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Marine Strategy Report

1: Introduction

1.1. The Marine Industries Alliance launched ‘A strategy for
growth for the UK Marine Industries’ in late 2011. It sets out
the ambition that co-operation across the sector could produce
4 per cent Compound Annual Growth, leading to an increased
Gross Value Added of around £25 billion by 2020. This export
strategy is a key part of delivering that growth.

1.2.The Marine Industries Leadership Council (“the Council”),
co-chaired by the Minister of State for Business & Enterprise
(Rt Hon Michael Fallon MP), and a leading industrialist (Richard
Sadler, Chief Executive Officer, Lloyd’s Register), commissioned
the UK Trade & Investment (UKTI) Marine Sector Advisory
Group (MSAG) to produce an export strategy.

1.3. This focus on the marine sector sits within a broader
context, where the Prime Minister has set a National Export
Challenge to get an additional 100,000 UK firms exporting

and the Chancellor has set a target of more than doubling the
amount the UK exports to £1 trillion by 2020. UKTI has also set a
target of increasing to 50,000 the number of companti S

by 2014-15 and raising the value of additional sale ed by
UK companies as a result of its support to £56 bi

1.4. The overarching objectives for the M orkstream
are in Annex A and this report focus principal
objectives of achieving growt th&

eased trade
and investment.

>

+ Leisure marine, covering boat and

- Commercial marine, covering s

1.5. The UK marine sector, as defined in thigre
encompasses:

uil&®ng,
and associated

superyacht, small commercial wo
equipment and services;

lding, ship repair and
associated equipment servi®es, marine science and
technology;

- Energy, coverin ine-T@mted platforms, products
and servi and gas and offshore renewable

industza

« Naval

akeholders who have contributed to this report include

d 1 companies, UK marine trade associations and the

verseas network. A sub-group of MSAG was set up to
elop this strategy (list of members at Annex B).

1.7. MSAG will lead the implementation of the export strategy
and will reqularly update the Council on its progress.
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2.1. The UK Marine sector is an important part of the economy
with £19 billion gross value added contribution to GDP and
employing over 360,000 people.

2.2. Growth opportunities exist in the global marine sector but
UK companies are facing challenging conditions, particularly
in more traditional markets such as the EU. Non-EU exports of
ships, yachts and floating structures, have enjoyed a fivefold
increase since 2007. Whereas UK exports to the EU in this
market are down by 30 per cent in the same period. Similarly,
exports of yachts increased by 53 per cent to non-EU markets
from 2007-11, but fell by 17 per cent to the EU.

2.3. Marine sub-sectors have varying priority markets.
Evidence shows that overall Brazil, China and South Korea
are priority geographical markets for UK marine companies.
The substantial opportunities offered by the Brazilian
energy company Petrobras and Brazil's naval shipyard and
shipbuilding programme are a good example of where the UK
needs to be well positioned in the future. UKTI will de
Campaign approach, building on the High Value O
(HVO) model, targeting global opportunities off;
accessible value to the UK and using a who

approach in support of UK business effo m
opportunities in growth markets.

* major European

Netherlands and Spain
d equipment and it is
important for UK ¢ get ‘specified’ by the major
boat builders w’ S the world. In the medium term,
5-15 years, t rine Federation (BMF) has identified
further %rowth potential: Brazil, Russia, India,
enia, Greece, Australia, New Zealand, the

Chinas
Middle Ea Scandinavia.

<
=)
3
D
3
—

2.4. For leisure boats and equip
markets of France, Italy, Ger
remain key for leisur

2.5. There is substantial marine content in
and gas installations and applications. Ma,
driving demand for mobile offshore ¢z
to ‘Offshore Intelligence Monthly™!
Singapore, France and Brazil. T,
Opportunity in Brazil has sub rine content

(see details on HVOs in Chapter 5) UKTI has a programme
of business support activigto target this opportunity.

period, almost all world
start or continue projects to acquire
. Some are raising their capability

2.6. In defence, ov;
navies are i

er of navies are continuing or commencing significant
e projects (e.g. USA, South Korea, Australia, Norway,
rlands and India). For both surface ships and submarine
grammes, whilst there is @a move to in-market platform
build, the opportunities remain strong for UK consultancy and
systems and equipment businesses.

2.7. The offshore wind industry, according to the International
Energy Agency (IEA), will enjoy huge growth from the
presently installed global capacity of some 6 GW to between
32 and 118 GW by 2020. The UK, Germany and Denmark are
currently very strong markets with China, Japan, Korea, USA,
Canada, Taiwan, and India all expected to develop capacity

by 2020.

2.8. Information on export opportunities is patchy and the
ability to acquire this information, particularly in emerging
markets, has been identified by industry as a key barrier

to growth. Moving forward, it is important that industry

and government improve how they share information and
intelligence about growth opportunities and changing
markets. Improving management of this information with
new ways of working on an ongoing basis is a key theme of
this strategy, with the Marine Sector Advisory Group (MSAG)
playing a lead role.

1: Offshore Intelligence Monthly, Clarksons Research Services Ltd, August 2012
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2: Executive Summary (continued)

2.9. A key barrier to exports, particularly for SMEs, is a lack

of capacity within businesses to sustain export business.

The ability of UK marine companies to fully exploit global
business opportunities is shaped by a number of factors
including company size, internal capability and capacity, the

sub-sector in which it operates, export readiness and experience.

Access to finance is a barrier affecting companies across the
UK, including in marine. This will be helped by the Autumn
Statement announcement (Dec 2011) that a £1.5 billion direct
lending facility is to be established so that UK Export Finance
can provide loans to overseas buyers who purchase capital/semi
capital goods and services from British exporters. This facility
will be available for small and medium size transactions where
loan funds cannot be obtained from commercial banks. This will
provide confidence to exporters and buyers that export credit
financing is available from the UK and enable the UK to comp
better with firms from other countries that have equivalent
backing from their Export Credit Agencies. The funding will be
made available from 1 April 2013 until end of 2015-16.

2.10. Industry has highlighted that managing an Qg
relationships, possessing technological superic

managing costs are the most important f
competitive advantage of UK marine ¢ in

international markets.
Ing companies to

vey of the industry
mer types of the UK marine
e the Government/public sector,

cting

2.11. UKTI can play a pivotal r
build and develop relationsi
found that the three
sector in overseas
shipbuilders

eCYor has benefited from UKTI's Tradeshow
(TAP), with large UK groups attending
ercial marine equipment show in Hamburg

in September 2012 and the METS leisure marine equipment
show in Amsterdam in Noverber 2012. The UK marine sector
has also run its own international activity, including visits
organised by the Society of Maritime Industries (SMI) to the
UK by Chinese shipbuilders.

2: Conducted by the British Marine Federation & Society
of Maritime Industries, December 2012

2.13. UKTI is currently developing marine agd ind
inward investment propositions which will ed ¥ an

evidence-base for UKTI inward inves ta use when
attracting marine investors to the

2.14. The UK has a good recor@f ation in the marine
sector and this will need to conti secure growth
opportunities in the futurg@ndustry predicts that the principal
marine innovations t hape the market over the next

10 years will inclu
+ Environ I( lon and emissions reduction;

- Auto ms;

» Renewa

ulsion technology;

nics and data management.

. Government has invested over £19 million since January
2012 to support innovation. This includes a new Technology
Strategy Board (TSB) competition to develop solutions which
improve current vessel performance and efficiency and also
to generate novel low carbon, green shipping, propulsion and
marine ICT projects.

