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Geography no barrier to 
involvement
It is one of the greatest strengths of British 
Marine that our membership is drawn from 
diverse companies of many sizes, specialities 
and locations. Our industry has grown up 
wherever navigable water is found as well 
as in other centres. Take a look at the case studies in this issue (from 
Scotland and the South Coast) to see what I mean!

If there is a downside at all it is simply the difficulty of drawing 
widely spread members together to network and collaborate. Our 
traditional committees have served us well for more than a century, but 
rely on commitment from those involved, not least in travel. There are 
new ways to contribute that address both location and time concerns.

You’ll read in this issue about new predominantly online-organised 
working groups for technology and innovation (p10) and international 
development (p16). We’ve also established a tourism group in a similar 
manner. The members of these groups will collaborate using technology 
to enable flexible and efficient engagement. Some groups will be 
formed for business-as-usual activity and others will involve short-term 
one-off projects. They will smash the barrier of geography to draw on 
the widest possible range of expertise from across our membership. 

I cannot over-emphasise the importance of members engaging with 
British Marine through our surveys, other communication channels and 
now these working groups. Your involvement means we can plan the 
best programme and speak with a strong voice when representing the 
industry to government and other bodies. As Training Executive Ulrika 
Lawrence has also highlighted in this issue (p17), membership input is 
essential and I would urge you to consider taking advantage of these 
great new ways of efficiently making a much valued contribution. To 
join one of these intial groups please email BClark@britishmarine.co.uk 

Greg Munford – President, British Marine

Cause for much hope 
At a point when so much in life seems uncertain, I 
hope you’ll draw as much inspiration from reading 
this edition as I have when putting it together.

It’s one thing to hypothesise about the future 
of the industry, but how much more telling it is to 
see real evidence of identified actions already being 
put into practice. From the continued success of RS 
Sailing as it innnovates and engages with its customer 
communities (p14) to the decade-and-a-half that 
Cruise Loch Lomond has been putting experiences at the forefront of 
its operations (p8). I’m still slightly reeling from the surprise of seeing a 
group of overseas tourists happily boarding the Lomond Chieftain on a 
brisk November day, having assumed one of the great drawbacks of UK 
boating experiences to be their seasonality. 

I was also greatly inspired to chat with Richard Percy about the 19,000 
people a year the Andrew Simpson Foundation is already getting afloat 
(p18). I cannot now wait to drop in to the Centre closest to me, less than 
a mile away from where my own sailing experiences started in Reading. 

Kim Hollamby – Editor, British Marine magazine

Lomond Chieftain passing Honeymoon Island 
with a party of tourists in November – see p8
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Writing in a guest blog for Motor Boat & Yachting’s website  
on Equal Pay Day in September, British Marine’s CEO, Lesley 
Robinson, provided an overview of the industry’s current 
responses to gender equality and highlighted the importance of 
female role models.

 “At British Marine we aim to lead the industry as it addresses 
the challenges and opportunities that arise from increasing 
diversity. One of the ways in which we are doing this is by 
working closely with Maritime UK, Department for Transport 
(DfT) and the Institute of Chartered Shipbrokers (ICS) on a new 
project called ‘People Like Me’ – which is for women in the 
maritime industry.

“The project, which launched in autumn this year, provides 
guidance to help those who recruit staff in the industry improve 
gender diversity. We’re currently working with the team on the 
second strand of ‘People Like Me’ – a public campaign called 

‘Maritime and Me’ .
“This will source case 

studies which highlight 
women who work in a 
wide and diverse range 
of roles in the various 
industries within the 
maritime sector. It’s 
through steps like this 
that we can begin 
to challenge the perception that maritime careers aren’t for 
women and open up the doors for more women to join us.

“All of this isn’t a ‘nice to have’ – a diverse workforce not only 
creates a better working environment for all but has also been 
proven to boost productivity and in turn, increase profitability.”

See bmmag.co.uk/peoplelikeme to read the full blog.

Members of the marine tourism sector and regeneration 
professionals gathered at the Scottish Parliament in Edinburgh 
in November for a very successful third Marine Trade and 
Marine Tourism Symposium. It was hosted by the Cross Party 
Group on Recreational Boating and Marine Tourism. 

Over the course of the day, many excellent speakers offered 
their thoughts on future opportunities for the marine sector in 
Scotland and the day culminated with the launch of the new 
draft marine tourism strategy for 2020-25, Giant Strides. 

Awakening the Giant, a Strategic Framework for Scotland’s 
Marine Tourism Sector 2015-20 was the first Marine Tourism 
Strategy to be adopted in Scotland. The update for 2020-25, 
Giant Strides, is again industry led and the partners are keen 
to hear opinions on the draft vision and mission to help shape 
the final strategy. The draft is available on partner websites 
including British Marine, RYA Scotland and Scottish Canals. 
Feedback on the draft is now essential – the consultation ends 
on 17 January 2020. Further information on the consultation 

and the draft strategy is available at britishmarine.co.uk/
News/2019/November/Giant-Strides-Consulation

The Marine Tourism Strategy update, Giant Strides, 2020-25 
will be launched in Spring 2020, during the themed year for 
Scotland’s Coasts and Waters.

The Symposium was supported by industry bodies including 
British Marine Scotland, RYA Scotland, Scottish Canals, Sail 
Scotland and the British Ports Association.

Save the date – British Marine Expo Spring 2020

British Marine CEO highlights People Like Me gender equality project

Giant Strides for marine tourism in Scotland

EXPO 4-5 FEBRUARY 2020, SOUTHAMPTON
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The British Marine Expo returns on 4-5 February next year, 
with a new venue at the Hilton Ageas Bowl in Southampton. 
You can expect a packed two-day schedule of key industry 
talks and seminars set against a backdrop of learning, 
networking and business opportunities with a trade 

showcase. It will feature popular events including the British 
Marine Trades Association Awards Dinner on 4 February and 
Superyacht UK Technical Seminar on 5 February. Watch out 
for further announcements in British Marine’s Latest News 
email newsletters.



The Boat Builder Awards for Business 
Achievement, co-organised with 
METSTRADE by British Marine member, 
International Boat Industry (IBI), 
highlights the achievements not only 
of boat and superyacht manufacturers, 
but also the essential symbiotic 

relationships that exist with their supply 
chain partners. Now in its fifth edition, 
supported by long-standing headline 
sponsor Raymarine and with British 
Marine member companies Lumishore, 
Marine Resources, Dometic and Volvo 
Penta among the category sponsors, this 
competition saw a record 82 entries from 
across the globe. 

