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Same passion, 
new tricks
I recently had hands on experience of the great fun 
to be had with stand up paddleboarding. Accompanied 
by Richard Roberts, the CEO of the title sponsor for 
TheYachtMarket.com Southampton Boat Show, and 
carefully shephered by the Rockley team, I took my � rst 
ever lesson. Paddling around the Show pontoons, under 
the gaze of visitors and exhibitors, I was reminded of the things one 
sometimes does to generate industry publicity!

It was an appropriate time to try something new, because British 
Marine released its Future Customers report (see p10) in that same 
week. Its detailed � ndings signal very clearly that the social landscape 
is shifting and that has rami� cations for the marine sector. We are 
still seeing encouraging growth in most forms of traditional boating, 
but it’s fuelled predominantly by people in their 50s and upwards. 
The boom in stand up paddleboards, kayaks and the like is happening 
because they are simple, cheap, quick to learn (as I found out), highly 
portable and accessible to a wide audience.

The marine sector must address attracting and retaining younger 
generations that crave experiences and have no interest in ownership. 
British Marine will take a leading position in assisting its members to 
take those brave, well informed steps towards a di� erent future. 

That’s the same tactic we have adopted for the London Boat Show 
too. The old format, while comfortably familiar, wasn’t working as well 
as it needed to and so bold moves have been made to change it from 
an exhibition to an experience, over a more attractive time span for 
many. I urge all members to support it.

The passion we all share for the water and our industry remains 
unchanged, but it’s time for us all to learn and embrace new tricks.

David Pougher
President, British Marine

Parallel universes
I consider editing British Marine magazine to be 
a priviledge, not least because I get to speak 
with, and visit, many member companies and 
associations through the course of the year.

As I circulate around, it is noticeable just how 
many times I have similar kinds of conversations 
about wins, challenges and threats. It’s all too 
easy to lose track of what even your nearest neighbour business or 
another association is experiencing and whether that might have a 
bearing on your own situation, or theirs. Which all suggests we can 
never try hard enough to communicate, network and collaborate.  

Kim Hollamby
Editor, British Marine magazine

A practice � re exercise 
being � lmed at Fire Aid’s 

extensive training facility in 
Hythe – see p14

I recently had hands on experience of the great fun 
to be had with stand up paddleboarding. Accompanied 
by Richard Roberts, the CEO of the title sponsor for 
TheYachtMarket.com Southampton Boat Show, and 
carefully shephered by the Rockley team, I took my � rst 
ever lesson. Paddling around the Show pontoons, under 
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QUARTER DECK
Your guide to British Marine news, events and services

London Boat Show Go Go Go!
Momentum is building rapidly for the 
completely reimagined fi ve-day London 
Boat Show in January, with more details 
released during October.

“We’re currently on track to welcome 
more exhibitors to the Show than in 
previous years,” confi rms Carol Taylor, 
sales account manager with British 
Marine. “This is great news as it means 
a fuller experience for our visitors. Some 
162 companies have enquired about 
taking space who weren’t at London 
2017, specifi cally in response to the 
shorter Show and planned changes. 
This demand, together with feedback 
from a cross section of the industry, has 
enabled plans to be further redefi ned 
and strengthened. Sunseeker, Jeanneau, 
Beneteau, Prestige, Fairline, Sealine, 
Williams Jet Tenders and Tingdene Boat 
Sales are among the existiing exhibitors 
that have committed.

“There are good things we can do 
to enable exhibitors to keep their build 
costs in keeping with a fi ve-day event – a 
conversation with us will enable potential 
exhibitors to review the options.” See 
londonboatshow.com/Exhibitors/Information-for-
Exhibitors/How-to-Exhibit

“Bespoke London has been 
repositioned as a feature element within 
the London Show, centred around a 
champagne bar with a complementary 
retail experience, allowing more marine 
exhibitors and boats to take space.” 

British Marine president elect, Greg 
Munford, was one of the non-executive 
Board members responsible for the 
London Boat Show format changes. He 
is the chief executive of Richardsons, a 
major holiday company in Norfolk that 
has seen its revenue from bookings 
improve by £0.75m since it started 
attending the Show four years ago.

“The changes to the London Show 
were made by a Board that has a 
representative from every sector,” 
Greg explains. “We were also guided 
by customer and visitor research, plus 
feedback that individual board members 
receive when we are talking with 
exhibitors throughout the Shows. Our 
overriding feeling was that exhibitors 
wanted us to do something diff erent. We 
are not underestimating the task that we 
have to ensure the Show is a success.

“At Richardsons we see people move 
from a day boat experience, to a short 
break afl oat and then a longer holiday. 
British Marine research indicates that the 
holiday sector will be hugely important 
in generating future customers and 
the decision to create a Boating and 
Watersports Holiday Show is the right 
response. It will also be great to have 
canal operators involved.”

“We know that people want 
experiences when they go out,” says 
British Marine’s head of marketing, 
Mike Enser. “They need more than an 
exhibition now, so that’s what we are 
doing with London Boat Show. It will be 
greater than one engaging event, but at 
one venue and requiring only one ticket.

“The Boating & Watersports Holiday 
Show will enable us to target this sector’s 
audience for the fi rst time in its prime 
booking month and we’ll pick up on 
the high television interest in UK inland 
boating and the focus on short breaks.

“Allied to that, we are planning a beach 
with a sailing school, kayaking and stand 
up paddleboarding. Visitors will have an 
experience of things they can do on their 
holiday, in the UK or overseas.

“Within the core London Boat Show 
itself we’ll be inviting the likes of Mike 
Golding OBE, Alex Thomson and voice 

of the Shipping Forecast, Zeb Soanes, to 
enthral on our Legends Theatre. 

“Research tells us that people want 
to see boats when they walk into the 
Show and they really love classic craft. 
So as soon as you enter the London Boat 
Show you’ll be presented with the classic 
boat collection, power and sail, with an 
entrance boardwalk that takes you right 
among them and their helpful experts.

“The Practical Boating Theatre will 
feature a boat adapted as a stage. 

Experts will be hands on with their topics 
and the audience will walk around the 
boat to follow the presentations.

“Socialising is a critical part of the 
Show experience. The hugely popular 
Black and White Bar with its live 
entertainment will be joined by the 
new Yachtsman’s Bar in the centre and 
the new Lock Keeper’s Inn, a specially 
built pub in the Boating & Watersports 
Holiday Show. Add the Bespoke London 
champagne bar and that’s four areas 
where people can go and meet, chat 
have a good time and spread the buzz 
throughout the hall. Concentrating the 
Show into fi ve days will also cause a 
frisson and excitement. We’re working 
hard to ensure the London Boat Show 
touches people not only visually, but 
emotionally as well.”
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News in brief
Government endorsement 

–  British Marine and Superyacht UK 
hosted a significant visit by International 
Trade Minister, Mark Garnier MP, to UK 
companies showcasing at the Monaco 

Yacht Show. See  
britishmarine.co.uk/nib163 

A foot in a big Boot  – British 
Marine is offering an exclusive 

opportunity for members to exhibit on 
its showcase stand at Boot Düsseldorf 

2018 (20-28 January). See  
britishmarine.co.uk/nib164

Crew safety consultation 
–  the Maritime & Coastguard Agency 

(MCA) is inviting comment on two 
Marine Guidance Notes aimed at 

improving crew safety, with a deadline 
for responses of 13 November. See 

britishmarine.co.uk/nib165

Celebrating skills – nominations 
are open until 30 November for the Semta 

Skills Awards 2018, highlighting skills, 
training and apprenticeships. Entry is free 
with an awards dinner in March hosted 

by the BBC’s Steph McGovern. See  
britishmarine.co.uk/nib166

Cash haven – The Global Marina 
Institute (GMI) is partnering with 

Amsterdam Rai to present the Marina 
Investment and Valuation Seminar on 13 

November. See  
 britishmarine.co.uk/nib167

Heads up on IMO regs  – The 
International Council of Marine Industry 

Associations (ICOMIA), has released 
a summary report of all pending 

International Maritime Organisation (IMO) 
legislation. See  

britishmarine.co.uk/nib168

Gulf Show on course – Abu 
Dhabi National Exhibitions Company 

(ADNEC), the organiser of the Abu Dhabi 
International Boat Show 2018, is reporting 

high uptake from prospective exhibitors 
and key stakeholders within the marine 

industry. British Marine Boat Shows 
has partnered with ADNEC to use its 

expertise for the delivery of this Show. 
See britishmarine.co.uk/nib169

TheYachtMarket.com Southampton Boat 
Show 2017 completed its 10-day run 
having recorded strong attendance and 
record numbers of visitors on the water. 
Many exhibitors recorded year-on-year 
increased sales and enquiry leads from 
the start, a testament that the event 
continues to provide a strong business 
platform for domestic and global brands.