2.16. A highly skilled workforce, an experienced supply chain
and a stable regulatory environment are key strengths of
the UK marine sector. However, there are risks including a
dependence of some marine sub-sectors on slow-growing
European markets and localisation requirements in some
markets, such as Brazil. More information is needed to build
up a clearer picture of the UK’s relative export strengths and
how that can be maximised. This is an area of work BIS will
take forward, working closely with the MSAG, marine trade
associations and UKTI.

2.17. The UK is already a strong exporter in the marine sector,
in a good position to improve performance and, over time,
increase its share of global trade. Recommendations for
Government and industry action are set out below.
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Recommendation 1

MSAG and the Council, working with BIS, to make a detailed
assessment of the relative strength of UK exports, broken
down by sub-sector. BIS to lead this work, to be completed
by end-May 2013.

Recommendation 2

UKTI to encourage inward investment into targeted
segments of the UK marine and offshore wind sectors which
will build the capability of the UK and in turn increase its
exportability. Ongoing process.

Recommendation 3

MSAG to co-ordinate input from industry to the developm
of UKTI’s campaign approach to target major overseas
projects and sectoral opportunities in the marine sector.
MSAG to lead, an ongoing process.

Recommendation 4

The Council and MSAG to identify UK an
marine companies that are currently
managed in Government and recg,

companies for which the UK s
management strategies. On

ther key marine
blish relationship
cess.

>

Recommendation 5

h MSAG
ntinle to inform
nd initial
ngements, to be

Establish a more structured arrangemen
to provide market intelligence tha
the marine export strategy. M
recommendations on new, inflrosed
made by end-March 2013.

Recommendation

ors could advise and guide companies
trong position to secure business. MSAG

endation 7

G, working with industry, to finalise the criteria for
rioritising market opportunities and undertake a full
prioritisation exercise on a more complete evidence base.
MSAG and UKTI’s Strategic Trade and Inward Investment
Groups to lead. Interim recommendations to be provided to
MSAG by end-May 2013.

Recommendation 8

To include luxury marine in the China GREAT Campaign. UKTI
Strategic Trade to lead, campaign to begin by April 2013.
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3: Forecast of Future Global Marine Demand

& Market Trends

Introduction

3.1. This Chapter outlines future global demand for marine
products and services in leisure and commercial marine,
offshore oil and gas, renewables and defence.

3.2. The forecasts draw on different evidence bases including
the industry survey, Clarksons and trade association
international committees.

Industry Survey

3.3. The industry survey asked UK marine companies to
identify which international customers and markets would
generate the greatest demand for marine products and
services over the next 5 years. Brazil and China were clearly
identified as the most important markets.

Table 1: Industry Survey: Priority Mark

Geographical Markets

er of Industry

Respondents*
Brazil 24
China 22
Australia 17
USA 15
South Korea 13
11

b4

imited in the number of markets they could identify
emand.

rallel, UK Government and marine trade association

sta lders have provided input on priority markets, which is
lined in Table 2.

Table 2: UK Government & Marine Trade Associ

UKTIDSO SSA BMF SMI ADS (defence)
Algeria X X
Australia X x (N) X
Brazil X X X X
Canada X X X
Chile X
X X X X
X X x (N) X
X (C, N) X
X
Netherlands X X

Singapore X x (C) X
South Korea X X X X
Turkey X X X

USA X x (N)

N = Naval, C = Commercial Marine
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3.5. From this initial market prioritisation, Brazil is the most
important market, chosen by all the marine trade associations.
India was also chosen by all four but two of the associations
specifically targeted defence opportunities.

3.6. Other markets, selected by at least three trade
associations were:

- Australia;

- Canada

+ Ching;

- Singapore;
+ South Koreg;

+ Turkey.

(i) Commercial Marine

3.7. Clarksons data’® provides information on global commerc
shipbuilding and helps to illustrate the markets UK marine
equipment companies should be targeting.

3.8. Table 3 gives the ship type order book for A 12.
nin

Further data on different categories of ship a
Annex C.

Table 3: Overall order book foit
in August 2012

Rank Country m. egt
35.2
30.3
13.6
razil 2.5
Philippines 70 1.9

3.9. Although China leads overall in terms of ship build, as
Annex C shows, South Korea builds the most sophisticated,
high-value vessels.

(ii) Leisure Marine

continue to
rcerftage of their

3.10. The developed leisure marine mark
be highly attractive to SMEs with a
export business.

36 million boaters, the
d encompasses many
. Azimut-Benetti, Beneteau,
t others, are also strong
les to be present in global
ied in builds in Europe.

3.11. Europe — with 6 million ¥at
continent has a developed narke
of the main global brands
Bavaria. These bran

boats (most trailer able) were 142,830. The USA is driving
gro r the Superyacht sector.

. Croatia, Slovenia and Turkey are developing European
markets and have existing capabilities as boat builders.

3.14. In the medium term (5-15 years), Brazil, Russia,
India and China and other markets listed below will provide
opportunities for growth:

- In general the Far East has cultural barriers to “boating”
seeing leisure marine as a luxury lifestyle rather than a
leisure activity.

- India has bureaucratic issues surrounding marina
developments inhibiting boat ownership

+ The Russians continue to be strong buyers in the superyacht
sector, but restricted in the domestic market with the short
summer season.

- Brazil is the most leisure minded and leisure marine
orientated but considerable barriers to trade (duties/taxes)
need to be overcome before UK companies can grow their
sales there.

3: Shipyard Orderbook Monitor Vol.19. No. 8, Clarksons Research Services Ltd,
August 2012
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3: Forecast of Future Global Marine Demand & Market Trends (continued)

3.15. Remaining stronger opportunities for boat sales and

equipment over a 5-15 year timeframe will come from:

+ Countries surrounding developed markets — Turkey, Croatia,
Slovenia, Greece

+ Strong Middle East markets — UAE, Qatar, Kuwait, Saudi
Arabia, Bahrain

+ Australia and New Zealand

- Scandinavia — high value sail and power boatbuilders

(iii) Offshore Marine Fleet

3.16. There is substantial marine content in offshore oil and
gas installations and applications. As production from onshore
and shallow fields continues to decline and worldwide demand
for hydrocarbons continues to grow, exploration drilling and
production is moving further offshore to reach remaining

oil reserves. With this comes increasing demand for mobile
offshore drilling units (MODUs).

3.17.In 2011 and 2012, according to ‘Offshore Intell
Monthly’, high oil prices helped drive MODU inves

US$37.4 billion in 2011 and US$34.3 billion in CTOSS

this period, 90 per cent of investment was pecification
units, including 58 drillships with an es@contraet value

of US$38.7 billion.
3.18. There are over 25 report cification MODU

newbuild options yet to be ac and an expansion of
exploration and prod etsin 2013, so it looks likely
that in the near—”ter% could be maintained.

0

3.19. Interm
August 2
Singa;

order book, the top 5 markets in
ay (15 per cent), the USA (12 per cent),
ent), France (8 per cent) and Brazil (7 per cent).

