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The recreational marine industry 
has seen fairly consistent growth 
over the past four years, but 
this has also put pressure on 
an industry already struggling 
to meet the demand for skilled 
labour. At Global Marine Business 
Association (GMBA), we have 
received feedback from customers 
worldwide, spanning countries 
including Australia, New Zealand, 
South Africa, Europe, and the USA 
facing this skilled labour shortage. 
It is the most pressing issue facing 
our industry, and is impacting 
all sectors from superyachts 
and the marina industry to small 
craft construction. It is therefore 
paramount the industry addresses 
the market challenge and appeals 
to young people.  

It’s a common refrain to hear 
previous generations say, “When 
I was young...” and talk about 
the hardships they faced. And to 
some extent, they’re right. Each 
generation faces its own significant 
challenges. For earlier generations 
in our industry, it can be difficult 
to keep up with the rapid pace of 
change and the adoption of new 
technologies but to attract and 
retain talent in the marine sector, 
we must understand and respect 
the culture and expectations of  
Gen Z.

Gen Z is known for being tech-
savvy and desiring seamless digital 
experiences. To appeal to them, 
the marine industry must leverage 
digital recruitment platforms and 
social media and showcase the 

innovative and technologically 
advanced aspects of the marine 
industry. We should also highlight 
how technology is transforming 
the sector. By demonstrating the 
advancements in shipbuilding, 
logistics, sustainability and 
electrification, we can showcase the 
true dynamism of the marine sector. 

Another important aspect for 
Gen Z is finding purpose-driven 
work that aligns with their values 
and contributes to a larger cause. 
Companies need to address their 
ethics, sustainability measures 
and demonstrate where they are 
part of the environmental and 
wider conversation. Companies 
can highlight their impact on 
environmental sustainability, 
conservation efforts, and global 
trade. By showcasing initiatives 
like green shipping practices, 
renewable energy integration, 
and efforts to reduce carbon 
emissions, we can demonstrate 
the industry’s commitment to 
making a positive difference. 

As continuous learning and growth 
are key for Gen Z candidates, 
promoting the opportunities for 
skills development, professional 
certifications, and career 
advancement within the marine 
sector will help garner attention. 

Sharing success stories of young 
professionals who have rapidly 
advanced their careers through 
mentorship programmes can 
help inspire and motivate others. 
Companies including Sunseeker 

UK and Riviera have excelled 
in their approach to attracting 
young talent. Sunseeker’s 
apprenticeship programme 
and Riviera’s collaboration with 
schools to generate interest in the 
industry before graduation serve 
as excellent models. Similarly, in 
South Africa, where boatbuilding 
training facilities are limited, 
companies including Robertson 
and Caine, Southern Wind 
Shipyards and Two Oceans Marine 
have all implemented in-house 
training programmes. 

The marine sector needs to 
innovate, not just in design and 
sustainability, but also in human 
resources. One potential idea 
for the marine manufacturing 
sector is the creation of a global 
‘boatbuilding passport’. Since the 
boating industry is international, 
under this concept young people 
could have the opportunity 
to work in different countries, 
advancing their careers while 
experiencing different cultures. 

The structured programme could 
help address the boatbuilding skills 
shortage globally and be driven by 
marine industry associations and 
influential firms with the ability to 
lobby governments effectively.

Flexibility and work-life balance are 
also highly valued by Gen Z. While 
the marine industry, especially 
just-in-time manufacturing, can 
be demanding and time-sensitive, 
we can highlight aspects like 
remote work options, flexible 
scheduling, and employee wellness 
programmes. Spending time on a 
yacht you worked on, even if it is 
only for sea trials, is also hugely 
satisfying and also helps make all 
the long hours worthwhile. 

By implementing new strategies 
and considering innovative 
approaches, we can make the 
recreational marine industry an 
appealing career choice for Gen Z 
and address the labour shortage, 
ensuring a bright future for the 
industry across the board. 

Veda Pretorius, new chair of the GMBA, 
explores how we can make the recreational 
marine industry an attractive career choice

Targeting Gen Z 

From l-r: GMBA’s 
Mary Anne Edwards, Veda PretoriusCredit: Unsplash

FOR THE MARINE TRADE  |  APRIL 2023  |  ISSUE 07 marineindustrynews.co.uk

THE SUSTAINABILITY ISSUE Industry insights for marine professionals 
Subscribe to the daily newsletter

BOATING 
MADE SIMPLE

7193_FBC_Marine Industry News_297mm x 290mm 1_0 (aw) .indd   17193_FBC_Marine Industry News_297mm x 290mm 1_0 (aw) .indd   1 12/04/2023   14:5212/04/2023   14:52

IN THIS ISSUE...