During a glittering gala dinner within 
the covered courtyard of Amsterdam’s 
National Maritime Museum, two British 
companies were named as winners 
– Spirit Yachts for its environmental 
production practices and low fossil 
fuel dependency of the Spirit 111 and 

QUARTERDECK

British Marine members enjoyed great success again at this year’s DAME Design Award and      the IBI-METSTRADE Boat Builder Awards, held in association with Raymarine
GLOBAL RECOGNITION

LIGNIA Yacht won the Marina Equipment, 
Boatyard Equipment and Boat Construction Tools 
and Materials category for its UK manufactured 
durable softwood alternative to teak decks 

Raymarine DockSense Alert Assisted Docking Raymarine FLIR M364C Marine Thermal Camera Lumishore Lumi-Link Wireless

The Marine Electronics & Marine Related Software 
category was claimed this year by Garmin for its 
GPSMAP 86i handheld chartplotter and satellite 
communication device

The DAME Design Award, open for entry to all of the 1690 
exhibitors from more than 50 countries at METSTRADE in 
November, is widely recognised as the Oscars of the leisure 
marine equipment world. This year an international Jury of 
top designers and user experience experts judged 118 entries 
and selected 59 nominated products for final consideration 
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Spirit Yachts’ Managing Director, Nigel Stuart
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Princess Yachts for its apprenticeship 
scheme and leadership pathway.

British Marine members shortlisted 
included Lewmar for its collaboration 
with Hallberg-Rassy and Energy Solutions 
for its work with Numarine. Lewmar and 
Spirit Yachts were also shortlisted for 
their work together on the Spirit 111.

Princess Yachts’ long-time distributors 
in the US, the Viking Group, were 
honoured with Life Time Achievement 
Awards for founders Bill and Bob Healey.

Speaking at the start of the gala 
dinner Director Maritime for METSTRADE, 
Irene Dros, reminded an audience of 
350 leading marine professionals of the 

importance of embracing revolutionary 
steps for every company involved in 
the industry’s ultimate objective of 
getting people afloat. “This year’s 
Boat Builder Award entries outline 
transformative changes to the way you 
design your yachts and superyachts. The 
improvements you are making enable 
them to be more user friendly and more 
sustainable. Your choices of technology 
and innovative ideas would have been 
inconceivable even just a few years ago, 
but now we see the future, today.”

Read more about this year’s Boat 
Builder Awards shortlisted and winning 
entries at boatbuilderawards.com

British Marine members enjoyed great success again at this year’s DAME Design Award and      the IBI-METSTRADE Boat Builder Awards, held in association with Raymarine

Marlow Ropes Blue Ocean Dockline Scanstrut ROKK Wireless – Active/Edge Dometic Optimus Electric Remote Mount Actuator

Recognising the advances that both companies had made in the field of trolling 
motors, the DAME Jury pronounced Garmin’s Force (pictured left) and Navico’s 
Lowrance Ghost (pictured right) as joint winners of the Machinery, Propulsion, 
Mechanical and Electrical Systems and Fittings category

– including 15 either manufactured, designed or directly 
connected to British Marine member companies through 
local offices. Each nominated product is featured within the 
Innovation section of METSTRADE and viewed by more than 
26,000 visitors from over 100 countries. The Jury’s final winner 
announcements were made at the METSTRADE Breakfast 

Briefing and this page celebrates British Marine members’ 
Category Wins and Special Mentions. Our congratulations 
also go to Furuno, Ocean LED, Dura Composites, Rooster 
and Exposure Marine for their nominations this year. You can 
read more about the DAME Design Awards and all nominated 
products at metstrade.com/awards/dame-design-award/

Princess Yachts’ Head of Learning and 
Development, Alison Thompson, with category 

sponsor James  Ward of Marine Resources 



News in brief
Large Yacht Refit data – ICOMIA 
has published its second annual report on 

the large yacht refit market. See  
bmmag.co.uk/nib215

Marine careers promoted in 
Scotland – British Marine recently 

attended the Maritime stand at the Skills 
Scotland careers event in Glasgow. See  

bmmag.co.uk/nib216

New GMI leader –  Tony Browne, 
Certified Marina Manager (CMM) from 

Montenegro, was appointed Chairman of 
the Global Marina Institute in November. 

See bmmag.co.uk/nib217 

New HSE welding standards – 
measures are now in place in response 

to identified cancer risks. See  
bmmag.co.uk/nib218 and the item in 

Technical Report 124 with this issue

Apprenticeship grants – as we 
closed for press some funding was still 

available from the Worshipful Company of 
Shipwrights for academic year 2019-2020. 

See bmmag.co.uk/nib219

Boatbuilding apprenticeship 
review – The Institute for 

Apprenticeships and Technical Education 
(IFATE) has included the boatbuilding 

apprenticeship standard in the engineering 
and manufacturing route review and 

is currently consulting with employers, 
apprentices and training providers. See  

bmmag.co.uk/nib220

Entries sought for awards 
–  nominations can now be made for the 
British Marine Trades Association Awards, 

which will be presented at the British 
Marine Trades Association Awards  
Dinner on 4 February 2020. See  

bmmag.co.uk/nib221 

Updated autonomous surface 
vessel code –  The Maritime UK 

Autonomous Systems Regulatory Working 
Group (MASRWG) has published the latest 
version of its voluntary code for Maritime 
Autonomous Surface Ships (MASS). See  

bmmag.co.uk/nib222

QUARTERDECK

SUPERYACHT UK

Figures released by British Marine 
association Superyacht UK at the annual 
Monaco Yacht Show in September 
illustrate a seventh year of consecutive 
growth in 2018/2019. The industry 
generated revenues rising to £660 million, 
7.1per cent up on last year. 

The findings highlight the sector’s 
impressive contribution to the UK economy 
with Britain’s 300 superyacht businesses 
accounting for £308 million in Gross Value 
Added (GVA) for the UK, a seven per 
cent increase from last year (which saw 
£287.5m in GVA).

Two-thirds (66 per cent) of UK 
superyacht revenue is derived from 
exports. The US (41 per cent) and 
Eurozone (13 per cent) together account 
for over half of the UK export market. 

Other growth regions include emerging 
markets in Southeast Asia and the Middle 
East, where British boatbuilders’ strong 
presence at major regional shows has 
increased sales. Many of the biggest 
manufacturers have also focused their 
efforts on expanding dealer networks 
across the region.

The superyacht industry supported 
5155 FTE jobs in 2018/19, a one per 
cent increase in 12 months. Over 60 per 
cent of revenue is derived from the UK’s 
manufacturing and refit shipyards (a 12 

per cent increase on last year) and nearly 
three-quarters (70 per cent) of jobs within 
the industry are in manufacturing – new 
build and refit manufacturing recruitment 
grew 10.1 per cent last year. 

Lesley Robinson, CEO at British Marine, 
said: “We are delighted to see this 
continued growth of the sector. The UK is 
the third largest builder of superyachts in 
the world and these new figures show that 
‘British built’ continues to remain in high 
demand across the globe.”

The Yacht Harbour Association (TYHA) 
announced the winners of its prestigious 
Towergate Marina of the Year at the 
Southampton International Boat Show, 
powered by Borrow A Boat. The winning 
Gold Anchor certified marinas were voted 
for by their berth holders in the UK Coastal, 
UK Inland, International and Superyacht 
categories. Trophies were presented by 
Carl Scott, Towergate’s Marine Business 
Unit Director. 

