory where a mix of brought in 
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machinery and Teignbridge developed tools are in use.

Another illustration is the company’s propeller blade 

pitch ‘tweaker’ – a replacement for the traditional 

method of heating a blade and bending it with a bar. 

The tweaker instead employs a precision process with 

the blade held at four points, enabling fine corrections 

to new propellers as well as pitch adjustment when 

propellers come in for refurbishment.

Innovative products
This innovative approach also extends the product 

range itself. “We are constantly working to produce a 

better product in the marketplace,” Mark states. “Our 

customers are either focusing on fuel economy or top 

speed. We have designs that will accommodate either of 

those requirements.

“We designed the C-Foil propeller because engine 

manufacturers are getting more power out of the same 

sized block and boats are getting faster, which can cause 

cavitation issues. The C-Foil features a wedge section 

that pushes the cavitation off the blade.

“It was noticed in head-to-head sea trials that we 

were consistently getting better results with the C-Foil. 

As a result we decided to undertake CFD analysis 

with Plymouth University and then tank testing with 

Newcastle University. The results indicated that the 

C-Foil was producing up to 10 per cent more thrust and 

12 per cent more efficiency at higher operating levels, 

compared to conventional designs.”

“The next step for me is further optimisation of our 

designs,” technical manager Alex Stevens explains. 

“We’re working on new software for prop-sizing 

predictions to achieve greater accuracy and efficiency. 

Rather than make a huge number of propeller models 

we want to use a CFD process to validate the models 

and then do an analytical series, which will be quicker 

and cheaper.

“Teignbridge stands out from others with our 

engineering team. We work right from the outset 

with naval architects on things like speed predictions, 

propeller model and sterngear sizes. For larger projects 

we will engage our own naval architects, mechanical 
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Clockwise from top: the 
foundry; the inspection 
area; checking a shaft; a 
propeller being machined 
on a lathe; the factory; one 
section of the large pattern 
store. Below: Mark Phare 
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MEMBER CASE STUDY

Going green without costing the earth
Teignbridge has recently engaged with the The Green Blue in order to assist it 

with the implementation of new environmental standards.

“We had a specific request from a customer for ISO14001,” technical 

manager Alex Stevens (pictured here) explains. “I contacted the BMF who 

pointed me in the direction its environmental programme, The Green Blue, an 

initiative I was unaware of.

“The Green Blue’s sustainability officer Dan Reading came in and performed 

a gap analysis. We’ve already attained ISO9001 so we’re used to working with a 

quality management system. We’re making changes and once that is done we’ll 

get Dan in again to assist us towards implementing the environmental standard.” 

DNV quoted £1100 for the same analysis, but 

Teignbridge received this service as a part of its 

BMF membership. The company has also taken 

advantage of training grants, is in touch with 

the BMF Technical team and is working in 

other ways with the Federation. 

“We were blissfully unaware of the 

services that the BMF offered,” Mark 

Phare admits. “Now we are learning 

how to use our BMF membership  

and getting value from it.”

Further information
To read more about the services, 

information and templates that  

The Green Blue can provide, visit  

www.thegreenblue.org.uk

engineers and design engineers to ensure the bespoke 

requirements of the vessel are fully achieved.”

Such thinking has driven Teignbridge to innovate in 

areas other than propellers too. An increasing demand 

for stainless steel rudder stocks, due to their strength 

and smaller physical dimensions, has led to two separate 

developments. The company can now offer a bolt-on 

blade system, offering the ability to replace a damaged 

blade in the water. It has also developed a technique 

to cast a bronze blade straight onto a stainless steel 

stock; both options offer time and savings advantages 

over fully fabricated stainless steel rudders, although 

Teignbridge can offer these as well.

There are further developments in the pipeline, 

including the launch of a new two-pitch propeller 

system, which will be able to be sold at a fraction of the 

price of controllable pitch propellers and hence, should 

address a much broader market.