4:“The ADS Group International Defence Market Strategy 2012”

(iv) Defence

3.20. According to ADS*, using IHS Jane’s
procurement spend in the period 20
by the USA, China and Saudi Arghi
defence data, and there is no
procurement spend.

budget data,
5 wilt be dominated
ote this is overall
te B*€akdown for naval

Table 4: Top 10 Defe curement Budgets by Market

Total Market Value

USD Billions
United States 660
China 193
Saudi Arabia 115
Russia 87
5 India 79
United Kingdom 76
7 Japan 51
8 France 50
9 Turkey [
10 Australia 42

3.21. Over a 10-year period, almost all world navies are
anticipated to start or continue projects to acquire new surface
capability. Some navies are raising their capability, for maritime
regional deterrence, regional assistance and maintenance of
territorial and resource security. A smaller number of navies are
continuing or commencing submarine projects.

3.22. Brazil has a major re-capitalisation plan and India has a
major expansion plan, although with a strong desire to keep as
much work as possible in-market.

3.23. Potential customer countries fall naturally into three
groups, according to spend and market attractiveness.

3.24. A few countries are high spenders, capable across the
life-cycle and technically advanced, but difficult to enter.




Marine Strategy Report m

3.25. The majority of countries reviewed are low spenders,
with gaps in their own capability and modest technical
requirements, but may have individual defined requirements
that the UK can meet.

3.26. The remainder are those with reasonable budget and
aspiration but limited domestic capability, and relatively high
attractiveness. They are therefore of most interest to UK.

3.27. Overall, the global market volume is flat, with supply
exceeding demand, but average annual spend is significant in
the region of £20 billion on surface ships alone. A significant
proportion of this is accounted for by the US Navy (some

45 per cent).

3.28.. However, many nations have closed acquisition
processes, are subject to trade restrictions or questionable
transparency in business dealings, or have strong pre-existi
political ties.

3.29. Established navies continue to face budget co
and reductions in the size of their fleets as “capabt
inflation” outstrips affordable budget increase

with contracting home markets, naval shi
seeking opportunities in new markets,

competition from new entrants suc‘\‘
ew Zealand,

s. Combat system
plex vessels comes from three
e and markets such as Israel and

3.30. Some markets, such as
are willing to import compl
equipment supply fo
main sources: the

South Africa. ’
}rtunitg for the UK to sell frigates to

h it enjoys good relations, such as Brazil,
, India and Malaysia.

3.31.The
count
Canada,

3.32. The offshore patrol vessels (OPV)/corvette market is
a lower value segment but presents some opportunities,
following the recent UK successes in Brazil and Thailand.

3.33. South East Asia remains a strong market
of regional political developments, for incr 1
OPVs based on indigenous capabilit n

ause
able
y transfer.

3.34. There are also substantia tunities with
coastguard operators, both in ercial and defence
sectors with markets such as Bra dia and the USA having

substantial requirements @&d budgets.

(v) Offshore Wind Q
3.35. Fro [§®¥istalled global capacity of some 6 GW

(4.6G ), the International Energy Agency (IEA)
projects g 0 be between 32 and 118 GW by 2020, with
-range estimate of 86 GW; and growing to 439 GW by
ks estimate is broadly consistent with analysis by the
Glo@ Wind Energy Council of growth by 2020 to 40 GW in
ope, and 70 GW globally.

3.36. The industry is dominated by Europe, principally by the
UK and Denmark, with deployment mainly in the UK. Globally
there is early engagement also by China, Japan, Korea, USA,
Canada, Taiwan, and India.
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3: Forecast of Future Global Marine Demand & Market Trends (continued)

(vi) Marine Wave & Tidal

3.37. Marine Wave and Tidal energy conversion is at an earlier
phase of development, and dominated by the UK. Presently
deployed capacity is small, but projected to grow by 2020

to some 3.6 GW across the EU (some 2 GW within UK). Other
countries globally are also engaging with marine energy
technologies (note: present costs of marine energy are high, at
this early phase of the development of the technologies. There
is great pressure for them to match the costs of offshore wind).

Current Marine Market Intelligence

3.38. As part of their contribution to the market prioritisation
exercise, the UKTI overseas network has provided some
information on potential short-term opportunities in
their markets.

3.39. Examples relevant to some of the markets prioritised
above include:

3.40. South Korean Marina Programme — The Kore
Government is predicting that in 10 years, the d
for marine leisure will increase by a factor of]
announced plans to build 32 marinas.

—There is the
guard Agency (MCA)
o sell their knowledge

3.41. China Marketing UK Regulator,
potential in China for the Mari
and Royal Yachting Associati

and expertise.

nities are in the ‘International

3.42. Further detail
i ment which accompanies

Marine Oppor,
this strate

Summ Market Prioritisation and Next Steps

3.43. Industry and Government have limited resources to
spend on export campaigns. Prioritisation is vital to enable the
UK marine sector to meet the Council’'s export growth targets.

3.44. This chapter has outlined the different sources and
evidence bases through which priority international markets
can be identified for the marine sector.

3.45. Some markets feature prominently,
China and South Korea. Chapter 5 outline
potential campaigns and activity t
in these markets.

3.46. It is important not to ov ogbortunities that exist in
other markets such as Western E , which provide a good
array of accessible busineg opportunities for UK companies.

3.47. Although ind and other evidence provide a
indicatian, a€s would like further information
i ed judgement on the most suitable

ne companies to approach.

outlines further details of the market
tion work MSAG will lead to produce a robust rationale
for ting geographical markets.

uture Technology Trends

3.49. The industry survey asked UK marine companies to identify
the marine product and service areas which would produce the
highest number of new innovations over the next 10 years.

3.50. The main technology groupings identified were:
- Environmental protection and emissions reduction;
+ Autonomous systems;

- Renewables

- Propulsion technology;

+ Electronics and data management.

3.51. The Technology Strategy Board (TSB) has a wide range of
marine-telated programmes, including on offshore renewables,
as well as marine elements in their programmes on high-value
manufacturing, advanced materials, electronics, ICT and
transport. UKTI and TSB are working together to ensure that
future international opportunities are reflected as appropriate
in TSB programmes.
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4 Current Marine Market Environment

Introduction

4.1. The first part of Chapter 4 sets the current context of
the UK marine sector in terms of its size and structure, its
economic importance to the UK and its export and
investment performance.

4.2. The second part provides an analysis of the current
strengths and weaknesses of the sector, current UKTI and
industry support and main barriers to generating export
growth. The evidence base includes the industry survey
of 75 companies.

Industry Structure

4.3. The UK marine sector covers a wide spectrum of companies
encompassing different industrial sectors, size of company a
varying levels of export experience.

4.4. There is no definitive figure that gives the totaln er
of UK marine sector employees as different source

e
different sector definitions and there is duplicatid@o
companies captured in sub-sectors employm Is (e.g.
workboats are in the commercial and leis e sectors).

v@ent figures for
e&) re:

4.5. According to Oxford Economics?,

the following marine and marijg
+ Shipping — 146,000;
+ Ports—117,000;

+ Marine sector—9

s that the offshore wind sector in
0 full-time employees.

4.6. Renewa tl
the UK h d

Econom pact to the UK

4.7. Oxford Economics findings say that “firms within the
sector generated a £18.9 billion gross value added contribution
to GDP. This is 1.2 per cent of the economic activity created in
the UK in the year.

4.8. In relation to sub-sectors, in 2011/12, sQip ethe
biggest GVA contribution to UK GDP (£5.6 0 per cent)
and shipbuilding and repair at £1.6 cent).

4.9.1In 2011/12, the marine and made a £4.6 billion

tax contribution to HM Exchequ pgL cent of all tax receipts.