The winners and runners up were:

UK Coastal Marina of the Year (over 250 berths)
 ● Winner – Royal Quays Marina
 ● Runner up – Mayflower Marina

UK Coastal Marina of the Year (under 250 berths)
 ● Winner – Poole Quay Boat Harbour
 ● Runner up – Emsworth Yacht Harbour

UK Inland Marina of the Year
 ● Winner – Church Minshull Aqueduct 

Marina
 ● Runner up – BWML Lemoryd Marina

International Marina of the Year
 ● Winner – Marina de Vilamoura
 ● Runner up – Karpaz Gate Marina

Superyacht Marina of the Year
 ● Winner – IGY Marina Yacht Haven 

Grande

Seventh year of consecutive growth

ms Marala entering  
Pendennis for refit this year
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Berthholder votes decide Marina of the Year awards 
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New technical group formed to 
provide industry-specific water 
backflow guidance 
In October 2018 a consultation by the Water Regulators Advisory Service 
(WRAS) regarding backflow protection was published. This proposed 
a new Industry Guidance Notice (IGN) which replaced a previous 
guidance document that had been in place for a number of years 
following extensive industry input. The new IGN was created without 
industry input and had moved away from the previously acceptable 
risk mitigation measures. As such British Marine considered the new 
document no longer reflected the needs of the industry. The new IGN 
released for consultation 
was based on a blanket 
categorisation that all marine 
water facilities required 
protection from Fluid Category 
5 (fluid representing a serious 
health hazard). 

Following discussions with 
WRAS it was understood that 
there was no opportunity for 
the industry to engage with, 
or feed into, the drafting of 
the guidance. In addition, it 
was realised that the industry 
needed better guidance, which 
was not only up to date and 
directly relevant, but included 
marine, marina and boatyard 
specific risk mitigation advice.  

British Marine, in response 
to this problem, created 
a technical party – the 
Industry Specialist Consulting Group (ISCG) – to create the guidance 
needed, which would not only satisfy this requirement but also fulfil the 
regulatory requirements of the water undertakers. 

Over the past 10 months the ISCG, consisting of water regulators, 
navigation authorities, industry representatives and user representatives, 
has created an Industry Best Practice (IBP) document that covers 
all recreational marine activities from boatbuilding to pontoons and 
slipways. It provides relevant operational information for all users and 
businesses to ensure safe and consistent use of water facilities. 

Moving forward there will be a closer working relationship with the 
water undertakers involved in the ISCG which will lead to more effective 
site visits and inspections by the regulators.

It is essential for all members for whom the IBP could apply to review 
and implement the guidance set out within their marinas, boatyards, 
sites and businesses. 

The water regulators involved in the development of this code have 
given a three-month grace period to allow the new standards to be 
implemented, after which, site visits that are undertaken by those water 
undertakers will use the IBP for verification of compliance to the Water 
Supply (Water Fittings) Regulations. To download the IBP document see 
here – www.britishmarine.co.uk/Resources/Publications/2019/November/Industry-
Best-Practice-Marine-Water-Facilities

TECHNICAL TALK 
JANUARY

    18-26 January  
British Marine at boot Düsseldorf, Germany

    22 January  
Instagram and LinkedIn Workshops, Portsmouth

    29 January  
GMI UK & Europe CPD session / TYHA Networking, Church Minshull 
Marina, Nantwich

FEBRUARY
    4-5 February  

British Marine Expo Spring 2020, Hilton at the Ageas Bowl, 
Southampton 

    4 February  
British Marine Trades Awards Dinner, Hilton at the Ageas Bowl, 
Southampton

    5 February  
Superyacht UK Technical Seminar, Hilton at the Ageas Bowl, 
Southampton 

    17-18 February  
BMET Electrical Course, Warwick

    19 February  
Marine Electronics Installer (MEI) course, Warwick 

    27 February  
British Marine Board meeting, Egham

MARCH
    3 March  

Welcome Afloat course 
    12 March  

Facebook Workshop
    19 March  

British Marine Council meeting, Egham

APRIL
    6-7 April  

BMET Electrical Course, Poole
    8 April  

Marine Electronics Installer (MEI) course, Poole 
    21 April  

RCD Awareness Course, York

Stay up-to-date with our Latest News weekly email newsletter
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all about the
EXPERIENCE
Cruise Loch Lomond learned long ago that it isn’t enough to be based 

in one of Europe’s most beautiful locations – you have to provide 
today’s tourists with an experience. Kim Hollamby reports

MEMBER CASE STUDY

Main image: Lomond Chieftain 
heading back to Tarbet Pier after 
taking a group of tourists from India 
on a winter afternoon cruise.  Left: 
Fred Moore (left) and Stuart Cordner 
(right). Below: the eight-strong 
Cruise Loch Lomond fleet



t’s a brisk early November afternoon 
as we sit taking in the stunning 
view of snow-capped hills bordering 

breeze-rippled water while chatting about 
Cruise Loch Lomond’s origins, All seems 
quiet. Then out of the corner of my eye 
I become aware of crew moving on the 
Lomond Chieftain, one of eight vessels 
in Scotland’s largest privately-owned 
passenger boat fleet. The car park, which 
has impressively clean and warm toilet 
facilities and a welcoming coffee stall, 
springs to life. At least 30 tourists from 
India step off a coach and walk down 
the substantial timbers of Tarbert Pier, 
chatting as they embark. Having assumed 
the passenger boat trade in Scotland to be 
highly seasonal, I suspect this is a one-off. 
My presumption is wrong – Cruise Loch 
Lomond offers year-round opportunities 
for visitors to view the ever-changing 
vistas of this 23-mile freshwater loch.

It’s a far cry from origins four decades 
back when the company started with 
a 36-seat wooden vessel that carried 
1000 passengers in its first short summer 
season. The business grew in parallel with 
the development of Scottish tourism and 
became highly dependent on the coach 
travel trade. “Going back 20 years ago it 
was 80 per cent of our business,” director 
and the founder’s son, Stuart Cordner 
explains. “That has fallen to about 60 per 
cent as interest in coaching has declined. 
The other 40 per cent of our trade is  
from what we term ‘FIT’ – Fully 
Independent Travellers.”

Coach holidays have been under 
long-term pressure due to luxury cruise 
operators and the like, offering a higher 
quality experience. At the turn of the 
Century Stuart and his co-director, 
Fred Moore, detected the norms were 
changing. They took a road trip to see 
what other operators were doing so 
they could consider their own future. 
The summary decision was to move the 
company on from offering one hour cruise 
interludes, to creating a whole portfolio 
of experiences where the boats were an 
enabler for broader activities.

Cycling and walking are just some 
of many experiences now offered. The 
West Highland Way is one of National 
Geographic’s top 20 rambles in the 
world that attracts 100,000 visitors each 
year and it passes right alongside the 
eastern shore of Loch Lomond. Stuart 

and Fred have conceived tourist packages 
to link with this activity and also offer 
specific services for people traversing the 
area. No longer is the company solely 
dependent on the A82 road to deliver 
all of its customers. “Collaborating with 
other cruise operators and the National 
Park, we created a joint waterbus service 
opening access to the eastern side of 
Loch Lomond, which is otherwise pretty 
inaccessible,” Fred explains. “There’s a 
lack of accommodation over there, so we 
also pick them up at night and take them 
back in the morning.”