MARINE 
CHARGE

Aqua 
superPower on 

what’s next

7
KIWI 

CONNECTIONS
Marina projects 

on the up in 
New Zealand

ELECTRIC 
PACE

Electric boats, 
news and 

developments

104

FREE

Print and
online promotional 
packages available 

upon request

14  |  MARINE INDUSTRY NEWS  |  ISSUE 04  |  SEPTEMBER 2022 marineindustrynews.co.uk  |  15marineindustrynews.co.uk info@marineindustrynews.co.uk

FEATURES

Approach a bank with the following business 
proposition: take what is rated as hazardous 
material waste, spend millions of pounds to bury 
it in the ground and then repeat on an annual 
basis. One wouldn’t get very far. Shamefully, 
though, this is the current solution in the UK for 
the majority of our composite waste.

In 2019, Composites UK estimated 
that in England alone, £29 million 
was commercially landfilling 
composite waste. For a G7 nation 
where composites are being used 
across multiple sectors and often 
in the production of high-value 
luxury products, this is simply 
unacceptable. Neither should a 
situation be tolerated where highly 
polluting boats can be abandoned 
anywhere, causing high impact, 
environmental damage.

A new vision for composite waste
In the marine industry, the challenge 
of end of life boats (EOL) continues 
to be a pressing concern. There is no 
requirement for fully registered boat 
ownership in the UK, or a centralised 
database with this information so it 
is almost impossible to track down 
the owners of abandoned end of life 
(EOL) vessels. The cost of dealing 
with EOL vessels is a lengthy one, 
expensive and invariably falls on 
the marina or local authority. We 
also have no proper facilities where 
boats and composite waste can be 
processed at a high level. 

The UK’s Blue Composites Project 
has been set up to change this. 
Announced at the Green Tech 
Boat Show in June 2022 and 
headed up by new sustainability 
consultancy Blue Parameters, 

the Blue Composites Project is 
aiming to create the UK’s first 
glass fibre composites recycling 
and reuse facility. Made up of 
some of the UK’s leading marine 
companies, composites specialists, 
academic institutions and local 
government organisations, the Blue 
Composites Project will not only 
look at the process of recycling 
composite materials but also how 
the reclaimed materials and fibres 
could be repurposed for use in new 
composite components.

The consortium is setting up a 
research and development group 
at Plymouth University, which 
will take upcycled composite 
materials and test them to assess 
their mechanical properties and 
potential future applications. 
By quantifying the mechanical 
properties of the upcycled 
composite materials and resins  
the team can better understand 
the most suitable applications 
within existing supply chains and/
or manufacturing processes. 

The Blue Composites Project 
will be identifying waste streams 
and offering all sectors that use 
FRP and GRP – from the offshore 
wind industry and construction 
to automotive and marine – the 
opportunity to rethink the way 

A new UK consortium plans to lead the world in high-level composite 
waste processing, recycling and reuse – Blue Composites Project’s 
James Scott-Anderson discusses why the industry cannot afford to 
continue to look the other way.

Contact the experts 
Tel 01905 930760 | www.aplan.co.uk 
email worcestercommercial@aplan.co.uk

Expert advice 
Specialist knowledge

The composite bullet

The Blue Composites Project was announced 
at the 2022 Green Tech Boat Show
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• Appearance of traditional cover
• UV and fade resistant
• Mould and mildew resistant
• Range of rich colours
• 5 year warranty

Premium Polyester

Available in 3 styles and 2 colours – 
Ripstop, Strong Fill and Strong Warp, White and Grey.

Premium Vectran® Hybrid

Vectran® ripstop construction delivers an incredibly strong 
hybrid cloth with UV protection - the ultimate in woven sailcloth.

Bainbridge Sailcloth

Technical Xtreme Outdoor Fabrics 
• Ideal for sprayhoods, biminis, and 

dinghy covers
• Low weight, breathable and watertight
• Xtreme strength and tearing resistance
• 1.92m full width for maximum 

cost savings and reduced seam 
requirements
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The Alto is an inflatable flotation 
device worn around the waist, 
designed with watersports users in 
mind. When designing it, Spinlock 
recognised a gap in the market 
for a simple flotation device that 
would appeal to watersports users 
because it was compact and easy 
to use, particularly benefiting 
participants in activities like SUP 
and fishing. 