“Think about a fishing boat that goes out light to its 

grounds,” Mark says. “It requires one particular propeller 

for that. Then it trawls, becomes fully laden and needs 

a different pitch for that. Or wind farm support vessels 

– when they travel out they need maximum speed but 

at the pylons they need a good bollard pull.  We’ve had 

customers reporting that their ferries work virtually as 

foot passenger transport at low season, but they are 

loading lorries and cars for high season and need a 

different pitch.”

Factory expansion
Keeping up with the expansion of product application 

and development is requiring corresponding changes 

at Teignbridge’s factory. Two extensions have already 

been brought into play, the larger of which can now 

accommodate shaft production up to 400mm diameter 

and 12m long. A new concrete hard-standing to improve 

lorry handling was being laid at time of our visit.

The company currently has one-tonne and two-

tonne furnaces in operation; it has now purchased two 

four-tonne furnaces, one of which it expects to make 

operational in the next six months. This, coupled with 

a new horizontal lathe weighing 46 tonnes will enable 

the maximum size of propeller produced to move from 

2.55m to 3.6m diameter.

“A lot of the challenges we face are associated with 

expansion,” Mark explains. “A 3.6m propeller will weigh 

nearly four tonnes. To manage that we’ve got to have 

new manual and mechanical handling, cranage, new 

manipulators for the polishing shop and manage the 

inspection in a different way.”

Teignbridge has successfully accessed grants to 

assist its expansion and applies for funding “when it is 

appropriate and driven by the need of the company.” 

Much of its improvement ultimately happens though 

from re-investment of earnings. There is planning 

permission in place for a new hydrodynamic research 

and production building at the Newton Abbot site and 

groundworks are already in progress for a new office 

building, which will in turn open up more production 

space in the main factory.

The company employs 90 people in the UK, including 

a sales force of six, that look after most of Teignbridge’s 

global markets. It also has a facility in Dubai, first 

established as a sales office in the 1990s, but now with 

machining and technical capability, that has 15 staff 

including three naval architects.  

As for the future, Teignbridge believes it can continue 

to grow by focusing on innovation and by providing a 

very integrated service to its customers. Responding to 

demand, it has just invested in software to provide shaft 

alignment and whirling calculations.  Other innovative 

products are in the advanced stages of planning.

“It’s been an interesting journey,” Mark reflects. “No-

one really forgot us, but now we’re now getting back to 

being the strong global brand that Teignbridge always 

used to be.”



What is the Marine Careers 
Ambassador programme?
“It’s an initiative that is designed to 

raise awareness of the broad range 

of careers that are available within BMF 

member companies. 

“Marine Ambassadors are volunteers that 

want to give something back to the industry 

by attending schools, careers events and 

other relevant settings in order to inspire 

young people to consider marine companies 

when making career choices.”

How did you learn about the BMF 
and this programme?
“I had been involved indirectly with 

the BMF for five years in my role as a 

police officer in the Hampshire Constabulary 

and was manager of the Marine Unit when 

it joined as a member. I was national chair of 

the Stolenboats initiative (Stolenboats.org.
uk) and ran the meetings at Marine House in 

Egham. We also had the police boats at the 

PSP Southampton Boat Show.

“In June last year I retired from the Police 

and established my own consultancy – 

Century Maritime. I joined the BMF and 

then went to a New Members Awareness 

Day. Training and events manager Amanda 

Simpson spoke there about the Marine 

Careers Ambassador Programme. Having 

enjoyed the benefits of boating since I 

owned my first motorboat at age 11 the 

idea of inspiring others appealed and, after 

another meeting, I signed up.”

What were the first actions 
following your appointment?
“I was asked to present to 50 

university students from Plymouth at 

this year’s CWM FX London Boat Show. 

“That led to Amanda introducing me to 

Zeb Elliott, the chairman of BMF South. I 

was invited onto the committee; we’ve now 

formed a sub-group with Zeb, Tracey Clarke, 

Debbie Burns and myself to progress the 

programme in our region.”