Commercial Marine

4.10. According to ; UK commercial marine sector
produces an of¥pproximately £1.6 billion (which
includes so e sectors such as ports not covered in

loys 16,600 people. The SMTI's definition
arine includes; merchant shipbuilding;
enance, repair and conversion; marine equipment,

nd services; ship recycling, marine science and

de development and research.

.11. The global merchant shipping industry provides a massive
market for commercial systems and equipment and the UK is
well-placed with its strength in marine systems and equipment
manufacturing to exploit international opportunities.

4.12. The customer-base of UK marine equipment companies
is diverse and includes commercial shipbuilding, leisure
marine, oil and gas and defence.

4.13. The UK commercial marine sector is experienced in
working with value-added complex marine structures and
platforms and has extensive experience in international markets.

Leisure Marine

4.14. The UK leisure marine sector, according to the BMF,
generated revenue of £2.9 billion in 2010-11 and employed
31,000 people. They define leisure marine as encompassing
a wide range of products and services including superyacht,
powerboat and yacht manufacture, marine equipment,
business services, small workboats and the aftermarket
(including clothing). There is some cross-over, particularly in
marine equipment and workboats, with commercial marine,
so some of the same companies will account for revenue, and
employment, generated in these sectors.

5: The economic impact of the marine and maritime sector on the UK in
2011/12 — December 2012
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4: Current Marine Market Environment (continued)

Offshore Renewables 4.17. Key areas of UK marine defence capalilit

4.15. Although this sector is relatively small today, with * Research and Development;

around 4,000 people employed in the offshore wind sector, ~ * Complex platform design, develo
the UK alone is forecast to invest up to £75 billion in including training and simulag
offshore wind farms by 2020 and the growth of its wave - Advanced Engineering Dev and Manufacture;
and tidal industry could attract up to £4 billion per annum
of investment by 2050. Offshore Wind opportunities are
increasingly international and large scale. Wave and tidal
technology is still maturing, but there is international + Through-life sup
demand for the UK’s technology and advice.

nd nYanufacture

+ Complex systems integration;

+ Niche design and mapufkturing capability;

Key Inter atistics (see Annex D).
Defence 4.18.7T S that UK exports to the EU of ships,
4.16. The UK defence sector is the largest in Europe and yachts an ing str'uctures., cher.than the one-off in
second only to the US globally. The UK defence industry is have Deen steadily declining since 2907- Theg are
a significant contributor to the UK’'s economy, contributin 0 30 per cent cgmpgred t‘? 2007. This decline is n
more than £22 billion of annual revenues of which £4.5 shag’ contrast to the situation with non-EU exports, which
billion is from exports. It directly employs more than e enjoyed a fivefold increase since 2007.

107,000. A survey by ADS, the industry trade body,
estimates that maritime accounted for 27 per ce
domestic turnover and 12 per cent of exports.

4.19. In relation to yachts, outlined in Table 6, exports over the
period 2007-11 also fell, in this instance by 17 per cent but
exports to non-EU markets substantially increased by 53 per cent.

Table 5: UK Exports of Ships, Boat g Structures 2007-2011 (ONS)

Ships, Boats & Floating Structures 2011 2010 2009 2008 2007
EU 301 880 316 363 430
Non-EU 656 573 569 820 124

\.;'......................................................................................................

Table 6: ports of Yachts 2007-2011 (ONS)

Yachts * (€m) 2011 2010 2009 2008 2007
EU 249 226 257 331 299
Non-EU 471 449 458 665 306

* Yachts and other vessels for pleasure or sports; rowing boats and canoes
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4.20. BIS has provided statistics on some UK marine exports.
These figures do not represent a full picture of export activity
as they do not include, for example, marine equipment which
is hard to disaggregate from the current Office for National
Statistics (ONS) data.

4.21. More detailed information is needed to build up a clearer
picture of the UK’s relative export strengths and this is an area
of work BIS will take forward, working closely with MSAG and
marine trade associations.

Recommendation 1

MSAG and the Council, working with BIS, to make a detailed
assessment of the relative strength of UK exports, broken

down by sub-sector. BIS to lead this work, to be completed
by end-May 2013.

International Customers of UK Marine Comp

4.22. The industry survey asked UK marine compa
identify their major international customers,

4.23. The responses showed a wide nu marme

customers with the main 3 types bej er of priority):
+ Government/public sector;

« Shipbuilders;
+ Owners.

4.24. In terms of the segments to which U panies
were selling, the main ones, identified in T wéRE (in order
of priority):
- Defence;

« Commercial Marine;
+ Oil & Gas.

Table 8: Major Cust ments of UK

Marine Compani

Segment Industry Responses

55
47
43
oS 31
arine 22

Espondents were not limited in the number of segments they could
identify to whom they were selling

Major Competitors to the UK

4.25. The industry survey asked companies to identify the UK’s
main marine competitor by geographical market. The top 6
markets identified in the survey are outlined in Table 9.

4.26. The USA was identified as the main geographical
competitor to the UK, with France and Germany ranked almost
equally behind the USA.

Table 7: UK any International Customers

Table 9: Major UK Competitors by Geographical Market

Industry Responses*

Geographical Market Industry Responses

51 USA 37

47 France 26
Owners 40 Germany 25
Distributors 39 Netherlands 12
Contractors 36 Norway 12
Boat builders 22 Italy 9
Vendors 19

*respondents were not limited in the number of customer types they could
identify

*respondents were not limited in the number of markets they could identify
as the UK’s main competitor
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4: Current Marine Market Environment (continued)

4.27. In relation to defence, competitors range from niche
players to companies capable of producing the entire range
of concepts, designs, products and services. Among the

more developed competitor countries, principally NATO
members in Western Europe, competition is strengthening
because of declining domestic demand arising from changed
domestic political priorities, consequent budget constraints
and Eurozone issues. There is a highly competitive supply
side including state-owned providers. Many of the Western
European competitors are in the process of reducing costs,
improving efficiencies and seeking low-cost partners as

ways to assist competitiveness, as well as diversification into
adjacent markets to maintain volumes and potentially achieve
real growth.

4.28. Major defence competitors are France, Italy, Spain,
Germany and the Netherlands and increasingly Russia and
South Korea.

Inward Investment

4.29. UKTI is currently developing marine and wind
inward investment propositions which will asan

evidence-base for UKTI inward investm f t0 use when
attracting marine investors to the U
4.30. The marine proposition d egments the UK
marine sector into the followi sector areas:

+ Naval

-« Leisure

+ Offshore Renewabl
'\‘

+ Super

+ Co

+ Supply Chdn Opportunities

4.31. More specifically, the proposition highlights priorities in
the following marine sub-sectors:

+ Marine navigation;
+ Marine equipment;
+ Electronics;

+ Marine energy.

4.32. The marine proposition also outlineg th
marine universities and research institu Le®ng

UK marine-related research institu ith iIngrnational
relationships include the Southa versity Maritime
Centre of Excellence, Strathc y, the University
of Plymouth Marine Institut tonal Composites
Centre (Bristol), the SuperGen U ntre for Marine Energy
Research (HQ Edinburgh\@nd the European Marine Energy
Centre (Orkney).

rong

4.33. In ter wind, the UKTI proposition states
that the as 18 offshore wind farms representing
c2,094 led capacity, the highest capacity in the
wodd and than double that of its nearest competitor

ark. Wind farms are expected to deliver 40GW to the grid

%. A number of world leading turbine manufacturers have
already indicated that they will be manufacturing offshore
wind turbines in the UK — Siemens has indicated that they will
manufacture in Hull, Gamesa has selected Scotland as their
preferred location and other large OEMs are looking at UK sites.