“The device needed to be 
inconspicuous, avoiding any 
indication that the wearer was 
inexperienced or not part of the 
scene,” says Hall. At the time, 
a large international retailer 
expressed interest and the ensuing 
collaboration became Spinlock’s 
launch partner for the Alto, paving 
the way for volume production. 
Simultaneously, Spinlock 
successfully launched the Alto 
through its wholesale channels 
worldwide, finding a niche in 
countries with large lakes where 
many people enjoy regular water-
based activities. 

Now, a few years later, Spinlock is 
introducing its USA Coastguard 
(USCG) model to meet growing 
demand in the US. “The journey 
of creating the Alto involved 
identifying the market demand, 
partnering with a retail giant, and 
filling the gap with a design that 
met specific user needs while 
remaining certified to relevant 
standards,” says Hall.

Power of partnerships
Spinlock engages in a range of 
partnerships at any given time, 
which deliver benefits across 
multiple aspects of its business. 
These partnerships vary from large 
commitments to events and teams, 
such as Clipper Round the World 
Race, INEOS Britannia, and SailGP, 
to individual influencer-led support 
with teams and individuals, with 
some partnerships having lasted 
for over 20 years.

“Partnerships provide the 
organisation with valuable feedback 
on new products, introductions to 
the wider market, development 
of existing products, content for 
marketing and promotion plus, 
of course, introductions to new 
people and relationships,” says Hall. 
“The most exciting feedback from 
partnerships has often sparked 
significant changes in product 
development at Spinlock. There 
have been hair-raising moments 
when the team looked likely to 
stall, but we have always pulled 
together and overcome challenges, 
sometimes leading to innovative 
breakthroughs in design and 
functionality.”

One such innovative design 
breakthrough came during the 
company’s work with the 2017 
Volvo Ocean Race. “We were 
approached by the Volvo Ocean 
Race to develop a new lifejacket 

for all teams to wear in the 2017/18 
Volvo Ocean Race,” Hall explains. 
“A team of sailors were gathered 
by Volvo to steer development of 
the design based on experience 
and desires for a better product. 
As is often the case, early direction 
followed a long list of wants and 
wishes, which in the end was 
challenged and broken down with 
the emphasis finally on a product 
that was great to wear, simple to 
adjust, easy to put on and felt like 
it enhanced performance. 

“One new feature was a quick 
release system for wearers of 
the lifejacket. In the event of a 
man overboard when the user 
is connected to the yacht with 
a safety line and being dragged 
along, the wearer can choose to 
release the harness and themselves. 
Past approaches to this solution 
had unsuccessfully looked at 
release of the safety line itself. 
Spinlock took a different route 
and developed a release system 
built into the lifejacket itself, 
enabling the user to release the 
connection in an emergency.” 

Facing the future
Spinlock is one of the 
few marine companies 
to earn B-Corp status. 
Covering product 
footprints, workers’ 
rights, employee 
wellbeing, community 
benefits and governance 
structures, the B Corp 
certification recognises 
Spinlock’s comprehensive 
dedication to sustainability 
and social responsibility. 

The company currently has a 
global reach spanning 65 countries; 
however, Hall acknowledges that 
there are untapped opportunities, 
particularly in Asia and the Middle 
East. To expand further, Spinlock 
plans to invest more resources in 
growing these regions, leveraging 
its expertise and reputation to 
establish a stronger presence.

New applications are also arising: 
“There is potential for Spinlock 
to develop innovative solutions 
for commercial marine, especially 
in areas such as wind and 
renewables,” says Hall. “These 
sectors, being relatively new to  
the marine industry, are more 
receptive to change and eager 
to adopt new practices through 
product innovation.”

Spinlock’s ideology and business 
practices shed light on the 

marine safety product 
market and highlight the 
importance of credibility.

By maintaining control 
over manufacturing 
processes that prioritise 
quality while adapting 

to changing consumer 
preferences, the company 

has ridden out market 
volatility and remains at the 

forefront of the sector. 

The Alto is a flotation device worn around the waist

RS21 fleet at this year’s RS Games. Credit: Digital Sailing

The Alto waist flotation device grew from new demand 
following a surge in water-based recreational activities

Spinlock successfully 
launched the Alto through 

its wholesale channels 
worldwide, finding a 

niche in countries with 
large lakes where many 

people enjoy regular 
water-based activities

Partnerships vary from large 
commitments to events 

and teams, such as Clipper 
Round the World Race, 

INEOS Britannia, and SailGP, 
to individual influencer-led 

support 
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