How do you plan to grow 
awareness of marine careers?
“We’ve already committed to a pilot 

presentation on 18 April at the Royal 

Southampton Yacht Club for 50 young 

people, parents and career advisors. 

“We’ve chosen a Saturday morning. The 

idea is we’ll show a short video; then I’ll give 

a presentation, before we open the floor 

so that attendees can pose questions to 

people from different parts of the industry. 

There will also be the opportunity for 

informal discussions over tea and coffee – it’s 

important that we seek feedback on the 

presentation and ask what the audience 

would want next.

“An event geared for career advisors 

is being planned for June – we’ll provide 

hands-on experiences and offer literature 

that they can take back to schools.”

Which groups are you aiming to 
attract towards a marine career?
“We want to target 11-14 year-olds 

before they make their career choices, 

but won’t exclude other ages. We also 

have to ensure we are not targeting this to 

boys only. Our message is the industry is for 

everybody, male or female, of any education 

standard and from any background.”

What are the messages you’ll use 
to inspire the next generation?
“We’ll talk about the diversity of the 

industry – that should appeal to young 

people. We can use the lifecycle of a vessel to 

demonstrate the very wide range of careers 

and apprenticeships available: from design 

and specification, through components and 

supply chain, boatbuilding, maintenance, 

use of the boat, shore services and business 

support. There’s something there for just 

about anyone, although we also realise some 

of the skills shortages being experienced by 

members are focused on specific trades.

“Marine careers are all about delivering 

innovation, design and quality – and it’s such 

a nice industry to work in – those are strong 

messages we can also emphasise.”

How do you see the next steps for 
the programme?
“We need to think how we can 

maintain the interest of young 

people after we make that initial contact 

with them – we’re naming that requirement 

‘touchpoints’. We also need to inspire very 

busy BMF member companies to find time to 

volunteer ambassadors, as well as workplace 

visits and work experience places.”

Marine consultant Tony Birr was the first person to be 
appointed as a BMF Marine Careers Ambassador. He 

speaks to BMF Magazine about his motivation and plans

Q&A
 Tony Birr
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For further information about the 

programme visit britishmarine.co.uk/
Careers-Home/Careers-Ambassadors



ome companies are like icebergs – 

you don’t realise just how much is 

happening behind the surface of 

a familiar brand. Centa is known 

to BMF members for its range of flexible 

couplings; less obvious is the company’s 

specialist reputation in many industries for 

end-to-end power transmission engineering. 

You’ll find the company’s driveline 

components in everything from the largest 

vessels and superyachts, workboats and 

leisure craft such as Williams Performance 

Tenders, to engine test beds, construction 

equipment and much more besides. 

For example, look under the skin of a 

Morgan 3 Wheeler and you’ll find a purpose-

designed coupling that sits between the 

engine and gearbox mounted flywheel. It is 

a solution created by Centa in the UK that 

rescued the modern cult classic when the 

original engineering concept caused issues.

It’s also not immediately obvious that Centa 

Transmissions Ltd is a completely autonomous 

company. Created in 1979 by the founder of 

Centa Antriebe Kirschey GmbH in Germany, 

Gerhard Kirschey, in partnership with Jeremy 

Tucker, the UK company is now wholly owned 

by Kirschey’s daughter Karin Kirschey-Bolten. 

It is fully integrated in the group’s global 

network (which had a consolidated turnover 

of €122m in 2014), but has retained its 

independence to this day.  

Centa Transmissions was founded as a 

gearbox specialist and then a distributor 

and finisher of the German company’s 

flexible couplings. Within three years it had 

developed complementary manufacturing 

capabilities. In 1987 it located to its current 

site in Shipley, West Yorkshire. An extension 

was opened in 2014 bringing the floor space 

up to 1500m2, much of which is devoted 

to design and production. Around £1m was 

invested in machinery in the same year. 
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Centa Transmissions is ensuring 
that the UK retains power 

transmission engineering capability 
by investing in its factory and the 
next generation of its employees. 