The Show welcomed close to 500 
exhibitors with almost 20 per cent of 
those being new for 2017. It hosted 35 
world launches, 12 European, 70 UK and 
39 Show debuts. 

More than 106,000 visitors saw brand 
new attractions for 2017 and close on 
15,000 of them got out on the water, an 
increase of 50 per cent on previous years, 
with many experiencing boating for the 
first time. 

The Show welcomed a host of 
celebrities during the course of the 
10 days including Show opener, 
Millie Mackintosh, Kym Marsh, Samia 
Longchambon, Amber Davies, Colin 
Jackson CBE, Suzi Perry, Ben Haenow, 
Mike Golding OBE, Hannah Mills MBE, 
Helena Lucas MBE and Alex Thompson. 
Celebrity pirate, Gemma Hunt from 
CBeebies show, Swashbuckle, led the 
thrilling programme of live entertainment, 
providing families with song and dance 
shows on the music stages. 

Murray Ellis, chief officer of boat shows, 
British Marine comments: “This year’s 
Show has been a resounding success 
with an exuberant atmosphere across 
the 10 days. From our beautiful Tall Ship, 
Kaskelot, and the Show’s free dinghy 
sailing and stand up paddleboarding 
sessions to our brand new Paddle River 
experience, the attractions proved very 
popular with visitors. There has also been 
some incredible business done over the 
course of the Show with one of our larger 
exhibitors recording the best sales day at 
any event they’ve exhibited at globally.”

Richard W Roberts, CEO of headline 
sponsor TheYachtMarket.com, said: “The 
Show has exceeded our expectations and 
has given us a superb platform to both 
secure our position in the UK and look to 
new markets overseas. Brand awareness 
in our target markets, together with 
actual sales and visits to the website, 
have risen considerably.”

Exceptional sales and record numbers on the water

BOAT SHOWS

From top to bottom: 
CBeebies’ Gemma Hunt was 

a huge hit with families. 
The aisles were kept busy 
at many times during the 

Show with a real buzz. 
Stand up paddleboarding 

at the Paddle River 
experience, in the shadow 

of one of the world’s largest 
cruise liners. The British 

Marine Apprenticeship 
Graduation Ceremony saw 

34 apprentices gather at 
the Show to be recognised, 

including a non-technical 
apprentice for the first time



UK boatbuilding 
in growth

Fifth year of growth
Figures released in a report by British Marine association 
Superyacht UK show that Britain’s superyacht sector has 
posted its fi fth consecutive year of growth. 

Revenue grew by 1.7 per cent to £615m, the sector 
contributed £450m in Gross Value Added to UK GDP and 
generated an estimated £186m in taxes for Her Majesty’s 
Exchequer. Full time employment fi gures also rose, by 3.3 
per cent to 4244. More than half of businesses trading 
in the sector are confi dent about the future and exports 
outside the EU are particularly buoyant. Refi t activity is 
notably up. 

Commenting, Howard Pridding, Chief Executive Offi  cer 
at British Marine, said: “Confi dence in the sector is high 
and we expect to see further growth into 2018.”

Self-managing your marina’s 
environmental responsibilities
All marinas and harbours have to be aware of a plethora of 
environmental rules and obligations. If each operator had 
to tackle this on its own, it would be a real headache but 
fortunately The Green Blue has excellent resources to assist.

It is of course important to fi rst grapple with all of the legal 
requirements. This can be done by reviewing The Green Blue’s 
environmental legal register, available in two versions: one for 
England and Wales and one for Scotland and Northern Ireland.

Carrying out site checks is something that every marina 
operative will be familiar with. Adding some extra criteria to this 
process can result in improved environmental effi  ciency.

It’s sensible to ensure the waste areas do not build up 
with rubbish as bags placed here can soon grow seemingly 
exponentially and you can be left with an unsightly area. It’s 
also smart to do a daily litter pick, keeping the water clean –
something that is fundamental to a nice marina.

 Tap, hose and cistern leaks can result in signifi cant increases 
in water bills. Lights that should switch off  automatically but 
stay on can often be fi xed by a wipe of their sensors.

 Check your utilities – set up a simple spreadsheet to track 
the consumption so you can notice any unusual spikes in water 
or power consumption. You can then react accordingly by 
tracing the cause – or you may fi nd that there are billing errors.

 Another item to address is a periodic check of the spill kit. A 
number of marinas that The Green Blue visits have empty spill 
kit bins – it is worth adding a note on the bin to state what to 
do if supplies are low.

Part of having a clean marina is educating the bertholders 
about various recycling initiatives and also gently reminding 
them about some of the rules regarding working on the boat, 
especially ones which cause a mess such as sanding and 
antifouling. The Green Blue has a range of green guides you can 
display and provide boatowners with, for example our popular 
green guides to inland and coastal boating.

 For more advice, information and resources from The Green 
Blue visit thegreenblue.org.uk or email info@thegreenblue.org.uk

 

Industry research released 
in September by British 
Marine shows that the UK’s 
boatbuilding sector grew in 
2016, up 1.5 per cent to 9,907 
units. Revenue increased 
by 1.6 per cent, generating 
£859m turnover, of which 84 
per cent came from export. 
Boat production accounts for 
more than one third of the marine 
industry’s £3.01bn revenue. 

The UK continues to be a 
leader in the global dinghy sailboat 
market, with 7735 units produced, 
up 1.2 per cent. The RIB market 
has grown 12.3 per cent, with 
820 units produced last year, 
while mid-sized motor yacht production (12m to 24m) has 
increased 2.7 per cent to 380 units.

The report fi nds that, while sailing yacht ownership 
has declined in popularity, participation in the sport has 
not. Charter holidays and shared ownership options are 
off ering the fl exibility of use and experience not aff orded by 
conventional ownership that is now in increasing demand. 

British Marine members can access the full report as a 
part of the comprehensive research resources available as a 
benefi t of membership. Visit the British Marine website at 
britishmarine.co.uk/Resources/Publications

STATISTICS

990799079907
the number of boats the number of boats the number of boats 

built in the UK built in the UK built in the UK 
during 2016, up during 2016, up during 2016, up 

1.5% on 20151.5% on 20151.5% on 2015

The 85m Aquila, a recent refi t undertaken by Pendennis, 
overseen by the refi t management team from Burgess and 

awarded Best Refi t at the World Superyacht Awards this year

Thames & Kennet Marina in Reading

BRITISHMARINE.CO.UK | 05



GRANT OPPORTUNITIES

Partnering to innovate

QUARTERDECK

British Marine welcomed Dr Ruth 
McKernan CBE, chief executive at 
Innovate UK, to TheYachtMarket.
com Southampton Boat Show, to 
mark innovative work by members 
that has received welcome 
Government support.