Partnerships are now essential to the 
business and Stuart is heavily involved 
with Love Loch Lomond, a destination 
marketing group that provides local 
businesses with more presence compared 
to operating standalone. “We spend a lot 
of money each year going to trade shows 
and on marketing campaigns as Cruise 
Loch Lomond,” Stuart says, “but being in 

such a competitive marketplace it is better 
if we work with local businesses and 
market the destination.”

Another valued partnership that the 
company has is with British Marine, 
including membership of British Marine 
Scotland on which Fred sits as a Board 
Member and the Passenger Boat 
Association (PBA), for which he serves 
on the committee. “When grandfathering 
rights first raised their head, only one 
vessel out of the eight in our fleet would 
have complied,” Fred explains. “Working 
with the PBA and with Ed Tuite and Ross 
Wombwell at British Marine we have 
been able to secure from the Maritime & 
Coastguard Agency sensible long-term 
futures for vessels operating on non-tidal 
waters at least.

“When the PBA joined the British 
Marine family, the back office we acquired 
was incredible and another one of the 
big reasons for connecting was crisis 
management. We’re boatmen, not media 
specialists so that expertise is valued too.”

A current area of focus for British 
Marine is the threatened Scottish Tourism 

Tax, the scope of which might well 
embrace marine visitors. “If this tax is 
going to stay in Edinburgh and be used to 
upgrade the city I don’t have a problem 
with it,” Fred says. “If you’re going add 
an extra £2 a head, per night for anyone 
staying in a marina, that’s quite hefty and 
a barrier for rural tourism where we have 
to work hard to get people to visit. British 
Marine Scotland has long recognised the 
potential for marine tourism to grow and 
the 2015 Awakening the Giant initiative 
is now taking its next step with the Giant 
Strides draft tourism strategy, which is 
currently with the Scottish Government 
for consultation (see p3).”

So what of the future for the company 
itself? Cruise Loch Lomond employs 45 
local people and continues to broaden its 
programme. A recent collaboration with 
the nature reserve at Inversnaid saw Fred 
and Stuart featured in the RSBP magazine 
which reaches one million members. 
They have also developed educational 
packs to attract school children from 
across Europe. Using these they not only 
experience Loch Lomond’s incredible sites 
but learn about its features too. The fleet 
also regularly hosts local hotel guests, 
from shuttle services to special functions. 

Great attention is paid to important 
touches like offering a live and informed 
commentary suitable for each group – 
pointing out local points of interest and, 
if lucky, the spectacular fishing exploits of 
the local ospreys. There is focus also on 
offering the right experience that reflects 
the culture of each visiting group.

Given the land-locked nature of 
their operating environment, Cruise 
Loch Lomond’s wholly owned covered 
boatyard is critical to ongoing operations 
– the most recent vessel refurbishment 
cost £120,000 but would have been 
substantially more expensive or even 
impossible if the vessel had to be 
transported elsewhere. 

Most importantly, Cruise Loch Lomond 
has learned how to make the very best of 
its advantage in one of the most beautiful 
destinations in Europe. Stuart concludes: 
“My father used to say you make your 
own luck. Our location is second to none, 
we’re right on the main route between 
Glasgow and the Highlands, but that 
would no longer be enough if we just 
offered a cruise. Our future is offering a 
Loch Lomond experience.”

I
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Our future is 
offering a Loch Lomond 
experience  
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MEMBER BRIEFING

ou cannot understate the 
importance of technology and 
innovation for the marine leisure 

industry in the 21st century. Technological 
advancements provide the means to 
respond to constantly evolving pressures 
– including environmental impact 
reduction, barriers to access and the high 
expectations of consumers set by the 
smartly designed products that surround 
them. It is essential that we strive for best 
practice in manufacturing and service 
delivery and generate innovative solutions 
that create new opportunities.   

Our report on the DAME Design 
Awards and Boat Builder Awards (see p4) 
highlights that British Marine members 
are already enjoying much success by 
developing exciting new products and 
creating the right environment for them 
to evolve. However, the hard truth about 
technology and innovation is you cannot 

rest on your laurels. Which is not so easy 
given the scale of the marine industry as a 
whole and the typical size of the individual 
companies within it.

“It’s clear why our members are highly 
interested for us to focus on technology 
and innovation,” British Marine CEO Lesley 
Robinson says. “We are here to help 
business growth. Being innovative with 
technology provides outcomes that solve 
problems and generate greater profits. 
Collaboration is also key and that’s where 
we can serve as a focal point. We are 
a $3bn industry but our members are 
operating on much smaller budgets than 
other sectors like automotive or aviation. 
However, by combining a number of small 
strengths together, you can have a much 
more powerful end output.

“We’ve got the member-led vision, in 
terms of the expected benefits. The next 
part has been to create a deliverable plan 

outlining the very practical aspects of 
how we are collectively going to do that, 
including working closely with members 
on the creation of a Technology and 
Innovation Roadmap.”

Roadmap working groups
British Marine is engaging a broad range 
of membership expertise through the 
creation of a number of agile working 
groups that will commence work 
imminently and complete a specific set 
of review tasks by February 2020. The 
Roadmap will be built upon the inputs 
of these groups. Its expected outcomes 
include: 

 ● Providing Government and industry 
with a single, validated source of 
information on the key challenges 
and innovation priorities within the 
UK marine sector.

the
  power 
         of tech 

The marine industry must be in touch with advances in 
technology and innovation to deal with rapidly changing markets 
– which is why this area of interest forms one of five key pillars 
of the member-focused British Marine National Agenda. CEO 
Lesley Robinson speaks to Kim Hollamby about the measurable 
activity that is driving this critical part of the agenda
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 ● Identifying potential market 
opportunities for innovators and 
the supply chain.

 ● Equipping funders and potential 
applicants with an evidence base 
for demonstrating the areas of 
the UK marine sector that have a 
demand for innovation.

 ● Analysis of current areas of 
innovation within the marine 
industry and other sectors 
to identify opportunities for 
technology transfer. 

The Roadmap will also build on the 
current work being undertaken in the 
Participation pillar of the National Agenda 
to identify the consumer changes that are 
set to influence vessel design and usage 
over the coming years. 

Lesley is a strong advocate of the 
primarily virtual working group concept: 

“Having a determinate length of activity 
and specific objectives for these working 
groups means that we will be able to 
harness the input of a wide variety of 
people. That will include those who would 
otherwise be unable to contribute to 
British Marine over a longer-term due to 
work and other commitments.  

“There will be plenty of areas for 
technically-focused working groups to 
explore in the future, such as automation. 
We are also already working on end-of-life 
boat disposal. Helping the industry find 
solutions for the safe destruction or re-
use of fibreglass and other materials is an 
important topic that crosses over into the 
environment – another of our strategic 
pillars. It illustrates how technology and 
innovation permeates through much of 
the work we will be doing in the months 
and years ahead.