Kim Hollamby reports

MEMBER CASE STUDY

Company turnover is in the region of £5m, 

of which 20 per cent is marine related, biased 

towards the commercial sector. 

The company has a workforce of 33, 

only three of which manage administrative 

functions. Most central services are 

outsourced, to keep the company’s full 

attention on its core engineering activity. 

Sales manager Nigel Smith explains: “The 

difference between ourselves and others 

in the same industry is we design and 

manufacture everything here; we don’t just 

deliver standard solutions from a catalogue. 

Product can be adapted and manufactured to 

suit specific requirements, in order to deliver a 

fully engineered drive solution.

“For marine we offer a complete shaft-

line solution for the vessel including thrust 

bearings, watertight bulkhead seals, carbon 

fibre shafting, torsional couplings and engine 

mounts. The demand is much more an end-

to-end solution now. With any application 

we deal with, there are going to be unique 

requirements – we can serve that need.”

Centa Transmissions often delivers bespoke 

couplings by blending moulded elements 

from Centa in Germany with bespoke 

S

   You don’t get the 
will to do a good job 
just by going to college. 
Apprentices get into the 
work ethic and grow with 
the company. 

centa
forward



manufactured components in metal produced 

in the UK. Current managing director, Bob 

Arnott, has more than 40 years’ experience of 

power transmission design and explains that, 

to be effective, a coupling has to be correctly 

tuned to torsionally isolate an engine from 

the drivetrain. “You need some experience to 

identify the right solution, then mathematical 

calculations are applied. You also need a 

coupling that will physically fit, which is 

assisted by Centa’s wide range.”

Bob outlines how applications might 

require couplings with diferent characteristcs: 

“We were asked to consult on the Airbus 

wing transporter vessel Afon Dyfrdwy. It had 

major vibration issues with its driveline that 

used constant stiffness couplings. Our analysis 

showed there was a propeller vibration at 

low power and another at the top end. 

We changed the couplings to non-linear 

models from our range. It solved the problem 

because they were softer than the constant 

stiffness couplings at the bottom end, which 

moved the propeller frequency further down, 

but stiffer at high speed, which lifted that 

frequency up and out of the problem area.

Centa also has to take into account duty 

Opposite page clockwise from top: Darren Hudson, 
Nigel Smith, Bob Arnott and office and purchasing 
manager Anne Norcliffe; coupling destined for 
Williams Performance Tenders; an electro-magnetic 
clutch. This page clockwise from far left: one of the 
company’s CNC stations; assembling a coupling; 
qualified graduate Jake Coxon at one of the 
company’s six CAD workstations.

cycles. It can be designing a solution for a 

leisure boat running circa 100 hours per 

annum, a wind farm support vessel that logs 

3000 hours, or a Scottish fishing vessel that 

rarely stays in port and clocks 8000 hours. 

Some of the most demanding non-marine 

applications are test beds. “Engine builders 

are always pushing the boundaries,” Bob 

states, “and we design test beds for models 

that are two years away from production. 

Dynometers are increasing in size while 

engines are now considerably smaller – the 

ratio between them has a considerable effect 

on the driveline.”

Technical capability and expertise is critical. 

Centa Transmissions has six CAD workstations 

to design drivelines. The company uses in-

house developed software to manage the 

comprehensive torsional analysis required to 

engineer a good solution. Bob’s design office 

is stacked high with computational outputs 

that provide physical evidence of the breadth 

and depth of work undertaken.

There’s a family feel to Centa Transmissions 

and a tradition of long service, which assists 

knowledge retention. One example is Darren 

Hudson, who started on the shop floor and is 

BMF | BRITISHMARINE.CO.UK | 13

now the manager of the coupling division. He 

will be stepping up to the managing director 

role in May, leaving Bob to focus on his 

passion for engineering. 

Darren explains the company believes in 

recruiting young people into the business: 

“We added six new employees in the last 18 

months, of which two are apprentices. My 

move to managing director will promote a 

former apprentice into an office role.” 