 Innovate UK is the agency 
responsible for driving and part-
funding business technology 
projects in order to help grow the 
UK economy. Ultimately, Innovate 
UK’s aim is to help reduce risk. 
This can lead to better funded 

new technologies advancing to 
market quicker.

 If you have an idea, you 
approach Innovate UK about it 
and they can provide funding 
and take out some of the risks. 
The only catch is that they only 
support collaborative projects. 
You need to be working with a 
partner or partners to be eligible. 
But in an industry like marine, 
where many companies often 
work closely together, this should 
nor prove to be a barrier.

 Dr McKernan was in 
Southampton to meet with three 

British Marine members who 
had done just that. Cheetah 
Marine, from the Isle of Wight, 
got funding for a new hull 
design, which they launched at 
the Show. Bruntons Propellers, 
based in Clacton-on-Sea, received 
support for a hybrid energy 
project for craft up to 50m. 
And Southampton company, 
International Paint, received 
money for a high performance 
foul-release coating.

Three great member 

companies, all involved in very 
diff erent aspects of the industry, 
all receiving funding support to 
develop and bring products to 
market. A really good result.

British Marine wants to 
see more marine companies 
experience this kind of support. 
So we are going to work with 
Innovate UK to meet as many 
member companies as possible, 
to benefi t from their expertise, 
their knowledge and their money. 
For more information, contact 
aharries@britishmarine.co.uk or visit 
innovateuk.gov.uk

From l to r: Cheetah Marine Managing Director 
Sean Strevens, pointing out features of the 
new effi  cient hull design to Dr Ruth McKernan 
CBE, Innovate UK chief executive and British 
Marine’s chief executive Howard Pridding

OCTOBER
    23-24 October 

BMET Electrical Course, Cambridge
    25 October 

Marine Electronics Installer (MEI) course, Cambridge
    26 October 

British Marine Trades Association Committee Meeting, Egham
    31 October 

British Marine Thames Valley Committee Meeting, Egham

NOVEMBER
    1 November 

Inland Waterways Boat Electrics Course, Church Minshull Marina, 
Nantwich

    7 November 
British Marine Council Meeting, Egham

    13 November 
GMI Marina Valuation and Investment Seminar, RAI Amsterdam, 
Netherlands

    14-17 November 
METSTRADE 2017, RAI Amsterdam, Netherlands

    22 November 
Chancellor of the Exchequer’s Autumn Budget

    23 November 
Social Media course, Canal & River Trust, Hatton, Warwickshire

    23-24 November 
British Marine Inland Boating AGM and Conference, Gloucester

DECEMBER
    5 December 

Selling Skills for the Marine Industry course, Egham 
    7 December 

Apprentice Mentoring Workshop – Follow-up, Southampton
    10-13 December 

Intermediate Marina Managers Course – Dubai 
    13 December 

British Marine Wessex Christmas Party, tba 
    14 December 

General Data Protection Regulations Workshop, Egham 

JANUARY
    10-14 January 

London Boat Show, Boating & Watersports Holiday Show and Bespoke 
London, ExCeL London

    10 January 
British Marine Trades Association Annual Dinner and Awards, London
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MARINA AND MOORINGS MARKET
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UK marinas by business size UK marinas by berths

STATISTICS

British Marine’s latest economic research reveals that the marina sector enjoyed its � fth 
consecutive year of growth in 2016. Revenue was up by 0.3 per cent to £222m, with 

occupancy increasing by nearly 4 per cent to 88.3 per cent. Here is a snapshot of the results

IN NUMBERS
MARINA AND MOORINGS MARKET

Further informationFurther informationFurther information
The Marinas and Moorings Market in the UK report represents the fi rst piece of The Marinas and Moorings Market in the UK report represents the fi rst piece of The Marinas and Moorings Market in the UK report represents the fi rst piece of 
in-depth analysis of the UK’s coastal and inland operations and is available free in-depth analysis of the UK’s coastal and inland operations and is available free in-depth analysis of the UK’s coastal and inland operations and is available free 
to members. to members. to members. 

The report is taken from 2016 and 2017 data. It covers 563 marina and The report is taken from 2016 and 2017 data. It covers 563 marina and The report is taken from 2016 and 2017 data. It covers 563 marina and 
mooring companies in the UK, identifi es key trends over time and provides both mooring companies in the UK, identifi es key trends over time and provides both mooring companies in the UK, identifi es key trends over time and provides both 
capacity and occupancy information for marina operators as well as a valuable capacity and occupancy information for marina operators as well as a valuable capacity and occupancy information for marina operators as well as a valuable 
range of metrics at a national level. To access, visit the British Marine website at range of metrics at a national level. To access, visit the British Marine website at range of metrics at a national level. To access, visit the British Marine website at 
britishmarine.co.uk/Resources/Publicationsbritishmarine.co.uk/Resources/Publicationsbritishmarine.co.uk/Resources/Publications
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54.3%54.3%54.3%
Percentage of marina berth holders Percentage of marina berth holders Percentage of marina berth holders 
who regularly participate in boatingwho regularly participate in boatingwho regularly participate in boating

£164,690£164,690£164,690
Average tax contribution of a marinaAverage tax contribution of a marinaAverage tax contribution of a marina

281628162816
The number of Full Time Equivalent The number of Full Time Equivalent The number of Full Time Equivalent 

(FTE) employees in the sector(FTE) employees in the sector(FTE) employees in the sector

OPPORTUNITIESOPPORTUNITIESOPPORTUNITIES
▓▓▓ Development of marinas as leisure and tourism hubsDevelopment of marinas as leisure and tourism hubsDevelopment of marinas as leisure and tourism hubs
▓▓▓ Dry stack mooringsDry stack mooringsDry stack moorings
▓▓▓ Residential mooringsResidential mooringsResidential moorings
▓▓▓ New boat ownership modelsNew boat ownership modelsNew boat ownership models

THREATSTHREATSTHREATS
▓▓▓ Ageing customer baseAgeing customer baseAgeing customer base
▓▓▓ Rising costsRising costsRising costs
▓▓▓ Low sterling value risking ‘boat drain’ (sales overseas)Low sterling value risking ‘boat drain’ (sales overseas)Low sterling value risking ‘boat drain’ (sales overseas)
▓▓▓ Changing customer behavioursChanging customer behavioursChanging customer behaviours

£2345£2345£2345
Average yield per berthAverage yield per berthAverage yield per berth

89.3%89.3%89.3%
Average occupancy of 175 berth marinaAverage occupancy of 175 berth marinaAverage occupancy of 175 berth marina

£548,130£548,130£548,130
Average revenue generated by a marinaAverage revenue generated by a marinaAverage revenue generated by a marina

179179179
Average number of berths per marinaAverage number of berths per marinaAverage number of berths per marina

£104m£104m£104m
Gross Value Added (GVA) added to UK Gross Value Added (GVA) added to UK Gross Value Added (GVA) added to UK 

economy by marina and mooring sectoreconomy by marina and mooring sectoreconomy by marina and mooring sector
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nfortunately I’m not very 
good at being told I cannot 
do things!” Fendequip 

fi nance director, Lisa Chown, chuckles 
as she recalls early advice off ered to her 
and husband Paul, Fendequip’s managing 
director. It was 2004 and the couple had 
decided to visit METSTRADE in Amsterdam 
to explore the potential of manufacturing 
fender covers for a living. Undeterred 
by the comment from a large marine 
business that the idea wasn’t viable, the 
Chowns were back in Amsterdam one 
year later with their own products and a 
stand in the British Pavilion. 

This was no tentative half measure 
either. Founders Paul and Lisa committed 
fully to their fl edgling company, based 
close to home in Wincanton, Somerset. 
Not content to buy in components, 
they invested at the outset in knitting 
machines to create their own fabric. This 
gave them complete control of supply 
and the ability to customise. Fendequip’s 
material is tested annually by Bureau 
Veritas, just one indicator of a desire 
to closely monitor the quality of the 
company’s products. Another is its mantra 
of manufacturing virtually everything it 
produces, rather than outsourcing.