4.35. The growth of offshore wind presents a number of
supply chain opportunities for the UK: turbine components,
turbine foundations, undersea cabling, high voltage electrical
equipment, composites, 0&M capabilities, and specialist
consultancy services.

4.36. The UK has excellent research capability in offshore wind
in both commercial and academic settings — Narec, Orec, the
Scottish Energy Laboratory, University of Strathclyde and
Durham University are all excellent examples.

4.37. Turbine manufacturers that have invested, or declared
an intention to invest in the UK, include: Vestas Wind systems
(Denmark), Siemens Energy (Germany), Gamesa (Spain),
Sinovel Wind (China) and Alstom (France) and key existing
development investors include: Vattenfall (Sweden), DONG
Energy (Denmark), Statkraft (Norway), E.on (Germany) and
Iberdrola (Spain).

4.38. Sub-sectors that are expected to grow in the UK include:
development and consents, turbine manufacturing, foundation
and tower manufacturing, installation and commissioning,
operations and maintenance.
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Recommendation 2

UKTI to encourage inward investment into targeted
segments of the UK marine and offshore wind sectors
which will build the capability of the UK and in turn
increase its exportability. Ongoing process.

UK Strengths and Weaknesses in the Marine Sector

4.39. This section sets out the key strengths and weaknesses
of the UK marine sector applying a Strengths, Weaknesses,
Opportunities and Threats (SWOT) analysis.

SWOT Analysis

4.40. The SWOT uses as its evidence base the industry surve

proposition work done by UKTT's Inward Investment Group afhd

analysis by the trade body ADS.

- Skills — UK has a well established skills ba, ports
the marine sector across the supply c

ularly in
advanced engineering, composites .
over 150,000 third
eering-related

eclalised R&D marine

n, Strathclyde and Plymouth
research takes place at the

arine Energy Research (HQ in
uropean Marine Energy Centre (Orkney).
ngth of the UK defence sector.

Strengths

+ University R&D — There are
level students in the UK stu
degrees. Many universiti
centres, including S
Universities and

tform design development for defence and
manufacture including training and simulation support.

« Complex systems integration for defence.

+ Vocational training — Strong and an area the defence sector
wants to market overseas. Training creates strong customer
intimacy and generates good operational feedback.

+ Experienced Supply Chain — UK marine ggut

companies supply to major defence an y tractors
(e.g. BAE Systems, Babcock, AMEC 4 nsPd boat
builders (e.g. Sunseeker and Prin ts) so are in

a strong position to offer thea d products to
international markets. In th cial sector, a history
of working in export markets ac the globe for more
than 50 years, followind@le demise of large non-defence
shipbuilding in the U8 een responsible for many UK
marine supply jegpeeking new overseas markets.
© putation for service and support of
herever a ship operates has been gained.

ectors — Offshore renewables has grown
in recent years. The UK has 40 per cent of EU wind
C capacity and the largest project portfolio in the world.

- S@le Regulatory Environment — Maritime & Coastguard

gency and the Royal Yachting Association provides a stable
environment in the UK in which to do business.

+ Through-life support for defence.
- Marine Helicopters — provide value to different marine sectors

including naval, commercial, oil and gas and renewables.

- Energy Capabilities — experience of offshore oil and gas

operation, lessons can be applied to offshore wind. Strong,
R&D intense technology areas.

Weaknesses

- Dependent on Markets of Slow Growth — Leisure marine

companies heavily focused on European markets.

+ Scale — UK leisure boat builders do not have scale of their

French and Italian counterparts.
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4: Current Marine Market Environment (continued)

Opportunities

+ Markets — Brazil — Petrobras and Shipbuilding HVOs, China,
South Korea and Australia.

+ UK Regulatory Offer — Opportunity to market in China

+ Marine Energy — growing segment can act as springboard
to export;

+ Marine Inward Investment — opportunities to invest in
the sub-sectors of marine navigation, marine equipment,
electronics and marine energy.

« Renewables Inward Investment — encourage manufacturers

to locate in the UK, particularly in areas of turbine components,

turbine foundations, undersea cabling, composites and
high-voltage electrical equipment.

Threats

- Established Renewables Supply Chains of overseas OEMs
and remote from construction/application;

- State-owned defence manufacturers in emerginggla ;

UK capability gradually shrinks as companie,
sector due to reductions in defence spendi

+ Reduced exposure by SMEs to compajgg
sophisticated platforms and equip
sector will diminish UK R&D {'
Skills, lack of students doin
Engineering and Maths

facturing
defence
innovation;

echnology,
ses at school;

Unethical conduct ing nations

ITAR 1eg ulat@s

s ibiting for smaller companies

.
=
)
wn
o
T+
-
[0}
fa

ui ements in some markets such as Brazil.
of technical standards, e.g. USA Customs-
rship Against Terrorism (C-TPAT) and European
Authorised Economic Operator (AEO) schemes.

Current Competitive Advantages of e

4.41. The industry survey asked responde
principal competitive advantages U
possess to increase their share

entify the
yc cornpanies had to
marine market.

Table 10: Most Important Com
Marine Companies Neeghto Pos
International Marke

ve Advantages UK
ss to do Business in

Competitive Advant Industry Responses
46
40
39

27

24

-life Support 19

eed of Response 12

Customisation 8

Volume 3

Factors/Tangible Assets 0

4.42.The 3 key areas UK companies identified as being the
most important to compete in international markets were:

- Managing and developing relationships;
- Possessing technological superiority;

- Managing cost.

4.43. In the defence sector, strong relationships with
customers at every level are essential to success. In the
most successful defence campaigns, business relationships
are underpinned by defence agreements and/or defence
trading arrangements.

4.44 The scope of the offer is also critical in securing defence
contracts that can encompass local partnering and supply
chain, technology transfer, joint programmes, training, support
solutions and offset.

4.45. Partnering is also important whether it is with overseas
shipyards in the customer’s country, third-party yards, or other
suppliers and countertrade providers.
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Current UKTI Support for UK Marine Exporters

4.46. The ability of UK marine companies to fully exploit
international business opportunities is shaped by a number
of factors including company size, internal capability and
capacity, the sub-sector it operates in, export readiness and
experience.

4.47. UKTI provides a wide range of products and services to UK
exporters (further details are available at www.ukti.gov.uk/export),
including marine companies, and recent examples of support are
outlined in this chapter.

4.48. UKTI products to overcome market barriers on access to
information and contacts include:

- The Passport to Export service which assesses a company’s
readiness for international business;

+ The Gateway to Global Growth service for experienced
exporters which offers a 12 month programme of strateglc
support tailored to growing companies’ business o

+ The Overseas Market Introduction Scheme (OMI
companies can commission tailored researc
UKTI overseas network;

hthe

ov1des

ies on carrying
ants of up to 50 per
ucting market research;

+ The Export Market Research Scheme (
independent advice, at no charge, o
out marketing research and
cent to companies to the co

+ Business Opportuniti

- Open to Export w,
provides adyi
and adviso

‘opentoexport.com, which
ort from a wide range of experts
industry and Government;

trade missions and inward visits of key

- Participation in overseas trade fairs through the Tradeshow
Access Programme (TAP).

ed through the UKTI website;

Examples of recent UKTI support to the magine clude:

(i) Major UK Presence at Overseas Trade Faj

4.49. The UK marine sector has ben
and some major global marine
In 2011-12, UKTI supported 1 ps at marine shows,
with 119 companies receiving gr pport and in 2012-13,
support is being given to @@ UK grdups and an estimated 110
companies will receiv

4.50. In Sept b@ K companies attended SMM in
Hamburg, t e mmercial marine equipment show in
ompanies exhibiting on the UK Pavilion

British Marine Equipment Association

m TAP support
large UK groups.

reception.