“There are some older staff who eventually 

won’t be in the company,” Nigel adds. “We 

need to bring younger people through to get 

experience before we retire. As an example 

we could lose manual machining skills at the 

end of the year when a long service employee 

leaves. They don‘t teach manual machining 

at college now – it’s all CNC based. So we 

are taking our apprentices through in-house 

training to preserve those skills.

“I think there is a skills gap that has arisen 

from government policies of the 1980s which 

promoted college attendance as a cheaper 

method of tuition over apprenticeships. You 

don’t get the will to do a good job just by 

going to college. Apprentices get into the 

work ethic and grow with the company.”

Maintaining skills and abilities to create 

application specific solutions should 

guarantee the future for Centa Transmissions 

across its markets. Orders are generated 

through its reputation as an effective 

troubleshooter.  Its engineering capability is 

also enabling it to respond to new customer 

demands, most recently for electro-magnetic 

clutches, with early customers including the 

RNLI for its Shannon Class lifeboats. 

“Knowledge of power transmission 

engineering has declined in the UK since the 

loss of the country’s traditional diesel engine 

manufacturing base,” Bob states. “However 

it’s vital for a lot of applications; we’re 

engineering solutions that deal with the gaps. 

Quite often a naval architect will know where 

a propeller and engine is going and then put 

a little box in the middle saying ‘Centa’ – we 

do the rest.”



Have you fully explored the 

BMF website? Much of the 

content is member-only 

viewing. You can sign in at 

britishmarine.co.uk/Login or register directly 

at britishmarine.co.uk/Register to arrange 

access for the first time. 

Once logged in you’ll be taken to the ‘My 

BMF Home’ section. Here you can update 

your personal profile and login details, 

consult the full BMF Staff Directory, read 

about member benefits, download member-

only documents and reports, download BMF 
Magazine back issues – and more besides.

Are you experiencing VAT 

woes or uncertainty about 

how you should handle 

your returns? The BMF has a 

number of ways it can assist you.

Visit britishmarine.co.uk/MyBMF/Member-
Benefits/VAT-Advice-Service to access VAT 

briefing notes and newsletters. These 

will keep you up-to-date on VAT changes 

relevant to all sectors of the marine industry.

In the same section you’ll see contact 

details for the BMF’s VAT specialist Simon 

Anslow of Princecroft Willis. Businesses have 

saved the value of their BMF membership 

fees several times over due to the advice 

provided by this free service.

Thinking of expanding 

your export activity or 

taking your first steps into 

overseas markets? Then visit 

britishmarine.co.uk/MyBMF/Member-Benefits/
Market-Reports

In this area you’ll find a link to the 

library of reports compiled by, or for, the 

BMF’s highly experienced International 

Development team. These downloadable 

publications cover many leading export 

regions worldwide. You’ll also see login 

details for the library of information 

that is provided to BMF members by the 

International Council of Marine Industry 

Associations (ICOMIA).

Don’t forget that the International 

Development team can also signpost useful 

data, assist you with information about a 

range of BMF supported international shows 

and connect you with export assistance 

through UKTI.

Not using the BMF’s London 

and Southampton Boat 

Shows to best effect? 

There are many advantages 

available to members including preferential 

exhibitor rates, special ticket offers for your 

customers, Members and Exhibitors Lounge 

access, plus promotion of your launches and 

events on the daily Boat Show News. Find 

out more at britishmarine.co.uk/Our-Shows

Do you need to stay up-to-

date on technical matters? 

Then subscribe to the BMF’s 

quarterly Technical Report.

This PDF publication collates and 

summarises a wealth of updates on the 

Recreational Craft Directive (RCD), Maritime 

and Coastguard Agency (MCA) codes and 

the Boat Safety Scheme (BSS), plus the 

plethora of technical and environmental 

standards that apply to marine companies. 