Fendequip was born to export. Having 
identifi ed METSTRADE as the best place 
to meet with potential trading partners, it 
was no surprise that the company’s fi rst 
distributor was based outside of the UK, 
in Palma. Others soon followed, giving it a 
foothold in several parts of Europe, the US 
and Australia – just some of the countries 
now served. The surprise award of the 
David Coleman Excellence in Exporting 
Award at the British Marine Trades 
Association dinner in January of this year 

celebrated Fendequip’s ongoing overseas 
success, with around 90 per cent of its 
sales now made overseas.

“My advice to anyone is to join the 
Department of International Trade’s 
Passport to Export scheme,” Paul asserts. 
“I think that was the turning point for us,” 
Lisa agrees. “I learned so much on that 
scheme and even to this day I still refer 
back to my notes. If I need something, 
and I’m not 100 per cent sure, I’ve still got 
the Passport to Export booklet to check. 
You just take away so much from it, 
even silly little things that you might not 
otherwise think to do.”

British Marine was another early 
connection, much employed since. 
Fendequip has been a frequent, satisfi ed 
user of its services, from regular contact 
obtaining guidance from the Marine 
House team, to attendance at networking 
events, overseas shows, Meet The Buyer 
and Superyacht UK Showcases.

Dealers and distributors
Paul and Lisa emphasise the value of 
building strong relationships in the marine 
trade, particularly with their dealers and 
distributors, many of whom have been 
loyal, longstanding partners. They do that 
through regular contact and visits. 

Evidence of some of that activity in 
the fi eld can be seen on the company’s 
Instagram, Facebook and Twitter feeds 
too. The company was an early social 
media adopter and Paul established a 
page on Facebook before corporate 
pages were catered for, in the name of an 
individual called ‘Fende Quip.’  “We did a 
lot with social media from the beginning,” 
Paul explains. “Because we were in an 
offi  ce with no windows that was nowhere 

near the water we had to fi nd ways to tell 
people about us. We continue to devote 
time to social media, to create a buzz 
around our products and ideas.” 

Things have progressed since that 
windowless offi  ce with three staff . 
The company moved to four small 
interconnected industrial units. Then, in 
June last year, into an impressive 6000ft2 
purpose-designed facility that Fendequip 
built itself, with further scope to expand 
into adjacent units. 

Expanding range
Since 2008 the company has expanded 
from its core fenderCover range by 
designing and producing maxiStow 
infl atable fenders, chafe protection 
gear, maxiHook fender hooks and other 
accessories. The move to modern and 
spacious premises, with dedicated rooms 
for each process, has boosted activity, 
resulting in sales and development 
growth. Most components continue to be 
manufactured on site, to maintain quality, 
protect intellectual property and to meet 
Paul and Lisa’s personal expectations of 
what their company brands stand for.

Fendequip has also been serving 
both ends of the leisure market, with 
standard ranges for retail sale and highly 
customised products using facets like its 
in-house embroidery capability for the 
superyacht sector. Each set of maxiHooks 
is bespoke made, often following a site 
visit from Paul or another staff  member. 
Such hands-on contact also provides 
great feedback and opportunities for 
consulting with clients about specifi c 
mooring requirements and challenges.

“I think we’re doing something right, 
Lisa says. “We won’t ever let anything go 

“U

born to
EXPORT
Mooring equipment manufacturer Fendequip has not 

looked back since launching straight into overseas markets 
in 2005. Kim Hollamby reports  

MEMBER CASE STUDY
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Top row l to r: Paul and Lisa Chown with the 
David Coleman Excellence in Exporting Award. 
Fendequip train their own machinists in the 
range of skills required in the business. The 
Fendequip team outside the company’s new 
dedicated manufacturing facility. Middle row l 
to r: maxiHooks are all manufactured in-house 
by Fendequip to bespoke requirements. The 
product that started it all – fenderCovers. 
Bottom row l to r: every fenderCover has a label 
identifying its manufacturing path, for quality 
control. Bespoke embroidery is common and 
handled by this machine which can process six 
items at a time

out of the door that isn’t up to standard. 
The team that we have are all fantastic 
at what they do – they work hard and 
we have an open-door policy so they can 
contribute freely to development ideas 
and manufacturing improvements. There’s 
never any time that we don’t listen to 
what’s being said, because we’re not the 
ones making it.

“Growing the business has also taught 
Paul and me a lot about ourselves as 
people. With just three of us, it was easy. 
When we added more staff we needed 
to learn how to deal fairly with people, 

such as by offering training programmes, 
rotation around tasks, social gatherings 
and other things to make jobs enjoyable. 
New joiners really like the culture here.”  

Unexpected calls
Despite being busy at work, Paul also 
serves as an experienced retained 
firefighter. The company accommodates 
the always unexpected calls on his time 
as well as for a second retained firefighter 
in its workforce. “It’s a big commitment 
for a busy 10-person business,” Paul 
says, “but it’s good to have a firefighter 

working for you, because you learn from a 
big organisation like that. We bring those 
systems in here, along with discipline – 
we’re trauma care trained too.”

Not that Paul and Lisa are focused on 
trauma in a business that is going from 
strength to strength. Their attention is 
on broadening the range of mooring and 
related products that Fendequip offers. 
“Our customers tell us the problems they 
have,” Paul relates. “Perhaps I haven’t got 
a solution now, but it’s noted and I start 
thinking of something that we could do 
that will solve that problem.”
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hey say you make your own luck in life. 
If that’s correct, then the leisure marine 
sector collectively did a pretty good job of 

creating its own luck in the past 60 years. 
The revolutionary move in the 1960s to 

embrace glass reinforced plastic, other modern 
materials, paints, adhesives and factory 
production techniques, lead to a plethora of 
cheaper to build and maintain leisure boats. 
They appealed to a much broader audience than 
hitherto possible. 

At the same time, companies providing 
moorings realised that owners much preferred a 
walk-ashore option with modern conveniences 
close by rather than a row from a buoy or wade 
out to an unsecured berth. People were happy to 
tow smaller boats, or roof rack 
them. Associations and clubs 
involved in the marine sector 
embraced new generations 
of members more likely to 
be wearing early versions of 
modern and lightweight foul 
weather gear in yellow or 
orange, rather than a blazer.

The boat-owning population was nurtured 
by these changes. In turn, it shaped the 
industry as it evolved into the much higher-tech 
environment we see today, with expectations of 
design, function and personal comfort driven by 
consumer expectations. 

Two or three generations of the same family 
typically wholeheartedly embraced boating 
with all its undoubted passion, bene� ts, quirks, 
commitments and occasional frustrations. Often 
they got the bug, started small and progressed 
up. Always they spent just a bit more money 
than they ever intended to. Enthusiasm typically 
overcame any barriers to enjoyment – a blocked 
toilet was a thing to moan about in a bit of 
boating buddy banter, not a reason to sell up and 
head for the package holiday websites.

However, for some years now, many in the 

marine sector have detected insidious changes to 
this core loyal audience as time pressures have 
become prevalent and there have been bigger 
questions about the likelihood of their o� spring 
maintaining the status quo. The world has been 
changing rapidly, with younger generations 
having very di� erent perspectives and values 
– some of which are also in� uencing older 
members of the population too. 

Marina and mooring companies have been 
among British Marine members discussing 
these changes and their potential implications, 
as the general manager of The Yacht Harbour 
Association (TYHA), Jon White, explains: “We’ve 
been having conversations around occupancy, 
the needs and wants of customers and where our 

future customers are coming 
from, for several years now. 
Younger generations might be 
boaters themselves, but they 
don’t feel that ownership suits 
their lifestyle. The time that 
youngsters spend on mobile 
devices and the way they 
interact is a visible example 

that their perception of a good experience is 
di� erent to baby boomers who think a good day 
is one spent messing about in their own boat 
with the phone o� . 