4.51. In Novernber 2012, 83 UK companies exhibited in the

UK Pavilion at METS in Amsterdam, the world’s largest leisure
marine equipment trade show, with 43 companies receiving TAP
grants. Overall, 190 UK companies took part in the exhibition.

(i) London Boat Show Meet the Buyer

4.52. UKTI is supporting a 2-day Meet the Buyer event at the

London Boat Show in January 2013. Twenty two international
buyers will attend the event, from key markets such as Brazil,
France, Germany, Italy, the Netherlands, Taiwan, and Turkey.

The buyers will have around 400 meetings with an estimated
60 UK companies.

4.53. In addition to UKTI support to the sector, marine
trade associations have also provided export support to
UK marine companies.

Examples include:
(ii)) China Shipyard Visits to the UK

4.54 The SMI has organised 4 visits by Chinese shipyards to
the UK over the past 18 months.

(iv) Market Briefings

4.55 The BMF has organised ‘Meet the Exporter’ market
briefings and mentoring sessions for UK leisure marine
companies targeting France, Germany and the USA.
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4: Current Marine Market Environment (continued)

Autumn Statement

4.56. In the Autumn Statement in December 2011, the
Government announced a number of measures to assist
companies, including those in the marine sector, such as:

« Introduction of a National Loan Guarantee Scheme. Up to £20
billion of guarantees for bank funding will be made available
over two years. This will allow banks to offer lower cost lending
to smaller businesses, subject to state aid approval;

- Making available an initial £1 billion through a Business
Finance Partnership, which will invest in smaller and mid-
sized businesses in the UK through non-bank channels.

+ In addition to the measures announced in the Trade and
Investment White Paper in May 2011, spend £10 million
to make available to 500 mid-sized businesses each year
the bespoke export support services of UKTI and spend £3
million to double, from 25,000 to 50,000, the number of
SMEs that UKTI supports each year.

+ Working through the EU to complete free trade agr,
with India, Singapore and Canada 2012, and m
substantial progress towards completing tra
with Mercosur, most ASEAN countries an

next three years. 0

d into 2 categories:
across sectors and those

ments
within the

Potential Barriers to Expor,

4.57. Barriers to exporting ca
generic ones that apply to
more specific to mari

4.58. Some of t‘
and exporte ¢

apply to companies of all sizes
but are particularly relevant to SMEs.

Generic
4.59. These barriers are commonly cited DNanies to UKTI

and some were raised in the industn

+ Access to finance from ban
- Access to export credit insuran

- Ability to acquire inforngltion abBout export opportunities,

particularly in emer rkets;
in potential overseas customers;

- Ability to target ta
+ Lackofi ity to sustain export business;

+ Lack skills, particularly in emerging markets,
e.g. Ma 117} Brazilian Portuguese.

-Specific Barriers

-1 Regulations;

ffset requirements inhibiting for smaller companies;
- Tariffs and local taxation in some markets, e.g. Brazil, India;
- Localisation requirements, e.g. Brazil;

- Proliferation of technical standards.
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5: How the UK Marine Sector can Contribute
to the Export Growth Target

Introduction

5.1. Chapter 3 addresses the issue of how the UK marine sector
can generate growth through exports, using as its evidence
base the forecast of future global marine demand and taking
into account the relative strengths and weaknesses of the
sector and barriers to growth.

5.2. This chapter outlines a number of options on how the UK
marine sector can improve its export performance, and over
time, increase its share of global trade. These include:

- Developing a Campaign approach;
- Relationship management of key customers and investors;

- Greater collaboration and co-ordination in targeting
opportunities;

- Strategic market prioritisation.

+ Enhancing UK reputation.

5.3. These strategic options can be built from:
+ Enhancing existing UKTI programmes;
+ Building on existing industry initiatives;

+ Developing new approaches to working.

Developing a Campaign Appro

5.4. UKTI DSO has taken a ca
winning major international
leveraging its excellen

iven approach to
Or many years,
-to Government

relationships and mpb isterial and senior diplomatic
support to secug cOoweracts for the UK. Such an approach
has previous ed in the marine sector in the

N

55.AC n approach is now being more widely adopted

for non-defefCe sectors, including marine. UKTI's High Value
Opportunities (HVO) programme is a key feature of the new
campaigning approach. HVOs cover overseas opportunities with
accessible value to the UK of at least £250 million and will be
expected to generate major supply chain opportunities for SMEs.

successf y elements of the Bonga FPSO project.

5.6. Campaigns will feature intensive suppggt t at will
include Ministerial and senior diplomatic i em@®t and the
creation of virtual teams including s de ch as UKTI,
UK Export Finance and industry. In ion of the increased
focus on HVOs, UKTI will be co Yre specialist

support to help UK exporters ts on these projects.

5.7. Industry input will b

advising on:
ti the opportunity;
e rtunity in relation to how much

could flow to the UK;
hts on customer and market characteristics;

luabld'in many ways, including

+ Accessibility a

part of the project cycle where UK Government
i tions will make the biggest difference.

> Current HVOs that have substantial marine content are:
+ Brazil Naval Shipyards & Shipbuilding Programme;
- Petrobras Business Plan 2010-2014 (Brazil).

5.9. The Petrobras HVO presents a good example of an active
marine campaign, drawing on the UK strengths in the marine
sector and the associated oil and gas sector expertise. A
delegation from the company visited the UK from 10-14
December 2012 and met companies in Aberdeen, Newcastle
and London. UKTI is now in detailed discussions with
Petrobras about their procurement requirements. Kenneth
Clarke, in his role as a UK Trade Envoy, is visiting Brazil in
January 2013 and UKTI is planning further activity where it
can engage with Petrobras.

5.10. The UK marine industry, using its own intelligence of
market opportunities, will be able to advise UKTI on future
potential HVOs and campaigns and this is very much an
iterative process.

Recommendation 3

MSAG to co-ordinate input from industry to the development
of UKTI’s campaign approach to target major overseas
projects and sectoral opportunities in the marine sector.
MSAG to lead, an ongoing process.




Marine Strategy Report

5: How can the UK Marine Sector contribute to the Export Growth Target? (continued)

Relationship management of key
customers and investors

5.11. The industry survey identified good relationship
management as a key area that the UK had to develop to
retain its competitive advantage in international markets.

5.12. Relationship management relates to existing key
UK-based trade and investment customers as well as new
overseas companies and potential inward investors to target.

5.13. UKTI is developing a relationship management approach to
manage key UK and international customers. UKTI strategically
relationship-manages (SRM) both from a civil and defence
perspective, major UK-based companies with marine interests
such as BAE Systems, Rolls-Royce and Siemens and the aim is
to treble the number of SRM companies to 150 by 2015.

5.14. The UK marine industry has a major role to play in
advising on new overseas customers and inward investgzg to
relationship-manage, including those outlined belo

down by sub-sector.