To request a free subscription email 

cwestbrook@britishmarine.co.uk – or visit 

britishmarine.co.uk/Publications/Technical-
Reports-and-Guidelines where you’ll also find 

other useful technical resources.

Planning to train your staff? 

Then don’t forget to apply 

for a BMF grant towards 

your course costs, up to 50 

per cent for businesses with less than five 

employees or 30 per cent with five or more.

The BMF also runs a number of specialist 

courses for which members receive 

discounts. See britishmarine.co.uk/What-We-
Do/Training for more information.

In the process of creating or 

refreshing your contracts and 

terms of business? Before 

briefing expensive legal work 

don’t forget that BMF members can use 

free standard form contracts, sector specific 

contracts and an online legal library.

You also have access to 24-hour legal 

assistance and a free consultation with a 

marine lawyer, while the BMF Legal team 

can guide you in the best way to use these 

resources. See britishmarine.co.uk/What-We-
Do/Legal-and-Finance

Looking to reduce cost and 

raise grants? Check out the 

BMF’s Commercial Benefit 

partners PHP (healthcare 

plans), IU Consult (energy reviews), and 

Moneycorp (foreign exchange) and BDO LLP 

and Government Grant & Tax Consultants 

Ltd (grant funding and R&D credits). See 

britishmarine.co.uk/MyBMF/Member-Benefits

Do you need to credit check 

a customer? If so don’t forget 

you can access a free BMF 

service which will provide a 

comprehensive credit report on a business. 

To arrange this please contact membership@
britishmarine.co.uk

Cannot find the assistance 

you need? Then call the 

BMF Membership team on 

01784 223663 or email 

membership@britishmarine.co.uk to receive 

personal attention to your question.

benefits for members
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Are you aware of the many advantages of BMF membership? Here’s a 
reminder of 10 really useful benefits that might have escaped your notice

TAKE 10



oe Roel might be working in 

a very different place today, 

if the opportunity to make a 

significant career switch had 

not come knocking.

Following graduation in modern 

languages and international business from 

London South Bank University, Joe joined 

IATA, the airline trade association. He 

specialised in policy for travel agent ticket 

distribution and its financial settlement 

system. “More than $250bn annually 

went through the system,” Joe recalls. 

“There was a lot of policy surrounding 

that and I was involved in meetings across 

the world.”

Fluency in Spanish and French suggests 

that Joe might have continued his 

cosmopolitan business track. However 

IATA announced it was moving its London 

office to Geneva, which prompted him 

to pursue a growing passion for digital 

media by joining the BMF in 2005, to 

manage its print and online media.

Joe provides context on the subsequent 

development of his role: “When I was 

appointed Facebook was not open to 

the public and YouTube was a start-up. 

Management of websites was one-half of 

my job; now online executive Kit Robinson 

and I are exclusively and busily engaged 

on the BMF’s digital presence.”

The online team manage seven core 

websites spanning the BMF, London Boat 

Show, Southampton Boat Show, On 

The Water, The Green Blue, Superyacht 

UK and The Global Marina Institute, 

together with 28 association microsites. 

Joe works closely with third parties, 

including BMF member company Unified 

Solutions, to deliver the latest technical 

capability behind these sites. He also 

has to maintain awareness of the other 

content management solutions in place 

across the portfolio, to assist if required 

the associations that maintain their own 

web presence.

Joe is constantly on the lookout for 

the latest digital developments. “We have 

to spot opportunities on the Internet and 

take advantage of the tools that are out 

there. So, for example, I had to capture the 

correct social media identities for the BMF, 

to protect our brands, then move those 

accounts into operational use with our 

teams who manage them day-to-day.”

“You have to dedicate time to stay 

aware of what is happening. For example, 

understanding that Google is up-weighting 

its search results on 21 April this year 

to favour mobile-friendly websites. The 

things we did five years ago aren’t really 

being done any more. We’re continually 

monitoring what we do and optimising it.”