“Marinas represent a signi� cant element of 
the boating equation, because they are not just 
places to keep and use boats – they have a whole 
infrastructure of tenant businesses providing 
supporting services. There was a realisation 
among our members we had to understand what 
was likely to be happening in the next 10 years.”

British Marine’s chief o�  cer of membership 
services, Sarah Dhanda, reinforces this point: 
“The marine sector has to understand how habits 
are changing, what impacts to expect and the 
ways to work with the new opportunities that 
always come with change. As a key stakeholder 
in this sector, we needed to drive a major 

           Future Customers                   

T

No-one can escape the fact that the world is changing and British 
Marine is highlighting that the whole marine sector must respond 

to likely impacts and opportunities. Kim Hollamby reports

The marine sector has 
to understand how habits are 
changing, what impacts to 
expect and the ways to work 
with new opportunities   
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research project into the likely preferences and 
requirements of future boating and watersports 
customers as a service for our members and to 
inform the industry’s planning and responses.”

A British Marine member company, 
Rushall Marketing, was selected for the not 
inconsiderable task of creating the Future 
Customers report. British Marine had already 
formed a Future Customers ‘Task and Finish’ 
group some months prior comprising several 
highly experienced members with knowledge in 
relevant � elds, now chaired by managing director 
of Rockley, Pip Woods. This group, together 
with Jon and Sarah, worked closely with Rushall 
Marketing and attended a series of round table 
sessions to engage with external companies that 
have expertise in areas of interest to the project.

The report looked at a very wide range of data, 
from social changes, through to in-depth analysis 
of research such as the annual Watersports 
Participation Survey. Plus, it examined other 
pastimes and sports under threat from 
generational changes and emerging successful 
activities, such as golf. The exercise was not just 
about � nding new intelligence, but also to bring a 
broad range of data together for the � rst time, to 
better understand cause and e� ect in one place. 
It tackled four key topics:

1 Social context – what is happening in the 
wider world that will a� ect future boating 
and watersports participation

2 Statistics – what the numbers tell us now 
about boating, watersports and other 
outdoor activities

3 Emerging themes – the trends that 
will in� uence boating and watersports 
participation 

4 Benchmarking and recommendations – 
identifying data gaps, examining what needs 
to be done so that the marine sector has 
a clear picture to act upon and comparing 
ourselves to other sectors  

The Future Customers report is now available 
to all members, so they can bene� t from the 
extensive research within. 

Among the � ndings, the report highlights that 
a generation of adults, typically in the 55-plus 
age range, is still highly committed to boating 
and likely to be for the immediate future. But 
their o� spring are not engaging in the same 
way. Despite the fact they might be boaters 
themselves, younger people are less likely to feel 
that boat ownership � ts their lifestyle due to 
personal priorities, preferences and cost.

It’s insightful to ask report author Liz Rushall, 
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a passionate sailor and marine industry marketer, 
what her personal reactions have been, now 
that the report is released: “Our short-term 
picture might feel okay, but it is quite scary to 
see participation numbers dropping o�  in the 
16-34 age range and even among the 34-50s. 
Younger people are doing things in a di� erent 
way – they want experiences, they don’t want to 
own things, they talk to their phones rather than 
press buttons, they don’t use email.

“The area that gave me the biggest surprise 
was the drop in competitive sailing generally 
and the catastrophic drop in young people in 
small boat racing activities. You see what looks 
like a lot of youngsters in my home waters of 
Chichester Harbour and assume there must be a 
lot of them, but the numbers suggest it must be 
a much smaller pool, sailing more frequently. In 
contrast, activities like canoeing, kayaking and 
stand up paddleboarding, with simple equipment, 
have opened boating and watersports up to 
people of all shapes and sizes.”

One of the report’s key recommendations is 
that the industry and other stakeholders must 
work together to sustain and grow the leisure 
boating and watersports sector of the future. 

“Collaboration is absolutely key in this,” Sarah 
agrees. “British Marine will lead the industry in 
the Future Customers project but members will 
need to work together to innovate solutions. 
This can be hard if business becomes more 
challenging, because you also see your potential 
collaborators as competitors. I’d say don’t isolate 
yourself, you’re not the only ones going through 
this journey. From work we did in the workshops, 
it’s clear that the marine sector is not alone 
either. Many industries are going through this 
realisation and journey of understanding the 
customer of tomorrow.

“The work that has been done so far is only 
a starting point. The Future Customers report 
has allowed us to get to the start line, but 
now we’ll need to engage with members to 
take the next steps. We are also in the process 
of engaging with the leisure marine sector’s 
other stakeholders. We must all work together 
to sustain and grow the leisure boating and 
watersports sector of the future”

The report makes a broad range of 
recommendations and British Marine has 
already identi� ed a set of ambitions (see panel).  
Members can expect to see more happening on 
this project in the months ahead. 

“Businesses should look at what the report 
is saying about social and physical trends and 
innovate to match the expectation and demands 
of younger customers,” Liz suggests. “Similarly, 
clubs will need to rethink the way they bring 
people in for their � rst experience, how they 

ask them back and what messages to change to 
ensure they are welcoming and friendly.”

“We’ve had this product that has been great 
for more than 50 years,” Jon concludes. “Now we 
have to relook at our product, like any industry 
does. Take the motor industry – it is now having 
to seriously consider the evolution of electric 
power trains and the prospect of driverless cars. 
These are times when market disrupters will 
reign. I don’t think the marine industry can rely 
on evolution any longer –  there’s got to be some 
revolution in this again.”

The Future Customers project 
report contains essential reading 
for those making medium 
and long-term plans for their 
businesses. Download at 
britishmarine.co.uk/futures

The Future Customers project 

Future Customers project ambitions

Collaboration 

 ► We need collaboration across the whole marine leisure sector and this 
can only be done if the industry understands exactly what changes 
are needed. We will provide this for British Marine members and key 
industry stakeholders to ensure that our conclusions and action points are 
understood and acted on.

Experience 

 ► We have to better understand what will trigger participation, ownership 
and accessibility of boating and watersports so that we can meet these 
new needs.

 ► We will work to ensure our industry brands convey bene� ts, not just 
features, promoting the lifestyle appeal of a boating and watersports.

 ► We will identify a way to overcome the barriers of ownership and 
commitment and � nd new � exible methods to o� er access to boating 
and watersports.

Visibility

 ► We have to be more easily found online and be more accessible in person 
by potential customers. 

 ► We will work with industry to develop methods to ensure our members and 
their products and services can be easily accessed.

Retention

 ► We will identify why people leave and develop a strategy to stem the � ow 
and reverse the trend.

Insights

 ► We will continue to research similar markets, identify the ways in which 
other sports are � nding and attracting new participants and develop a best 
practice approach.

 ► We will invest in research to � ll our information and data gaps: we’ll 
examine each audience type from Maturists to Generation Z to provide 
valuable insights to identify and meet their needs in a way they expect.
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s a student at Coventry 
University, Brian Clark had no 
inkling he was taking a path that 

would shortly lead to the famous front 
door of 10 Downing Street, as well as the 
less photographed portals of government 
bodies, maritime stakeholders and British 
Marine members. 

After successfully gaining his degree 
in environmental science he took a role 
with the Environmental Agency’s Thames 
Region, working on waste management 
licensing and pollution control. Then in 
2005 Brian saw an advertisement for an 
environment executive vacancy at British 
Marine. “The fact that I was going into 
marinas and doing environmental audits 
really set me up well.”