(@) Leisure Marine

5.15. In leisure marine, boat builders s
services. With superyacht the ngixo eV
and their representatives maki Sl

to detailed specification of fitti

5.16. An example of ould directly influence
owners is in Chiw uilt close relations with the China
iICTTcomprises high net worth individuals

whose co ean is equivalent to 8 per cent of China’s GDP.

pment and
ighter, with owners
from design through

(b) Commer

5.17. In relation to commercial marine, it is important to
cultivate procurement managers in the major yards of the top 3
shipbuilding markets of China (building on the missions that SMI
has delivered over the past 18 months), South Korea and Japan
and other growing markets such as Brazil. Owners also play an
influential role in making design and engineering procurement
decisions. In-market UKTI staff can identify procurement
contacts in these organisations where UK companies do not have
established relationships.

(c) Defence

O

llent contacts
. Thel have utilised
inisters and senior
el ships both in the

5.18. The UK defence sector has establish
in NATO markets, as well as other ¢
Government-to-Government m
diplomats to maintain and d
public and private sectors.

(d) Energy

5.19. Major i U@nhd gas companies, OEMs and
contractors BG Group, Shell, Rolls-Royce, GE,
AMEC, as, REpower Systems and Areva, and
their con > control and drive oil and gas and renewables

mmendation 4

he Council and MSAG will identify UK and international
marine companies that are currently relationship-
managed in Government and recommend other key marine
companies for which the UK should establish relationship
management strategies. Ongoing process.

Greater collaboration and co-ordination
in targeting opportunities

5.20. Greater collaboration across the UK marine sector can
help create the environment to generate export growth.

5.21. Practical areas that could be explored are:
- Better co-ordination of export intelligence;
- Knowledge sharing of non-competitive intelligence;

- Mentoring and capability building.
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(i) Better Co-ordination of export intelligence

5.22. The development of an international trade and
investment strategy depends on reliable and robust
market intelligence underpinning it. There are currently
information gaps in some areas, such as the current level
of exports from the UK in different sub-sectors. In other
areas there is not a lack of marine market intelligence,
but the lack of a mechanism to analyse and more
effectively co-ordinate information to disseminate to
companies and other marine stakeholders. For example
Existing campaigns and high value opportunities covering
marine, energy and defence;

- Industry identifying key influencers such as procurement
contacts in shipbuilding yards and super yacht owners and
their representatives;

+ UKTI network sharing market intelligence of future indust
investment plans.

5.23. Industry stakeholders, including individual co
trade associations and Government all have acces

which could help the UK marine sector identify er
needs, which includes:

+ Defence budgets; Q

+ Oil and Gas Operators’ invest e* ;

+ Offshore wind operator inve rities;

+ Major commercial ship
(e.g. South Korea, C

+ Superyacht ow e

ent programmes

nt plans.

at information co-ordination and

. MSAG should work with industry to

t thtelligence by utilising external industry
market repo®s and publications, UKTI marine market reports
and industry market intelligence (such as that produced by
trade associations), to ensure we are joining up the information
available and maximising the use of market information across
the sector.

Recommendation 5 Nb

gh MSAG
tinue to inform
and initial
rrangements, to be

Establish a more structured arran

to provide market intelligence tha
the marine export strategy. (o)
recommendations on new, inTpr
made by end-March 201

(i) Knowledg Shw Competitive Information
5.25. Thege isms through which non-competitive
inform ets could be shared. MSAG could provide

a mechan d industry representatives could share
; ation through industry events in the UK.

entoring and capability building

.26. This could be done through the opentoexport.com
website or through targeted programmes around specific
campaigns, such as Brazil.

5.27. In Brazil, UK marine companies are pursuing defence, oil
and gas, commercial marine and leisure marine opportunities
in the market and collective experience of market
characteristics, such as localisation, local taxation and tariffs,
could be shared for the benefit of the wider sector.

5.28. MSAG could broker some pilot projects where virtual
teams could form to target specific opportunities (below the
HVO threshold of £250 million). The teams could comprise
of individuals and experts with experience of particular
client needs or characteristics, which could mentor more
inexperienced UK marine SMEs and put them in a stronger
position to win business.

Recommendation 6

MSAG to consider smaller projects and opportunities where
marine industry mentors could advise and guide companies
and put them in a strong position to secure business. MSAG
to identify 1-2 projects by end-May 2013.
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5: How can the UK Marine Sector contribute to the Export Growth Target? (continued)

More strategic market prioritisation

5.29. An initial list of priority markets was outlined in Chapter 3.

5.30. Industry and government have limited resources to
support export campaigns. Prioritisation is vital to enable the
UK marine sector to meet the Council’s export growth targets.
MSAG has developed a market prioritisation framework to help
target resources in the future. This provides the framework

for continuous prioritisation to reflect changing market
circumstances. The framework consists of four stages:

Stage 1- Information gathering — use publicly available
market intelligence on market opportunities, supplemented

with intelligence from the companies, trade associations and
the UKTI network.

Stage 2- Calibration — working with businesses to bring in
their own experiences and intelligence, calibrating the anal
to ensure that it reflects the market they are experiencing.

Stage 3 — Prioritisation — Industry and government {@r g

market opportunities.

Stage 4 — Campaigns — industry and gover rking
together in a co-ordinated manner to t sources on

priority campaigns. B@
5.31. In order to prioritise mark® * 3) the MSAG is

currently working with indust ® elop a set of criteria, by
which to assess oppori@Ri \Jemtified, including:

+ Size of the mark 8
+ Market attr %"

s of potential winnable business

K marine exports
tment presence and competitors;
- Market barriers/accessibility

« Fit with UK key strengths and capabilities

5.32. This market prioritisation framework has been developed
as a way of approaching future campaigns. It has become
clear in trying to work through this process that there are
currently gaps in all four stages of the framework, such as the
information gaps highlighted in the previous section, which
need to be addressed collectively.

5.33. Some trade bodies, such as ADS, havegde

criteria to assess priority markets. ADS in i terff@lional
Defence Market Strategy 2012” usedg ta tiveness/
accessibility dimensions. The attrad criteria it

used included accessible defe » propensity to
import, market growth rate, b®8in hics and intellectual
protections. Accessibility was aro the level of acceptability
under UK export controls.

ouppmat will look at market
ore detail and make
an appropriate methodology.

ising market opportunities and undertake a full
oritisation exercise on a more complete evidence base.
MSAG and UKTI’s Strategic Trade and Inward Investment
Groups to lead. Interim recommendations to be given to
MSAG by end-May 2013.

Enhancing UK Reputation

5.35. The UK marine industry has a number of available
options to market UK capability. UKTI supports exhibitors

at international trade fairs and there is the opportunity to
access enhanced funding to highlight UK excellence in areas
such as superyachts.

5.36. There will also be a major China ‘GREAT campaign
starting in 2013, that, as one of its focus areas, will include
luxury and there is the opportunity of using this campaign to
promote UK capability in boat building and superyacht.

Recommendation 8

To include luxury marine in the China GREAT Campaign. UKTI
Strategic Trade to lead, campaign to begin by April 2013.
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Recommendation 1

MSAG and the Council, working with BIS, to make a detailed
assessment of the relative strength of UK exports, broken
down by sub-sector. BIS to lead this work, to be completed
by end-May 2013.

Recommendation 2

UKTI to encourage inward investment into targeted
segments of the UK marine and offshore wind sectors which
will build the capability of the UK and in turn increase its
exportability. Ongoing process.

Recommendation 3

MSAG to co-ordinate input from industry to the developm@ht
of UKTI’s campaign approach to target major overseas

projects and sectoral opportunities in the marine se
MSAG to lead, an ongoing process.