“The Roadmap will also direct the 

efforts of our very busy Technical team 
towards the things that our members care 
most passionately about. There is a finite 
set of resources and it is important to 
get them focused in the right places. To 
achieve that effectively there needs to be 
a balance of short, medium, and long-
term priorities – from what will happen in 
immediate months ahead to a more far-
sighted view of 10 years or more. We’ll 
be gathering data to assist the process of 
making those longer term predictions.

Technological collaboration
“We also want to utilise British Marine’s 
collective representation to collaborate 
with other industry sector associations, 
their members and not-for-profit 
organisations. Rather than trying to 
reinvent wheels, it makes sense to work 
closely with those who are some way 
ahead on certain aspects of technology 

BRITISHMARINE.CO.UK | 11
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MEMBER BRIEFING

and innovation that the marine leisure 
sector would benefit from. We can use 
the same relationships to showcase the 
abilities of our members to those working 
in other industries. 

“The pilot for this has been our 
emerging work with the Motorsport 
Industry Association (MIA). I met with 
Chief Executive Chris Aylett soon after 
joining British Marine and we were able to 
have open discussions facilitating direct 
collaboration between members of both 
associations. We also learned from the 
MIA how they have grown their members’ 
businesses by finding wider applications 
for specialist technology that was 
originally created for high performance 
motor sports like F1.

Clean air impetus
“Our industry is facing challenges from 
the Clean Maritime Plan that will help 
deliver the UK’s commitment to be net 
zero on greenhouse gases by 2050,” 
Lesley continues. “It sets the expectation 
of all new vessels being designed with 
zero-emission capable technologies by 
2025 – only five years away. 

“Zero-emission capable doesn’t mean 
a ban on internal combustion engines 
at that point and interpretation of the 
statement is undergoing consultation. 
Whatever the exact meaning though, 
no-one can doubt that the political and 
public will for environmental improvement 

is strengthening all the time and no-one 
should ignore that.”

MIA momentum
The work with the MIA has moved on 
swiftly from the talking stage. Following 
Chris Aylett’s inspirational presentation 
at the British Marine Expo in March 
(see British Marine Spring 2019 p16), 
the official collaboration was launched 
at a showcase in Thruxton, resulting 
in immediate wins for several British 

Marine members who attended (see 
panel). A meeting of members from 
both associations at the Southampton 
International Boat Show, powered by 
Borrow A Boat, in September provided 
further opportunity for knowledge 
sharing, 1-2-1 meetings and learning 
specifically about Innovate UK funding. 
The next step will be an invitation for 
British Marine members to attend the MIA 
conference in January 2020 – keep an eye 
on the Latest News email for more details.

“These meetings have provided an 
important forum for members of both 
associations to talk engineer-to-engineer,” 
Lesley explains. “They’ve already been 
able to explore what technologies might 
be transferable and what might not be 
possible. We’ve also been able to learn 
about MIA member companies’ significant 
successes with securing innovation 
funding. Some of our members have 
already benefited from those discussions 
and we will share new knowledge 
regarding available grants across British 
Marine’s membership shortly.

“This work of course cuts across all 
of our membership, whether coastal or 
inland. Technology is going to be pushed 
hard in the future and I am expecting 
we’ll see interesting innovation coming 
out of sustainable boating provision for all 
waters, from canals to the open seas. 

“There is Government pressure to drive 
environmental change and it is reacting 
to consumer pressure, which is absolutely 
right. It will be a real win if the marine 
industry takes the lead on innovating 
smart technical solutions for sustainable 
boating and related services, rather than 
reactively following legislation as it arrives.

British Marine’s role
“British Marine will have two key roles 
to play. The first, as an interface with 
the Government and an interpreter of 
what might seem the scary language 
that will come out from legislators and 
non-governmental organisations – we’ll 
be there to help members make sense 
of it and continue with the valuable 
representation undertaken by the 
Technical team. Second, we’ll serve as 
a catalyst for collaboration, within our 
membership and with other sectors who 
can assist us with innovation. We’ll help 
our members to proactively take new 
technologies forward and embrace them 
for the better future of our industry.”
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British Marine’s National Agenda
British Marine agreed with its Board 
on a Strategic Plan in June of this 
year to give strong direction to 
the allocation of resources. One of 
the key pillars to this new plan is 
what has been termed the National 
Agenda, with five areas of focus:

 ● Participation
 ● People and skills
 ● Environment
 ● Technology and innovation
 ● Representation

To ensure progress is made in each of 
the five areas, realistic objectives will 
be agreed with stakeholders, enabling 
the British Marine team to be focused 
on delivering those plans.

Early wins from MIA collaboration
A number of British Marine member companies have already gained notable 
advantages through attending the the collaborative meetings held to-date with the 
MIA, including EP Barrus. The company’s Senior R&D Engineer, Phil James, reports:  
“I went to the conference and showcase elevator pitch event at Thruxton in July 
which was good – speaking to people there provided some useful leads. 

“With the Clean Maritime Plan coming up we have started to explore viable 
alternatives to fossil fuels. A follow-up with one company we met at Thruxton 
resulted in a joint venture 
working in the field of 
hydrogen propulsion. We’ve 
had a couple of meetings 
with them since – it’s quite 
a new area for us but we’re 
taking our first steps. 

“We also had meetings 
with suppliers which 
resulted in the purchase of 
highly accurate measuring 
equipment from an MIA 
member.”  



STATISTICS

British Marine’s latest edition of its annual UK Leisure Boat Manufacturing report reveals a positive 
environment for British builders, with sales driven by exports and the domestic market flat. However, the 

slowing of growth in the global economy and Brexit uncertainty is starting to cast a shadow. The full report is 
available as a free download for members but here we preview some of the headline numbers 

PRODUCTION
UK LEISURE BOAT

The UK Leisure Boat Manufacturing annual report is prepared by British Marine’s highly experienced Senior Researcher, 
Alastair Wilson. It draws on business intelligence from consultant Phil Draper of Yachtbuilder International, financial data from 
British Marine member turnover declarations and information from British Marine’s bi-annual business trends tracker survey. 
It contains analysis of trends by sector, including costs, revenue, confidence, inflation, participation and business confidence. 

Members can download UK Leisure Boat Manufacturing for free by accessing britishmarine.co.uk/Resources/Publications

9477
Total unit production of British 

boatbuilders, including small sailboat 
and sailing dinghies (up 2.9%  

against 2017).

£1.4bn
The combined value of the domestic 

and international boat trade market to 
the UK (new and used boats) including 

exports and imports.