It was not too long after that Brian 
found himself leading British Marine’s 
responses on the Marine and Coastal 
Access Act, legislation that had many 
potential consequences for members. 
“I was focused on that over a two-year 
period,” Brian recalls, “starting from 
the draft bill and seeing it all the way 
through both Houses of Parliament. I’ve 
always had an interest in politics, but it 
was never something I picked up through 
my academic life until I started speaking 
with politicians and peers and heard 
our statements being read out by the 
minister of the day. 

“I learned about public a� airs elements 
from Howard Pridding and used my 
academic background in environmental 
science to provide evidence so we 
could argue our case very strongly. 
We got positive wins out of the Marine 
and Coastal Access Act, for example 
diversions around marinas for the coastal 
path. Many other areas of protection 
for the marine industry have then come 
out in secondary legislation, such as 
exemptions for dredging and protecting 
anchoring and leisure boating in Marine 
Conservation Zones. These Zones are 
still being consulted upon and we will 
continue our work representing the 
industry in that process.” 

Brian’s story with British Marine has 
been one of constant progression, 
growing from his original environmental 
brief to a much wider remit to represent 
the interests and livelihood of members 

across the whole canvas of their activity. 
As head of external relations, he � nds 
himself working in partnership with all 
departments of British Marine. On any 
day he might be in regular contact with 
politicians, government departments and 
non-governmental organisations, plus 
marine sector stakeholders and industry 
associations, to name just some of the 
bodies you will � nd in his contact book. 

Above all though, Brian values his 
contacts among the membership, some 
of whom he has worked with for a 
decade or more now. “Everything I try to 
do on behalf of the industry is evidence-
based, to ensure informed decisions. To 
do that we must engage with members. 
We have the expertise to respond to 
consultations, but the key thing is to 
be a realistic voice of the leisure marine 
industry and the only real way to do that 

is to get feedback and expertise from 
our members. We can then paint a clear 
picture as to how potential changes to 
legislation or new laws could a� ect the 
industry and use real-life examples to 
illustrate likely impacts. 

“Every day is a challenge. If one of 
our members has an issue, I would urge 
them to give us a call – it is highly likely 
that there are other members who are 
also having similar problems. We’ve had 
concerns recently about the business 
rates revaluation. We did a huge amount 
of work at the beginning of the year 
because a member picked up the phone; 
we then discussed it in association 
meetings and it became clear there was 
an industry-wide issue.”

“A lot of the work we do is not readily 
visible. We are constantly monitoring all 
forms of government communication. If a 
consultation comes in, it is likely we must 
examine 100-pages or more in the core 
document, plus impact assessments, 

annexes and supporting material. There’s 
a lot of digesting to do before judging if 
it is relevant for us to take to members 
for their input. 

“Much of what we focus on can 
take years to complete. We are 
constantly working in the background, 
consulting with members and working 
with regulators to provide them with 
arguments and the evidence they need.”

Outside work, you’ll � nd Brian, a keen 
Tottenham Hotspur fan, playing football 
in the back garden with his two sons, 
taking them to their own teams’ games, 
attending meetings as a school governor, 
or in the middle of his next DIY project. 
You clearly cannot keep the lobbyist 
out of the man though – he recently 
successfully campaigned on social media 
for the local council to change its policy 
on grass cutting for its playing � elds. 
“This random grumpy dad thought I’d 
give it a go – matters escalated and the 
local press kept picking up stories about 
the need for our boys to play football on 
maintained green spaces.” 

Perhaps this is a literal reminder of 
how grass roots knowledge can make 
a campaign so much more e� ective? 
Brian is quick to agree: “I really hope that 
members understand the value we place 
on their engagement. If you see a routine 
survey or consultation announcement, 
please respond – it really does help.”

Brian Clark
       head of external relations

A

If one of our members has 
an issue, I would urge them to 
give us a call – it is highly likely 
that there are other members 
with similar concerns   

MEET THE TEAM  
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here’s no need to go to a certain 
brand of opticians if you head along 
Southampton Water and think you 

are looking at a ship, complete with helicopter, 
grounded on the main Solent Refi t pontoon. 
That structure, formed in part from old shipping 
containers, is all the work of one of Hythe Marine 
Park’s resident companies – Fire-Aid. 

Ship-like steel plating disguises a series of 
training areas. Exploring within you fi nd soot-
blackened fi re-fi ghting bays eerily illuminated by 
a single working light and still clammy from the 
last exercise, to freshly painted confi ned space 
zones deep within the pontoon itself, accessed 
through a vessel-like hatch. A bridge stands 
above the structure for exercises in control, 
providing a true sense of out-of-eye remoteness 
from what is happening below. The helicopter aft 
is a steel skeleton that has suffi  cient styling to 
suggest its purpose and confi guration. 

Not everything is mocked-up. Completely 
real is a launchable ship’s lifeboat in davits and 
attending the ‘ship’ on the pontoon itself is a 
working fi re engine. The heat of propane gas 
and wood test fi res is very real too. As we chat, 
highly experienced instructors with a very broad 
range of fi re and rescue disciplines under their 
belts enthusiastically share hard-won knowledge 
about their trade. Knowing our leisure-focused 
interest, they quickly turn to demonstrating 
the benefi ts of using handheld thermal imaging 
onboard, because fi re in dense smoke is only 
seen less than a metre away from it. They 
also explain why superyachts should consider 
investing in Nomex fi re suits for all crew rather 
than using statutory minima equipment. 

The training is often exhausting for the 
inexperienced and so the Fire-Aid instructors 
must judge when to let the exercise run and 
when to assist. This is no theory tick box 
exercise; whether fi ghting fi res, working in pitch 
black spaces or taking to the lifeboat, you not 

only learn the skills but feel with all senses what 
a real emergency might throw at you.

Fortunately, within a few paces you can also 
be taking a coff ee break in the crew rest room, 
reviewing activity with course mates. Or getting 
some well-earned sleep in the bunk-bedded 
rooms of the accommodation block. Given the 
occasional lazy roll of the pontoon to ships 
passing along Southampton Water, cost-eff ective 
overnight stays here also provide fi rst-time crew 
members with a gentle insight as to what lies 
ahead before joining a superyacht or cruise ship.

Fire-Aid also has a dedicated two storey offi  ce 
and training room complex on the shoreside 
end of the pier, completing what is a very 
comprehensive suite of facilities in one of the 
key maritime centres in Europe. 

Taken together it’s a quite extra-ordinary set-
up – the result of much hard graft and ingenuity 
from brother and sister team, training director 
Chris Rowley and sales and marketing director 
Caroline Rowley and just the latest stage of 
a long and fascinating journey taken by their 
father and Fire-Aid founder, Simon.

Origins
“My dad was a press photographer, but had 
been in the Fire Service in his younger years and 
maintained his interest in fi re engines,” Caroline 
explains. “He started to send out fi re engines 
and equipment, via the Overseas Development 
Administration as it was then, to British Overseas 
Territories. That was the start of Fire-Aid. He 
continued to do that on a charity level as well as 
on a funded level with the government” (work 
that continues today).

“In 2001 dad received a random telephone 
call saying there was a ship in Bristol detained 
under Port State Control due to safety issues 
and could he assist? Chris was a trained fi re 
fi ghter working in private fi re brigades at the 
time and attended to provide the necessary 

T

safety
FIRST

Background image: one 
of the live fi re containers 
in  action, with the fl ames 
fuelled by propane gas. The 
Fire-Aid instructor team 
often demonstrate the 
benefi ts of using handheld 
thermal imaging to detect 
heat sources disguised 
behind smoke and hidden 
behind panels. Opposite 
top to bottom: the ship’s 
lifeboat and davit are fully 
operational for sea survival 
training. Caroline Rowley 
on the training bridge and 
Chris Rowley in the offi  ce 
reception. Fire-Aid wanted 
to ensure as much realism 
as possible for its training 
facilities, to provide the 
feeling of being on a ship.  
Even the helicopter training 
rig is shaped to resemble 
the real thing, while the 
fi re engine behind is a fully 
working example

Southampton Water-based Fire-Aid o� ers an ever growing 
range of safety training and services worldwide, with teaching 
from experience and realism at its core. Kim Hollamby reports  

MEMBER CASE STUDY
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training. That generated the idea that there was 
a niche market for fire fighters to support ships, 
by delivering emergency preparedness training – 
predominantly fire-fighting, but also first aid.”