)@(emational
rel@¥onship-

nd other key marine
stablish relationship
process.

Recommendation 4

The Council and MSAG will identify
marine companies that are c
managed in Government and
companies for which the UK
management strate 1

Recommendation 5

h MSAG
ntinle to inform
nd initial
ngements, to be

Establish a more structured arrangeme
to provide market intelligence tha
the marine export strategy. M
recommendations on new, irfr
made by end-March 2013.

Recommendati

1 projects and opportunities where

mendation 7

SAG working with industry to finalise the criteria for
prioritising market opportunities and undertake a full
prioritisation exercise on a more complete evidence base.
MSAG and UKTT’s Strategic Trade and Inward Investment
Groups to lead. Interim recommendations to be given to
MSAG by end-May 2013.

Recommendation 8

To include luxury marine in the China GREAT Campaign. UKTI
Strategic Trade to lead, campaign to begin by April 2013.
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Annex A: MILC Export Objectives

The Counctl, in discussion with the MSAG, has set out the
following objectives for the export strategy. These objectives
will be reviewed by the Council and MSAG as the export
strategy is developed:

- Encourage significantly more marine SMEs to export, with
a particular focus on innovative and high-growth SMEs.
MSAG to engage with the UKTI regional network to assist in
mentoring marine SMEs and to signpost them to practical
areas of assistance such as trade finance, credit insurance
and venture capital.

+ To assist medium-sized and larger companies, through an
intensive programme of support, who are seeking to win
major overseas contracts, which will also bring major supply
chain opportunities for marine SMEs.

+ Working closely with UKTI and other Government
Departments, to ensure there is marine participation in
Ministerial-led trade delegations particularly where major
commercial deals are about to be announced.

+ To work with UKTI in attracting inward investmen
a strong, sustainable marine industry, particu
that are R&D intensive and which will pro

across

- To encourage the marine industry to ¢ 0

sub-sectors and, working with UKT t@mnate overseas
market intelligence that will Geng@the&®¥der sector.

+ To work with UKTI, the Tech
the wider UK innovation pet

technology areas w
potential to win a

\

tegy Board (TSB) and
identify R&D intense

1s competitive and has the
International business.

Development Objectives

O

- Develop the processes to pro-acti Government
arine

vely in
policy through a co-ordinated eff een
key stakeholders such as tra s and relevant
Government departments a@d the marine sector.

- To identify all sources of all UK d BIS and other
Government Departme@unding that can assist companies,
particularly SMEs, t eir export business.

+ Toinvestigate t ef@rtive way, whether through

1 trade association data, to produce an
ine forward look which will identify major
Ss opportunities.

evelop'a marketing strategy to communicate UK marine
S hs to international customers.
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Annex B: MSAG Export Sub-Group Members

Companies
Giles Whitefield — BAE Systems

Jeff Owen — Babcock International

Nick MacLeod-Ash — Finmeccanica Marine
Adrian Went — Griffon Hovercraft

Russell Gould — Kelvin Hughes (Chair of MSAG)
Toby Allies — Pendennis

Patrick Carnie — QinetiQ

Mike Burnham — MCB Marine Ltd

Trade Associations

Tom Chant — British Marine Federation
John Murray — SMI

Roger Mabbott — British Oil Spill Control Association

450

Ash Sinha — SSA

&0
&

Government
Neil Semple — UKTI Strategic Trade GroupN

Daniel Harrison — BIS

Commander Tim Green — UKT,
Hazel Quashie — UKTI Inward ¥hv

Christopher Uniacke — UKAI Sout/WEast

John Buckley — UKTI kst (Renewable Energy)

John Nutt — UKTI WSt gh Value Opportunities)
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Annex C: Clarksons Data

Tankers by Builder Country: August 2012

Rank Country No. t
1 South Korea 249 6.5
2 China 255 .1
3 Japan 68 1.4
4 Brazil 56 1.2
5 Turkey 48 0.5
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Bulkers by Builder Country: August 2012

Rank (o] No. nt. cgt
1 C 1,007 19.1

2 pan 611 11.9

3 South Korea 193 3.7

4 Philippines 51 1.2

5 India 65 0.8

®00c000c00000000000000000000000000000 ©0000000000000000000000000000000000000000000000000000000000000000000000000000000

Containers by Builder Coyn gust 2012

Country No. nt. cgt
South Korea 231 10.9
China 208 5.9
Taiwan 31 1.0
Philippines 13 0.4

5 Japan 9 0.3
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Annex D: International Trade Statistics

UK Exports of Yachts 2007-2011 (ONS)

Yachts (£Em) 2011 2010 2009 2008
EU 249 226 257 331
Non-EU 471 449 458 665

Yachts and other vessels for pleasure or sports; rowing boats and canoes
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UK Exports of Rafts, Tanks etc (see below) 2007-2011 (ONS)

Rafts (Em) 2011 2010 2009 2007

EU 36 20 32 23 18

Non-EU 57 63 45 52
Rafts, tanks, coffer-dams, landing stages, buoys, beacons and other float i ctu xcl. other vessels and floating structures for breaking up)
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UK Ship & Boat Building & Repair Exports are some suppression of data in these figures, including to warships)

(source: OECD)

Building & Repair of Ships & Boats, (Value in 2011 2010 2009
Australia 17,145 52,392 41,113
Brazil 25,733 24,087 18,422
China 8,231 23,288 21,520
France 102,443 78,660 68,675
Germany 36,155 466,096 39,553
Hong Kong 118,697 77,024 63,220
21,907 39,431 96,163
Netherla 67,776 41,212 30,080
Norway 34,855 41,747 66,649
Russia 20,095 14,258 27,405
Spain 69,554 91,940 102,373
Turkey 78,736 53,770 59,534

USA 124,976 151,118 85,495




Many of the world's leading yacht designers and producers are
based in the UK. To help your business launch with our latest Christopher in St Barths, built by
advanced manufacturing, contact UK Trade & Investment. Pendennis Yachts, Falmouth, UK

o’

www.ukti.gov.uk/greatbritain




© Crown copyright 2013.

You may re-use this information (excluding logos)
free of charge in any format or medium,under the
terms of the Open Government Licence.

To view this licence, visit:
http://www.nationalarchives.gov.uk/doc/
open-government-licence/

Or you can e-mail:
psi@nationalarchives.gsi.gov.uk

Where we have identified any third party
copyright information you will need to obtain
permission from the copyright holders concerned.

Any enquiries regarding this publication
should be emailed to us at:
enquiries@ukti.gsi.gov.uk

Or you can call:

+44 (0)20 7215 8000

This publication is also available at:
www.ukti.gov.uk




To find out more, scan this Solutions

code with your smart phone. for Business

www.ukti.gov.uk

+44(0)20 7215 8000
UK Trade & Investment is the UK Trade & Investment is responsible for N
Government Department that helps the delivery of the Solutions for Business
UK-based companies succeed in the product “Helping Your Business Grow
global economy. We also help overseas  Internationally.” These “solutions”
companies bring their high-quality are available to qualifying businesses,
investment to the UK’s dynamic and cover everything from investment
economy acknowledged as Europe’s and grants through to specialist advice,
best place from which to succeed in collaborations and partnerships.

global business.

UK Trade & Investment offers expertise
and contacts through its extensive
network of specialists in the UK, and in
British embassies and other diplomatic
offices around the world. We provide
companies with the tools they require to
be competitive on the world stage.
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