All of this has to happen in the context of 

arguably the most ambitious redevelopment 

programme yet, for britishmarine.co.uk and 

its associated sites. The BMF’s new CRM 

(Customer Relationship Manager system) is 

Joe Roel
online manager

  The day you feel 
comfortable and think 
there’s nothing to 
review or learn is the 
day that you’re already 
behind the times  

now fully integrated and sites that require a 

member log in can now mostly be accessed 

using a single identity. 

Next up is the imminent launch of an 

integrated Knowledge Centre that will 

provide 24/7 access to BMF expertise.  

Teasers will be visible to all visitors, but 

access to full information will only be open 

to BMF members. The vision is to serve the 

many members who need advice outside of 

office hours, as well as to provide fast and 

consistent access to assistance.

The Knowledge Centre will grow as 

a resource over the coming months and 

years, providing answers to many common 

questions as well as more specialist 

information from each key department, 

such as technical and legal, as well as 

the online team itself. Knowledge Centre 

content will signpost specific resources; 

contextually-filtered items from it will also 

appear in relevant areas of the site.  

There will be new capabilities to track 

activity, so that the BMF can better learn 

what each member requires of it. “It’s a 

way we can use digital technologies to 

make us more efficient and to offer services 

that our members are used to in other 

environments,” Joe explains.

All of this talk of 24/7 services is a 

reminder that an online manager is never 

really allowed to sleep, although Joe does 

find time for fulfil his passion for sports 

and travel; a recent adventure took him 

on a houseboat exploration of the Kerala 

backwaters in southern India.

However, the digital world is never far 

from Joe’s mind. “My job never switches off 

and I would not want it to. The day you feel 

comfortable and think there’s nothing to 

review or learn is the day that you’re already 

behind the times.”
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SUPPORT FROM THE BMF: 
�Promotion�of�your�products�and�services��
to�the�On�The�Water�audience:

•���100,000+�unique�visitors�to�onthewater.co.uk��

•���11,000+�followers�on�social�media

•���5,000+�On�The�Water�enews�subscribers

Support�with�an�On�The�Water�Event�Box��
to�help�organise�and�brand�your�events

FIND OUT MORE
Contact�Tamsin�Kirkpatrick

e:� tkirkpatrick@britishmarine.co.uk��
t:�� 01784�223647
w:� onthewater.co.uk

PADDLEPOWERED

Promote your brand and products to thousands of 
potential new customers by getting involved with  
On The Water

GET INVOLVED

Provide�content�for�onthewater.co.uk 
– top tips, images, videos

Offer�competition�prizes
– gadgets, discounts, vouchers, courses

Run�On�The�Water�events
– open days, free boat trips, taster sessions

WINDPOWERED

MOTORPOWERED INLANDWATERWAYS

GET MORE FROM YOUR MEMBERSHIPGET MORE FROM YOUR MEMBERSHIP

onthewater.co.uk

UK Head Office
+44 (0)1255 423601

enquiries@duracomposites.com
www.duracomposites.com

Dura Grating
Fibreglass Anti-Slip Decking

...designed for the future

Dura Grating has one of the highest degrees of slip resistance ever
measured for a walking surface. Suitable for pontoons, fingers,
jetties, entrance gangways, mooring pontoons and piers. 

25 years lifespan

Anti-Slip Surface

Easy to install

Low maintenance

Up to 5t SWL

WARRANTY                      WARRANTY
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Industrial Rail Marine Landscaping Architectural

Dealer ContaCts
Middle east - arabian Marinas

Contact: Hussain al Matrook
tel: +973 17 467 664

email: h.almatrook@adco.bh  
Web: www.amco.bh         

Benelux - Infra trading B.V
Contact: anne-Jan timmerman

tel: +31 (0) 38 385 9559
email: atimmerman@infratrading.com

Web: www.infratrading.com           

Western africa - WnM ltd
Contact: akin akinola 

tel: +234 802 259 4664
email: aa@wnmltd.com
Web: www.wnmltd.com         

4000sqm South Dock
Marina, London
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