6%
The difference between members 
reporting a negative and positive 

response to their 12-month business 
outlook, down 2% on 2017.
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Boat unit production estimates
excludes sailing dinghy production

Value of domestic market Value of export market

Sailing dinghy and small sailboat
unit production estimates

Canal boat

RIB

Motorboat 
24m+

Motorboat 
12m-24m

Motorboat 
up to 12m

Sailing yacht

Small sailboat and
sailing dinghy

£35m

£60m

£35m

£230m

£86m

£20m£10m
RIB

Motorboat 
24m+

Motorboat
12m-24m

Motorboat
up to 12m

Sailing yacht

Small sailboat and 
sailing dinghy

£75m

£10m

£15m£18m

£145m

£686m
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Sailing was born out the unlikely 
origins of H Taylor & Son, a 1950s 
shoe and boots reseller in south-

east London. The owner’s son created skiing and 
windsurfing stores called LDC. Two of the people 
involved later on through the 80s and early 90s 
as the shops diversified into dinghy sailing were 
long-standing Fireball sailor Martin Wadhams and 
Contender sailor Nick Peters. 

LDC had already been involved with the launch 
of the ISO that began the modern, single-
manufacturer one-design revolution. Teaming 
up with designer Clive Everest, the trio worked 
up their idea of what would comprise a better 
one-design class than the boats of their day. The 
RS600 was born of Martin’s brand concepts and 
Nick’s design ideas. Howard Taylor Jr provided 
the funding and it was launched in the early 
1990s alongside a sister model, the RS400.

“The timing was right, the branding was 
right and although it had a very limited budget 
the launch was successful,” RS Sailing’s Sales 
Director, Riki Hooker explains. “In fact we have 
continued to be very good at achieving a great 
looking result with minimal amount of spend. 
That’s imperative in this industry. Margins are 
tight and it’s quite tricky to actually turn a 
business model that makes money.

“Our current Joint Chief Executives are the 
visionary force behind RS now, with Jon Partridge 
looking after the business side of things and Alex 
Southon in charge of technical and design. It’s a 
combination that enables us to develop and push 
products out to market cohesively.

Community and technical drive
“What drove RS very early on was the 
community element that grew up around our 
boats. We nurtured that community by engaging 
with them, turning up at events and racing 
with them. The impetus to expand the number 
of sailboat classes we built was pulled by our 

community rather than pushed by us and the 
new launches have evolved through tactile 
contact and communication, rather than via 
market research.”

“The technical focus we have at RS goes 
hand-in-hand with the community appeal – the 
boats excel in their own right and are desirable 
from the outset. Things like the 33kg weight 
of RS Aeros, high recyclability of products, 
our progressive RS21 keelboat and container 
stacking that redefines the export cost. We also 
have key partnerships with technically-focused 
and forward-thinking OEM partners like Seldén, 
Rototek and M-TAG. We create the right product 
for customers to buy before taking it to market.”

Export lessons
Up until the mid 2000s, RS focused on the 
domestic market, only selling overseas when 
they picked up some reselling dealers along 
the way in areas where desire for their boats 
emerged. “Then the 2008 global financial crash 
came along,” Riki recalls. “We realised very 
quickly that we were selling items that no one 
really needed when money is tight. If we wanted 
to carry on growing and building the business, 
we needed to export and build our community in 
as many places as we could internationally.

“We started a dedicated, invested structure 
in North America. Everyone told us it was the 
hardest thing that we would do in business and 
it quite possibly has been. Yet I think it’s right 
to say we are market leader there now after 
a decade of my life going back and forth on a 
plane to the US, asking a lot of questions and 
getting advice on how trade works there.

“It’s been similar in Europe where we have 
gained acceptability by learning about the 
markets, talking a lot, then working out how we 
can adapt our business to be in tune with the 
way that the market works. 

“We identified very early on that we needed 

RS

 community
                 mattersIn two decades RS Sailing has claimed 

market-leading positions around the world 
and now builds 3000 boats a year, driven by 
a motivated team and engagement with its 
user communities. Kim Hollamby speaks to 
the company’s Sales Director, Riki Hooker  

MEMBER CASE STUDY

Above: RS200s racing. From top 
left clockwise: Sales Director Riki 
Hooker. The RS Feva bridges the 
gap between the junior and more 
adult classes and has been a huge 
international success. The RS Zest 
was purpose designed for training 
and teaching new sailors. The fleet 
out sailing at last year’s RS Games.



to trade in the right currency and to offer a 
website using language that works locally – 
even in the US where they notionally speak the 
same language but don’t! That meant carefully 
investing in geo-sensitive websites, to serve 
international visitors with the right content. 

“Desirability of boats was another factor. 
Traditionally, someone will be wearing a hat and 
a full wetsuit in the UK, but that’s not going to 
sell boats in California. Imagery has to present 
our boats in the right way. It’s also very easy 
to miss things like floor financing and how local 
dealership networks operate.

 “Attention to that kind of detail has been an 
evolution in the way that we trade and made 
RS Sailing relatively complex, but it has been 
instrumental to growth. Changes like that need 
to be very strategically thought through and 
they’re expensive because you are investing 
before earning from the target country. 

“RS has come a long way from a few blokes 
who liked going sailing and fitting and finishing 
some sailboats – to building 24 different models 
that we sell in 47 countries through dozens of 
dealers. Around 70 per cent of what we sell is 
exported, a third to Europe, a third to the US and 
the balance to the rest of the world. We now 
have a dedicated operations department that 
handles this level of activity. 

 
Growth through engagement
“There’s only been a couple of years in the past 
two decades where we’ve not grown year on 
year. Our gains have mainly been through adding 
new boats and expanding into new markets. 
Even for a year where things have been tricky, 
we’re going to grow nearly 20 per cent this year, 
after an increase of 15 per cent in 2018. A lot of 
that has come in building new communities of 
sailors and promoting the business through key 
flagship events as as the user base has matured.

“The RS Games last year was a really pivotal 

 community
                 matters
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moment for us where, alongside the RS class 
associations, we ran a month-long multi-class 
regatta in Weymouth at the Olympic Sailing 
Centre. We moved a bunch of staff to Weymouth 
for a month and it was quite an efficient way 
to stage a regatta because the infrastructure 
was put in place for four weeks. We enjoyed a 
really interesting variation of different sponsors 
including high-end automotive and established 
a Event Village that included a store for RS and 
Rooster Sailing alongside a repair workshop.

“We realised the concept was pulling orders 
through from people that wanted a new boat for 
the event. It proved that flagship events of this 
kind provide enormous viral international reach, 
so it’s not just about the three days and the 50 
people that are involved in any particular regatta. 
We maintain a very high degree of control over a 
relatively small event and then market it well to 
create something that other people promote on 
our behalf.

 
Environmental focus
“We don’t do any paper advertising and avoid 
most brochure printing by keeping everything 
online. This keeps us nicely in tune with RS 
Sailing’s sustainability policy, which was recently 
recognised with a British Marine Environmental 
Award at the Southampton International Boat 
Show, powered by Borrow A Boat.

“As the business has grown, we’ve created a 
degree of complexity which we’re now trying to 
retrospectively go back and simplify. Questions 
like ‘if we have five different ways of doing things 
for a set of different countries, can we condense 
that down to three without jeopardising 
trade?’ That type of thinking is important for 
streamlining operations and reducing costs.

“We also keep an eye on cash tied in stock 
as it grows disproportionately to the increase in 
turnover, aware of the need for dilligence in this 
area. We’re not limited by our vision or drive, but 
do operate within what we can spend.