Branching out
Things took off from there. In 2011 Fire-Aid 
launched a separate branch of the business 
focused exclusively on training and Caroline 
joined what then became the Fire-Aid Academy. 
Maritime & Coastguard Agency approval was 
gained and Standards of Training, Certification 
& Watchkeeping (STCW) courses offered. Since 
then the company has broadened its portfolio 
into a comprehensive suite of training, covering 
standard and bespoke safety courses for 
professional mariners not only in the field of fire, 
but also medical, sea survival, general safety, 
security, management and human factors. Since 
changes in legislation demanding re-certification 
every five years, Fire-Aid has also been 
extremely busy with update courses.

In parallel, its sister company, Fire-Aid 
International Training, continues to grow its 
business in onboard training. It has developed a 
new specialist professional fire watching service, 
together with bespoke tracking software, for 
ships in dry dock. The need was spotted by 
Chris, who realised that training the ship’s 
company in fire watching was never going to 
work when they were much more interested 
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in the prospect of some shore leave. The only 
eff ective way would be to bring in trained people 
who were being paid to prevent accidents.

Sitting underneath both companies is the 
need for a lot of paperwork and understanding 
the small print. The growth in legally required 
courses and updates, the broad expanse of the 
company’s international trainees from as far 
away as Australia and the amount of unknown 
legacy qualifi cations that need to be recertifi ed, 
all pose daily challenges. Fire-Aid has close 
working relationships with many of the large 
cruise lines, with whom it liaises frequently over 
crew training and qualifi cations. There are ever-
changing requirements to monitor as well, to 
ensure training delivery remains up-to-date.

“Aimee White in our offi  ce keeps track of it all,” 
Chris says. “The certifi cation’s the worst thing, 
because there are so many diff erent certifi cates 
out there now, some dating back to the 1970s. 
When people come for updates we must try to 
prove their authenticity, otherwise the trainee 
must do the full course instead of the update. 
Amy is forever ringing the MCA to seek guidance 
on a certifi cate we have never seen before, 
among other issues.”

Relocation opportunity
Fire-Aid was previously based at the former 
RAF Sopley base, in the New Forest. Following 
positive discussions with Solent Refi t, the 
decision was taken to move to waterside 
premises at Hythe in 2014 – a change which has 
opened many more options. “We didn’t have the 
luxury of building the new facility while in the old 
one,” Chris recalls. “We literally shut our doors 
on our old site in December and had to move 
lock, stock and barrel over the Christmas period, 
to be ready later in January. You can imagine it; 
freezing cold, bringing over the fi re unit and the 
containers out of Sopley and building the new rig 
out on the pontoon. It was a massive upheaval, 
all in such a short time.

“We didn’t want the new facility to look like 
a load of shipping containers stacked out on 
the pontoon because you want to give people 
the feel that they’re coming to a ship. The 
accommodation block works brilliantly too, 
because the people who stay all love it. Many are 
paying for their own courses, so the fact we can 
off er a low cost solution is a bonus.”

Work has continued to build on the range of 
facilities at Hythe as well as the authenticity 
of the site, with much of the design and 
construction undertaken by the core family 
team. There was never time to plan an opening 
ceremony, but as we hit the presses Fire-Aid 
will be holding a special day to mark its new 
partnership with MRS Training & Rescue (formerly 

known as Mines Rescue 
Marine), launching 
what will then be called 
The Solent Marine 
Safety Academy. 
MRS will specialise in 
delivering confi ned 
spaces training, for 
which it is uniquely 
qualifi ed, using the 
new areas developed 
in the pontoon void. 
Fire-Aid also works 
collaboratively with 
other training providers 
who, for example, book 
its facilities for the live 
fi re elements of their 
own STCW courses.

Obtaining advice on 
this launch day is just 
one of many things 
that the company has 
utilised its British Marine membership for. Both 
branches of Fire-Aid have attended overseas 
shows, taken training, obtained grants and 
benefi ted from British Marine’s wide network 
of contacts on numerous occasions. “If I don’t 
know something, I can guarantee I can pick up 
the phone and they know someone who does,” 
Caroline says. “When you run a business it’s also 
good to obtain experienced perspective on your 
own ideas. British Marine has always been great. 
It’s a nice feeling to know that you’re getting a 
huge amount back for your membership money.”

Future plans
As for the future, Caroline explains that Fire-Aid 
will continue to expand, but in a considered way. 
“We’re very careful, re-investing what we earn. 
The only thing we’ve ever borrowed money for 
was the lifeboat, just because it was such a huge 
investment and we’d only recently completed 
the pontoon build. We don’t want to make the 
mistake of growing too big, too quickly and not 
being able to provide the right level of service. 

“Every feedback sheet is examined, from 
a student who has just come off  basic safety 
training to a customer for whom we’re delivering 
thousands of pounds-worth of courses, monthly. 
If we get a ‘good’ on a feedback sheet from a 
student, instead of an ‘excellent’, we try to fi nd 
out why and what can be improved. 

It’s important to always go above and beyond, 
both in terms of our service, but also the training. 
We don’t want to be a tick in the box for people 
that come here – whatever their experience we 
want them to go away saying, “I learned a lot 
doing that.”

The MRS Training & Rescue 
team in operation, testing 
the new confi ned spaces 
facilities deep within the 
pontoon void 



Review your potential for 
selling in overseas markets
Have a look at what your 
competitors are doing 

and where they are doing it. Does your 
product or service have a unique selling 
point that you can use to exploit a gap in 
the marketplace?
 

Research and prepare to 
visit the overseas markets 
you have identi� ed
The EU is the UK marine 

industry’s largest trading partner, followed 
by the USA. Have a look at some of the 
leading shows and trade fairs in these 
markets. There’s a good chance that there 
is some fi nancial assistance available from 
the Government to subsidise your visit.
 

Develop an export market 
action plan

·        Consider carefully all the 
steps you will need to take. 

Your plan should include: the benefi ts of 
exporting your products and services; 
your target markets and the reasons for 
choosing them; how you will identify the 
right overseas partners; a marketing plan; 
and a budget for your export activities.
 

Explore routes to market
Are you going to sell 
online, go via a distributor 
or establish an overseas 

offi  ce and trade direct? Give very careful 
consideration to this, because the costs 
and requirements are so diff erent for each 
and the choice of partners or recruitment 
of reliable overseas staff  is critical.

Explore ways of marketing 
your products or services
This is another ‘research 
your competition’ matter. 

You might be able to fi nd a unique 
proposition that breaks you into the 
market quicker. Or it may be that there 
are set channels for a reason and they’re 
the ones you’ll need to follow. Meeting 
with fellow British Marine members at 
networking events is a great way to 
discover what works and where.
 

Think about cultural and 
language elements
English is one of the most 
prevalent languages in the 

world, making it easier to do business 
around the globe. But don’t take this for 
granted. There are numerous well-known 
stories of even the biggest brands falling 
foul of cultural nuances and translation 
mishaps. Know and respect your markets.
 

Manage � nancing, 
payment terms and risk
Exchange rates, currency 
fl uctuations, overseas bank 

accounts and pro-forma versus credit. You 
need to consider fi nances carefully when 
planning your overseas activity. You need 
to be competitive, but must manage the 
risk you expose your business to.
 