British Marine network
“Like many others, our involvement with British 
Marine was originally linked to boat show 
discounts. However, as our management team 
and board have evolved in their experience we’ve 
been involved in various different aspects of 
membership and found good uses for services, 
especially when we began exporting. 

“I sit on the British Marine Trades Association 
committee and I’ve now taken on chairing a 
newly reconvened British Marine international 
working group. It’s really exciting to see the 
difference it can make in other members’ 
businesses when voluntarily sharing knowledge 
through the British Marine network.

Future plans
“In terms of the immediate future we’ve taken 
steps to guard the business from any short term 
trading obstacles as a result of Brexit. The thing 
that I’m most nervous of is deep recession from 
a UK perspective because that hurts us.

“To address the seasonal peaks and troughs of 
our order pattern we also have plans to diversify 
utlising Jon and Alex’s visionary approach and 
our core technical and innovation strengths. 
You’ll see more news of this early in 2020.

“While we’re now at around 30 full time 
employees we remain a business that is very 
hands on, from the management team down. 
We’re also acutely aware that the downside 
of having such strong supporter communities 
is they can turn on you very quickly if you get 
something wrong. So we’ll continue to put a 
lot of time, effort and energy into events, the 
association and the experiences that people are 
having with our boats.

Marketing through experiences
“Our recent unsuccessful bid to have the RS Aero 
adopted for the Olympics was nevertheless very 
positive because we spent a lot of time working 
out how can we get more people into sailing and 
people noticed that. We see our position in the 
industry as pivotal because we stand on a boat 
show stand with small boats that are accessible, 
costing a few thousand pounds up to £30,000. 
We’re at the grass roots end of the business 
capturing the imagination of a lot of people who 
love going sailing.

“This is about creating experiences too. Taking 
one example, we’re delivering the junior element 
of SailGP. Around 20-30 kids from the local area 
are taken out by skippers and given a chance of 
doing something they’ve never tried before. Then 
on the weekend, children from sailing clubs near 
the event get to race the Sail GP course with 
commentary, drones and helicopters all in action. 
Afterwards they debrief with the F50 sailors – 
it’s an experience that you simply couldn’t buy. 
That all gets captured on a video with the native 
language of the country and gets pushed out.

“Doing events like that, we see our web traffic 
gradually growing towards the event, then jump 
up a step during it. Visitors fall back a little, 
but then carry on a rising trajectory until the 
next event when they jump again. The rise in 
traffic correlates to more leads and we can see 
discernible value.

“It’s part of an evolution we all need to be 
mindful of where no-one can afford to sit behind 
the counter any longer and wait for the orders to 
come in. You have to be interactive and engage 
with your audience, create a community and 
generate leads.
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MEMBER CASE STUDY

Scenes from RS Sailing’s 
headquarters. Top: RS Aeros in a 
transport cradle awaiting despatch. 
Above: boats are built by trusted 
partners then fitted out at RS. 
Below: the stock facility has to 
hold enough boats to deal with the 
number of RS classes, events and 
seasonal variation



MEET THE TEAM  

ritish Marine’s newest recruit to 
the training department is no 
stranger to the water, having 

grown up on the South Coast around the 
small sailing yachts and fishing boats that 
her father has always been interested in. 
The connection continued when Ulrika 
took her first job, working on customer 
services for the Wightlink ferry service. 

That set the scene for a common 
denominator in her career choices since: 
“I’ve found that all of the roles I have 
taken are people-centred and revolve 
around lots of contact with them,” Ulrika 
says. “I enjoy helping them.”

Her next step was to take a 
recruitment apprenticeship, before 
moving to Fareham College’s employer 
services department, assisting employers 
and apprentices across a range of trades 
from brick layers and hairdressers to 
marine trades. It provided invaluable 
experience for Ulrika’s next role.

A reorganisation at Fareham College 
provided the prompt for that move. “I 
was keeping my eye on the market and 
had been looking at the British Marine 
Training Executive role for some time,” 
Ulrika recalls. “I had a good feeling about 
it and joined in March of this year.”

“I was welcomed by Head of Training 
Blue Davies and Training & Events  
Co-Ordinator, Liv Whetmore. We have 
a great team and Blue has been a good 
mentor. My focus is on two areas – 
apprenticeships and careers events.

“At the moment we’re busy with the 
new Marine Electrician Apprenticeship 
Standard. I am working with the 
Trailblazer Chair, Keith Longman from 
Berthon and the rest of the employer 
group to develop this standard. Keith is 
really passionate and involved. We’ve 
got great employers in the group as well 
who make a lot of effort to travel from 
wherever they’re based, whether from 
Falmouth or from the Midlands – we’re 
fortunate to have their input. 

“Another apprenticeship standard 
entering development is one for naval 
architects which will be a Level 6 degree 
apprenticeship. When complete it 
will offer an alternate pathway to the 
traditional university route, which should 

appeal to a broader group of people. 
We’re currently looking for more input 
from leisure-focused naval architects on 
our working group and would welcome 
contact from anyone willing to contribute 
in that area.

“Across apprenticeships generally 
it’s super busy at the moment, with 
the Boatbuilder, Marine Engineering 
and Marina and Boatyard Operative 
apprenticeships already in place and 
ongoing work as to how those will be 
developed. There are other marine 
apprenticeships which have been 
developed by our partners in the industry 
like Marine Surveyor and Marine Pilot, 
plus of course all the more general 
business-related apprenticeships that 
apply to roles across our sector. So it’s a 

key part of my role to provide members 
with advice.

“Only last Friday, a member phoned 
me up regarding a Level 2 Maritime 
apprenticeship and was unaware of 
funding available to employers. 

“Another important part of what we do 
is training provision. We have six-monthly 
training provider meetings where I will 
invite all of the training providers that 
have any kind of involvement in marine 
training. It’s great because we get to 
share best practise and updates. 

“One of the issues that a lot of 
employers have is actually being able 
to access the training that they want. It 
might be that they’re in the right area 
but might not have the right kind of 
training providers available or they’re 
just too far away. We need to continually 
promote marine apprenticeships to 
other training providers to assist 
members based away from the currently 
established centres.

“I also interract with members through 
attending association meetings. I’m 
working closely with members in regional 
associations like British Marine South 

and British Marine Wessex to deliver 
marine careers events in partnership 
with local councils and careers 
enterprise companies. Plus we look for 
opportunities to participate in events like 
the Big Bang Careers Fair.

“This kind of involvement seems to be 
well received by the careers advisors. It’s 
quite surprising how a lot of the places 
we promote in are coastal towns and yet 
people don’t realise the careers that are 
available to them in the marine industry 
on their doorsteps. It’s good to switch on 
a light bulb in their thinking about what 
is available.

When not inspiring the next generation 
of careers-seekers or working on 
apprenticeship solutions for employers, 
Ulrika values the time she can spend with 
family and friends. You might also find 
her walking on the beach close to where 
she lives.

What is her best advice to members? 
“Try to get involved with apprenticeships 
as much as possible, whether it’s by 
taking apprentices on or assisting 
the development and the creation of 
apprenticeships. Also look at doing 
the simple things like school visits 
and attending career days. It’s really 
important to invest in our future 
workforce and schools are always asking 
for more people from the industry to 
come in and talk about the sector.

“If you want to know where to start 
or who to contact, please contact us 
on training@britishmarine.co.uk or call us on 
(0)1784 223630.”

Ulrika Lawrence 
British Marine’s Training Executive chats with Kim Hollamby

B

People don’t realise 
the careers that are 
available to them  
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any British Marine members 
best know the Andrew Simpson 
Foundation for its flagship annual 

Bart’s Bash mass participation sailing race. With 
10 months to go the 2020 event already has 
commitments from 1014 venues in 55 countries. 
Since its inception this record-setting regatta 
has been invaluable in highlighting the presence 
of the charity across thousands of like-minded 
sailing communities. It is 
however only one part of a 
rapidly expanding range of 
activity that is exciting and 
motivating for anyone with a 
passion for sailing.

The inspiration of course 
stems from the charity’s 
namesake. Olympic Gold 
Medallist Andrew Simpson was tragically killed 
in San Francisco while training for the 2013 
America’s Cup. Within weeks the Foundation 
was established by Sir Ben Ainslie, CBE, Andrew’s 
long-standing sailing partner Iain Percy and his 
wife, Leah Simpson, with a number of other 
friends supporting. A fund-raising dinner raised a 
large sum of money, but emotions were raw and 
it required the passage of a few months before 
the charity could settle on its purposes.

The Foundation’s CEO, Richard Percy explains: 
“I joined in April 2014, already emotionally 
connected to the charity because Andrew was 
my brother’s sailing partner and I had grown up 
with him too. We set about thinking about the 
mission of the Foundation, wanting the vision to 
be more than just a standard set of objects. That 
year we got the first Andrew Simpson Centre off 
the ground in Portland. We also held the inaugral 
Bart’s Bash, conceived by Tony Bishop from 

Queen Mary Sailing Club, which saw 526 clubs 
participating globally.”

By the end of 2014 the group of trustees 
had formed (including Andrew’s sister Amanda 
Simpson – British Marine’s Training and Events 
Manager at the time). They decided they wanted 
to provide the same kind of transformative 
experiences through sailing that Andrew had 
enjoyed, for as many people as possible. The 

core of the mission was to 
open new not-for-profit 
Andrew Simpson Centres 
and that work has marched 
on apace to the point where 
there are now five – Portland, 
Portsmouth and Reading in 
the UK, Lake Garda in Italy 
and Mossel Bay in South 

Africa. Their purpose is to deliver community 
sailing programmes, subsidised for those who 
would otherwise not have access, with a focus 
on those from disadvantaged backgrounds and 
with special needs.

Each shares some familiarity with a traditional 
sailing centre, offering instruction mostly 
on dinghies but with some small keelboats, 
windsurfing and kayak activity available. However 
Andrew Simpson Centres are completely geared 
for encouraging regular participation to create 
greater impact on the young people visiting 
them. “Take Portsmouth,” Richard explains. “Over 
the course of the year we have 7500 people 
come through the doors from all walks of life. We 
also have paying participants from the general 
public as well, with any profits used to subsidise 
programmes. The point were making is that 
sailing is a sport for all, that isn’t actually that 
expensive and we’re looking to open our doors 
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British Marine’s Charity of the Year, the Andrew Simpson Foundation, is doing incredible work opening 
regular access to sailing for people from all areas of society. We learn more from CEO, Richard Percy  

CHARITY OF THE YEAR

Above: Andrew Simpson Foundation 
CEO, Richard Percy. Right: the 
charity is opening access to sailing 
for children and youngsters from all 
walks of life, through its centres, 
the first of which was established at 
Portland in Dorset (centre)

Further information
Learn more about the 
Andrew Simpson Foundation 
and make contact at 
andrewsimpsonfoundation.org

We’re all in this together 
and need to support each 
other on the mission to drive 
participation in the sport 



up as much as possible. 
“We run everything from taster and beginner 

sessions through to high performance coaching 
clinics and have recently moved into foiling. We 
also have a UK programme supporting volunteers 
who want to gain instructor qualifications which 
we run around in partnership with the RYA.”

Some of the Foundation’s most impressive 
work is delivered through a growing series of 
focused programmes it has evolved to address 
societal needs. “Aiming High works with groups 
with autism and other conditions,” Richard 
states, “ensuring we reduce the barriers for 
them to get sailing. Our Sail Fit programme 
tackles long-term obesity by working with school 
groups, encouraging them to get active through 
sailing and addressing areas like diet. We also 
have a sail training programme working with 
those from socially disadvantaged backgrounds 
such as those from multi-generation unemployed 
families. We use sailing as a tool to provide them 
with personal skills, life skills and qualifications. 
The aim is to get them into the marine industry 
and break the unemployment cycle. We have 
other programmes too – each has the common 
theme of addressing a need within society.

“Another thing that people probably don’t 
know is we conduct research into the benefits of 
getting out in the water, to provide the concrete 
facts behind the subjective feelings so many of 
us have always had that sailing is beneficial. The 
Foundation has sponsored research, initially with 
the University of Winchester, then the University 
of Exeter and most recently, in partnership with 
the RYA and the University College London. 
We’ll use this data to develop outcome-focused 
programmes, to improve young people’s lives. 
We’ll also share that information far and wide 
so that others can use it to evidence their 
programmes nationally and internationally.

“Right now we have a busy winter ahead 
looking for opportunities to open more new 
centres. The Foundation is currently working 
with 19,000 people a year and by 2025 we want 
to be increase that to 50,000 people across the 
10 RYA regions. 

Speaking of winning the British Marine Charity 
of the Year award, Richard acknowledges the 
Foundation’s close links and the similarities of 
its aims with those shared by the industry: “We 
already have a number of strong partnerships 
with British Marine members, such as Sunsail, 
Henri Lloyd and Crewsaver. If you think we 
should be working together, to get more people 
out on the water, then please pick up the phone 
or contact us through the website. We’re all in 
this together and need to support each other on 
the mission to drive participation in the sport.”
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WIN!
ONE OF THREE

AMAZON GIFT CARDS WORTH

£50
SIMPLY COMPLETE THE

INDUSTRY TRENDS SURVEY

£50£50
£50

SCAN OR VISIT
BRITISHMARINE.CO.UK/TRENDS

4-5 FEBRUARY 2020, SOUTHAMPTON4-5 FEBRUARY 2020, SOUTHAMPTON

Showcase your brand at British Marine Spring Expo! Taking place at the Hilton at the Ageas 
Bowl Stadium, Southampton between 4-5 February 2020, the Expo brings the industry 
together for a packed two-day schedule of key talks, events and networking opportunities. 

From as little as £600 (ex. VAT), the new Trade Connections Area will offer British Marine 
members the opportunity to showcase their businesses to the many hundreds of attending 
delegates. Register your interest by e-mailing sales@britishmarine.co.uk.