Discover how to protect 
the intellectual property of 
your product
Intellectual Property is one 

of those scary topics that most businesses 
seem unsure about. But it doesn’t have to 

be that way. The UK’s Intellectual Property 
Offi  ce off ers up a host of events, tools and 
guidance to help you understand what 
to do and how to protect your products 
and services. Visit www.gov.uk/government/
organisations/intellectual-property-o�  ce

Get ready to respond to 
orders, with the correct 
export documentation and 
check if licences required

Do you need an export control licence? 
Are you exporting outside of the EU, 
where additional duties and taxes must 
be paid? What do these licensing and 
customs checks mean to your delivery 
schedules. It’s no good promising two-
day delivery, if you can’t get your goods 
cleared in less than a week.
 

Choose a distribution and 
shipping method
There are a host of 
logistics companies in 

British Marine membership who will 
happily work with you to consider the 
most suitable delivery methods for 
your product. They can also help with 
understanding tariff s, taxes and shipping 
licences – a very useful source of 
information to tap into.
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exporting 
checklist

 1  5
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 10
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 7

 8
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·        ·         3

 4

Are you thinking of trading 
overseas, perhaps for the fi rst 
time, but have no idea where to 
start? We asked British Marine’s 
international development 
manager, Richard Selby, to 
provide his 10 top tips

TAKE 10

Further informationFurther informationFurther information
For assistance with all matters export, For assistance with all matters export, For assistance with all matters export, 
get in touch with British Marine’s get in touch with British Marine’s get in touch with British Marine’s 
International team by emailingInternational team by emailingInternational team by emailing  jsargeant@ jsargeant@ jsargeant@
britishmarine.co.uk. britishmarine.co.uk. britishmarine.co.uk. The Exporting is Great The Exporting is Great The Exporting is Great 
website also o� ers a wealth of assistance website also o� ers a wealth of assistance website also o� ers a wealth of assistance 
– see – see – see export.great.gov.ukexport.great.gov.ukexport.great.gov.uk
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Q UK Export Finance has traditionally been 
linked with larger businesses and sectors. 

How would you like to see it develop its approach 
to encourage smaller marine companies to seek 
out its support? 

A UK Export Finance (UKEF), now part of the 
Department of International Trade (DIT), 

o� ers support for companies of all sizes, helping 
them access the working capital to ful� l contracts 
and insure themselves against risk. 

In the last year, 80 per cent of the companies 
that bene� ted from support were SMEs (Small to 
Medium Enterprises), and we’re now making it even 
easier for SMEs to access � nancial support through 
a new partnership with the � ve major high street 
banks. Under this plan, SMEs will be able to access 
� nance for up to £2.5m from their bank without 
applying separately to UKEF. For the � rst time ever, 
companies in exporters’ supply chains will also be 
eligible for UKEF � nance, helping the sector bene� t 
from additional support.

Companies can now directly access expert 
guidance in their own region, and details can be 
found on their bank’s website, through a local DIT 
International Trade Advisor, or UKEF.

Q Overseas shows and exhibitions are a 
vital part of the export mix for UK marine 

businesses. How is your Department aiming 
to increase the UK’s presence at these and 
encourage more UK companies to have a go? 

A DIT works closely with British Marine and 
other Trade Challenge Partners (TCPs) to 

deliver the Tradeshow Access Programme (TAP). In 
supporting eligible businesses to attend overseas 
tradeshows, TAP helps companies gain valuable 
market knowledge and take advantage of new 
export opportunities.

British Marine and DIT working together to 
deliver the annual TAP programme is an excellent 
example of how industry and government support 
companies at overseas trade shows – which 
in this immediate period includes the Monaco 
Yacht Show, Fort Lauderdale International Boat 
Show, METSTRADE, Boot Düsseldorf and Miami 
International Boat Show. 

Q Which new marine trade opportunities are 
exciting you the most? 

A The marine industry is one of the most 
innovative on the planet, with a pace of 

development and willingness to embrace and adopt 
new technology that few can match. 

The UK continues to lead technological 
advancement in exciting areas such as autonomous 
vessels, marine science and the use of composite 
materials. UK experience and expertise has much 
to o� er markets aiming to move up the value chain 
and develop capabilities in higher-margin, more 
complex and intelligent vessels. 

 During my visit to China earlier this year, I 
saw the scale of the ambition and the range of 
opportunities developing for the UK marine 
engineering sector. 

 The UK is a market leader in building and 
exporting superyachts and the increasing demand 
from Far East and Asia means we continue to 
strengthen our reputation in this � eld. Our highly 
skilled builders provide a shop window for the 
entire UK marine sector, demonstrating that it is 
as much about high-tech engineering as luxury 
global brands. 

Glider Yachts, Ribeye and Williams Jet Tenders 
are just some of the innovative SMEs in this 
sector who are pushing the agenda in a range of 
technical areas. Williams Jet Tenders in particular, 
has positioned itself as the highest unit volume 
boat producer in the UK. It is innovative 
companies like this which DIT is committed to 
supporting as they take their o� er onto the 
global stage.

Q Since your visit to the London 
Boat Show in January, you have 

been to China to support UK maritime 
growth. Can you tell us a bit 
about what marine trade visits 
you have got coming up?

A Over the last few months, 
I have had the opportunity 

to see � rst-hand the fantastic 
work and growth in this sector. 
Visiting companies such as 
Pendennis in Cornwall and ASV 
in Southampton has helped me 
gain valuable insight and discuss 
the exciting export developments 
that lie ahead.

At the Monaco Yacht Show 
last month I met with a range 
of UK companies and took the 
opportunity to update them 

Mark Garnier MP 
The International Trade Minister answers our questions on what Government 

support the marine industry can expect as it continues to develop its export activity

Q&A



Further 
information
For assistance with all 
matters export, get 
in touch with British 
Marine’s International 
team by emailing  
jsargeant@britishmarine.
co.uk. The Exporting 
is Great website also 
o� ers a wealth of 
assistance – see export.
great.gov.uk and the 
UKEF site is here:
www.gov.uk/government/
organisations/uk-export-
� nance

on the government’s international trade and 
investment agenda and the kind of support they 
can expect. This month, I also visited Sprit Yachts in 
Ipswich to hear about that boatbuilder’s exporting 
goals and aspirations. 

 In the coming months I intend to get out and see 
more examples of our marine sector in action, and 
promote the work you do. There is vast potential to 
unlock further trade, and government and industry 
must work together to tackle the challenges and 
realise the opportunities of the future.

Q What has struck you the most about other 
countries’ reactions to the achievements 

of the UK marine industry? 

A In the age of mass air travel and the digital 
economy, it is the marine industry that 

remains the foundation of the country’s prosperity. 
The UK is also regarded as the world’s maritime 

centre because of our vast research capabilities and 
pool of scienti� c talent.

 We are in a position of global in� uence with 
our hands on a number of levers that control 
areas such as global � eet size, marine safety and 
technological development as well as maritime 
� nance, chartering and insurance. 

 Not only do we continue to drive the global 
policy and regulatory agenda, but much of the 
world’s navies and merchant marine � eets continue 
to learn about best training and certi� cation here. 

The UK is home to innovative companies such as 
Lloyd’s Register and Rolls Royce whose engineering 
solutions, along with the entire maritime industry, 
set the global standard for quality and reliability. 

 Our academic and corporate research and 
development base is also recognised as world-
leading R&D, and the global demand for British 
expertise is out there. 
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Top: International Trade Minister Mark Garnier on his visit to this year’s London 
Boat Show and main pic: with members and exhibitors at the 2017 Monaco 
Yacht Show, along with British Marine chief executive Howard Pridding (right)
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NOW FEATURING...

THERE’S NEVER BEEN A 
BETTER TIME TO BE PART 
OF THE SHOW.

LONDONBOATSHOW.COM

INTERESTED IN 
EXHIBITING?

01784 223610

SHOWCASE YOUR BUSINESS
SPEAK TO OUR TEAM




